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1.1  Background 

1.  CREATIVE BRIEF 

In 2019, the fourth annual World Dog Surfing Championships fundraiser will be hosted on St Kilda Beach

in Melbourne Australia on 9 December 2019 from 10am-1pm. While this is a free event, funds raised from

donations and merchandise will go to local no-kill shelter, Save A Dog, located in Malvern.  

The campaign will be targeted at the following profile:

Female 

25-35-years old

Dog owner

Has a partner (either married or in a relationship)

Has no children

Has moved out of their parent’s home

Currently lives in Victoria
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1.2  Target Audience 

The sport of Dog Surfing was first conceived and proposed in the 2004

book: “The Dog’s Guide to Surfing” (World Dog Surfing Championships

2018). The act involves a dog balancing on a board and riding waves by

itself, while its owner is classified as the ‘coach’. Dogs are judged on the

length of the ride, their confidence and tricks. Since the first World

Dog Surfing Championships in 2016, the sport has penetrated a

worldwide market, including: California, Australia and the United

Kingdom (World Dog Surfing Championships 2018).  

Previous promotion campaigns surrounding the event are non-existent. No official poster for the event

has been circulated, however a logo for the organisation exists (see Figure 1).

This demographic was chosen based off the most recent 2016 & 2018 Australian reports. According

to this research, 62% of Australian households own a pet, with 38% of these households owning a

dog (Animal Medicines Australia 2016, p.1). Owing a dog and having the ability to bring them along

to the event significantly influences their chance of attending. 82.5% of Australian pet owners are

female with 25-35 being the most common age group (Pen Plan 2016, p.6). Living with a partner

(either married or in a relationship) accounts for 54% of pet owners (Pen Plan 2016, p.6) and is

important as they possess the combined disposable income to spend on their dog and being

childless emphasises the sense of being ‘parents’ to the dog. Finally, Victorians have the highest

rate of pet ownership behind Tasmanians (Happy Dog Treats 2018), and them living here means

they can easily attend the event in Melbourne. This audience would be categorised as ‘flaneurs’ (see

2.2 Introduction for justification).

(Figure 1 - Existing Logo) 
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1.3 Goals & Objectives 
Goal:  

Turn flaneurs into fans with their annual attendance of the event becoming a family tradition. 

Objectives 

Have 10,000 pet owners and 5000 dogs attend on the day (9 December 2019), measured through

free ticket registrations on Eventbrite.

Sell 3,000 items of merchandise online and on the day between 14 September – 9 December

2019, measured through sales.

Record 3000 posts with the hashtag #sitstaysurf between 29 October 2019 and 9 December

2019, measured on Instagram.

1.4 Tone of Voice 

We want to recreate how dogs express themselves on a daily basis, which is

by being outgoing, silly, friendly and confident.  

1.5 Key Message 

Treat your dog to the ultimate day out of fun, sun and life-long friends at

the World Dog Surfing Championships 2019. 

1.6 Key Benefits 

1. Raises funds for Save A Dog 

2. Increases their awareness of the sport 

3. Dogs and pet owners are given exercise 

4. Dog owners and dogs can socialise  

5. Gives dogs the opportunity to try surfing 

1.2.1 Visualising the Target Audience 
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1.7 Audience Takeaway 

1.9 Budget 

Dog surfing is a legitimate and engaging sport that deserves my support. 

1.5 Key Message 

1.8 Merchandising Possibilities 

Currently World Dog Surfing Championships offer a range of clothing merchandise, however this is

only for humans. Extending this clothing line into Shark and Mermaid Lifejackets and Doggie Tank

Tops could be profitable as Australians spent $2 million buying pet clothes on eBay in 2015 (eBay,

cited in Whiting 2016). See 2.3 Merchandise for more detail. 

 

Below is a table of the approximate budget for the campaign. 
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1.10 Schedule 
Below is a Gantt Chart schedule for the promotions of the campaign. 



2.1 Executive Summary 

2. CAMPAIGN 

Copland Agency has been asked to formulate a social media sports campaign for the World Dog

Surfing Championships 2019. The fundraiser for local no-kill shelter, Save A Dog, will be hosted

on St Kilda Beach in Melbourne Australia on 9 December 2019 from 10am-1pm.  

 

The campaign will commence seven months prior to the event on 1 June 2019 (see Gantt Chart)

with an estimated budget of $114,961.53. Three pieces of dog clothing merchandise (Shark Life

Jacket, Mermaid Life Jacket and Doggie Tank Top) will be sold online and on the day. 

 

The target audience is those who identify as 25-35-year-old female dog owners with a partner

and without children, who have moved out of home and currently live in Victoria. This audience

would be categorised as the first stage of spectator identities to a sport, known as ‘flaneurs’

(Giulianotti R 2002). 

   

The ultimate goal of the campaign is to convert flaneurs to fans. This goal can evolve each year

until a strong allegiance is formed and the event is full of dedicated in-the-blood supporters. This

goal is tied to three objectives. Firstly, have 10,000 pet owners and 5000 dogs attend on the day,

measured through free ticket registrations on Eventbrite. Secondly, record 3000 posts with the

hashtag #sitstaysurf between 29 October 2019 and 9 December 2019, measured on Instagram.

Lastly, sell 3,000 items of merchandise online and on the day between 14 September – 9

December 2019, measured through sales.  

 

These objectives will be accomplished through a social media strategy tracked on Hootsuite. By

playing to the strengths of Youtube, Instagram and Snapchat, we will use influencer marketing

with Jenna Marbles. Each platform will be focusing heavily on visual content and either be

creating interest, engaging influencers, involving fans or sharing live action. 

 

Beginning on Youtube, three videos will be posted on Jenna Marbles’ channel that directly relate

to our objectives. Moving onto Instagram, a #sitstaysurf dog surfing challenge will be started by

Jenna Marbles along with an interactive mural on St Kilda Pier that encourages owners to post

novelty snaps of their dog on a surfboard. Ending with Snapchat, a lens and GeoFilter will be

created with Jenna Marbles flown down from Los Angeles to host a live story on behalf of the

World Dog Surfing Championships.  
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2.2 Introduction 

The fourth annual World Dog Surfing Championships will

be held on St Kilda Beach in Melbourne on Sunday 9

December 2019 at 10am-1pm. The fundraiser proceeds

will go to local shelter, Save A Dog.  
 

Preparations for the event will begin January 2019, while promotion campaign commences

seven months prior to the event on 1 June 2019. The campaign will be targeted towards 25-

35-year-old female dog owners with a partner and without children, who have moved out of

home and currently live in Victoria. This audience would be categorised as ‘flaneurs’ in the

sense they are likely to see Dog Surfing as a ‘hot trend’ to follow. Flaneurs are types of fans

who switch affiliations quickly, adopting a detachable relationship similar to a “temporary

tattoo” (Giulianotti 2002, p.39). They increasingly prioritise social capital over the sense of

belonging and collectiveness felt by diehard supporters (Giulianotti 2002, p.39).  

 

As this is an annual event, it is likely that flaneurs will be available the following year to

attend. Therefore, by capturing their attention as flaneurs, our goal is to then transform

them into fans. This will be achieved through objectives regarding attendance, social media

and merchandise. Additionally, the goal can be evolved in the following years to build

allegiance until flaneurs have converted to full blown dedicated supporters (Giulianotti

2002, p.31). Influencing this progressive transformation means that the World Dog Surfing

Championships has the ability to become a family tradition, especially as our target audience

is yet to have children. If their children are raised attending the event, the children would be

classified as ‘In-the-bloods’ fans, “whose following {of a sport} comes through their family”

(Mewett & Toffoletti 2008).  

 

A social media campaign is predicted to be welcomed by our target audience as Australian

females access their top platforms of Facebook, Youtube, Instagram and Snapchat more than

five times a day (Yellow 2018, p.10,14). The social media campaign will leverage the sports-

media nexus (Nicholson 2011, p.7) and build relationships by “psychologically engaging

consumers in the co-creation process facilitated by social media platforms” (Filo, Karg &

Lock 2015, pg.167).  

ST KILDA 

Youtube, Instagram and Snapchat will be collectively intertwined

throughout the whole campaign. Using these social media platforms

is designed to create a heavy visual emphasis as visual content has a

65% recall rate after three days, compared to written content which

stands at 10% (Social Media Examiner 2017). When collectively used,

the platforms will address Tamara Littleton’s ‘Four Ways Sports Can

Engage and Entertain on Social Media’ which are: creating interest,

engaging influencers, involving fans and sharing live action (2016).
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Youtube is our first platform and with 1.6 billion users (Asiam 2018), it is the

“world’s second largest search engine” (Smith 2018). The statistic that “On

mobile alone, YouTube reaches more 18-49-year-olds than any broadcast or TV

network” (Smith 2018), ensures that our target audience uses this platform. We

will be indirectly using the platform through Jenna Marbles creating three

videos on her channel that heavily relate to our objectives. We will not be

involved in the actual filming of the video; however, an Influencer Package will

be provided to her that details our mutual understanding.  

 

Instagram is our second platform has 1 billion users (Asiam 2018). As

approximately “68% of Instagram users are females” (Asiam 2018), this makes it

an an appropriate application to target our audience on. We will be using the

platform to provoke a viral challenge and a way to share photos from an

interactive mural on St Kilda Pier. The viral #sitstaysurf challenge will prompt

owners to upload a video of their dog attempting to surf. Whereas the

interactive mural displaying the hashtag and logo will encourage owners to

share a novelty snap of their dog on a surfboard and in return, promote the

event. This particularly appeals to those in our audience who have a petsagram. 

 

Snapchat is our third platform with 188 million daily users (Constine 2018). It

has been found that 30% of Millennial Internet Users use Snapchat regularly”

(Asiam 2018), relating to the generation of our target audience. We will be

using the platform in three different ways through their lens, filter and story

features. These three features will be deployed on the day to bring a live action

celebration to the event.    

 

Additionally, we have chosen to include Influencer

Marketing throughout our campaign as we could

not ignore the finding that “49% of Consumers

Depend on Influencer Recommendations” (Digital

Marketing Institute 2016). Over the three

platforms, Youtuber Jenna Marbles (see Figure 2)

will be using ‘Explicit Endorsement’ as in “I

recommend this product/event” (Miller & Laczniak

2011).  
(Figure 2 - Jenna Marbles) 
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2.3 Merchandise 

Merchandise is produced by sports organisations to incorporate a “mixture of tangible and

intangible elements” into their marketing strategy (Smith & Stuwart 2015, p. 109). Looking

at semiotics, the physical merchandise is the signifier while the memory/support of the team

is the signified.  

 

As the World Dog Surfing Championships are already in the merchandising market for pet

owners, they should now capitalise off the emerging trend of ‘Pet Fashion’. This is following

in the footsteps of Gucci who launched a doggy backpack and New York City hosting ‘Pet

Fashion Week’ (Trend Hunter 2018).  

 

World Dog Surfing Championships will produce three items of merchandise for dogs, each

featuring their logo. The Shark and Mermaid Life Jackets will become available online from

14 September to coincide with Jenna Marbles' life jacket video, along with being sold on the

day. However, the Tank Top will only be sold on the day and not before. Only allowing the

Tank Top to be purchased on the day of the events adds an element of exclusivity that

appeals to flaneurs. They are earning social capital by “collecting an experience” rather than

just a consumer good (Crawford 2006, p.82).  

 

Below is the estimated budget. 
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2.3.1  Merchandise Mockups 

(Figure 3 - Logo design on each piece) (Figure 4 - Shark Life Jacket design ) 

(Figure 5 - Doggie Tank Top design ) 

(Figure 6 - Mermaid Life Jacket design ) 



P A G E   1 0

2.4 Youtube 

Youtube will be utilised through a series of three videos designed to engage and entertain by

creating interest and involving a social media influencer (Littleton 2016). 

 

Emerging in 2010, Youtuber Jenna Marbles currently holds over 18 million subscribers and

has more than 2.8 billion video views on her channel (Social Blade 2018). Jenna Marbles has

been chosen due to her profile, audience and content.  

 

Jenna Marbles fits the criteria of our target audience as she is a 31 year old female who

owns three dogs with her partner Julian. The childless couple have recently purchased their

own house. While she lives in the US, she routinely visits Australia for Vidcon (a global 

Youtube meetup conference). Her audience is largely compromised of females in the 17-39

yr old bracket, relating to our target audience (see Figure 7). The humorous, creative and

dog related content strongly corresponds with the tone and objectives the campaign.  

(Figure 7 - Jenna Marbles' Profile - Neoreach 2018) 
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2.4.1 Influencer Marketing on Youtube 

The below explanation applies our concept to Mediakix’s influencer marketing steps (2018).

Along with the following Influencer Package, this will detail how Jenna Marbles will be

utilised throughout the campaign.  

 

1. Start with a Goal 

Jenna Marbles will be asked to create three videos that encourage event attendance,

promote the merchandise and start a #sitstaysurf challenge on Instagram. 

 

2. Have a Clear Plan 

In the Influencer Package (see 2.4.2), we will outline clear rules and negotiate these with

Jenna Marbles if need be. Regarding payment, there will be an option for her to profit off the

merchandise through an affiliate link. An affiliate link would give her subscribers a 10%

discount off the merchandise, in which this is paid to Jenna Marbles instead. As the event is

a fundraiser, she may decline the option for payment and donate all proceeds to Save a Dog.  

 

3. Give Influencers Creative Freedom 

In the Influencer Package, we will provide necessary video guidelines, become ‘ghost editors’

and approve the videos before they go live. However, we will not partake in the actual

filming of the series. This is due to the level of trust we have in Jenna Marbles to express her

creative freedom and her experience with appealing to her audience. We don’t film the video

as in influencer marketing, it is crucial we keep the “authentic voice of the influencer intact”

(Nazerali 2017). However with this being said, we will reassess how she approaches the first

video and intervene with a storyboard if need be. We hope by maintaining this honest and

reliable relationship with Jenna Marbles that she could become an ongoing influencer as

“77% of influencers are likely to form long-term partnerships with brands that grant them

creative freedom” (Nazerali 2017).  

4. Provide Youtubers With the

Resources They Need 

Jenna Marbles will be given the

Influencer Package (see 2.4.2),

along with the promotional

material (eg. logo and free

merchandise). 

(Figure 8 - Jenna Marbles Fanart - Aerettberg 2011) 
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2.4.2 Influencer Package 
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2.5 Instagram 

Instagram will be implemented through introducing a new social media challenge and

encouraging an influx of photos from a promotional mural. This creates a buzz around the

event through involving fans (Littleton 2016). 

2.5.1 #Sitstaysurf Challenge 

The #sitstaysurf challenge will be first

introduced by Jenna Marbles in her video

‘Teaching My Dogs How To Surf’. Jenna

Marbles will then post a clip from the

video on Instagram to kick start the

challenge. Her fans are encouraged to

upload videos of their dog attempting to

surf (either in the backyard pool or on the

beach) under the hashtag #sitstaysurf on

Instagram. Along with Jenna Marbles’

clip, we will be creating sponsored posts

from her videos to further advertise the

challenge.  

 

Social media challenge videos are

essentially “every marketer’s dream” as

they encapsulate the goals of going viral

and reaching a broad audience in a short

time frame (Provoco 2018). As challenges

are usually linked to a charitable cause,

instigating a challenge is a suitable tactic

for this campaign. 

 

Once the challenge is uploaded, the usual

format is that fans will tag their dog

owner friends to try the challenge. This

allows us to reach a wider audience of

flaneurs who have the ability to make it

viral. Using the hashtag #sitstaysurf gives

a memorable slogan-type summary of the

challenge and gives us a better tracking

potential with analytics. 

2.5.2 #Sitstaysurf Challenge  
            Sponsored Post Mockup 
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2.5.3 Mural 

Along with the #sitstaysurf challenge, an interactive mural will be installed on St Kilda Pier.

This tactic works to create awareness of the sport where “an individual first discovers a

sports team exists but has not expressed an interest in following that team” (Eveland et al.

2012, p174). 

 

We will commission the artist Cody B. Monahan to paint the mural background. We picked

this artist by looking at his portfolio on Instagram (@codybmonahan) which exhibits his

passion for painting murals featuring marine life and beach landscapes. The interactive

aspect of the mural is a small stand with a surfboard perched on top. Owners can then

encourage their dog to pose on the surfboard for a photo. With the logo in the centre and

the hashtag featured in the top right-hand corner, we provoke the owner to post the photo

on Instagram. The owner receives a novelty snap of their dog to add to their profile

(appealing to flaneurs need for social capital) and in return, we receive promotion to their

followers. The mutual exchange and interactivity are key to brands building relationships

with fans (Filo, Karg & Lock 2015, pg.167).

2.5.4 Mural Instagram Fan Post Mockups 
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2.6 Snapchat 

Snapchat will be functional through using their lens, filter and story features. Ties the

campaign together through sharing live action at the event (Littleton 2016).  

2.6.1 Snapchat Lens 
Lenses on snapchat are being used to “push the

boundaries of what is currently available to engage

with customers and spread awareness about any

company or brand” (Sapio 2018). Maybelline and

Pepsi are some of the biggest brands currently using

the tool. Through augmented reality, we will create a

lens available on the day that depicts dog ears with a

tongue appearing when the user opens their mouth.

As the user captures their reflection this then

“associates the brand with the positive emotions that

they were experiencing during the event” (Sapio

2018). The lens will also be accessible to all of

Melbourne in the lead up to the event between 1 – 8

December to create awareness. 

With a 24-hour lifespan, an interactive worldwide story will be posted for the event. Event

stories help brands to “create a narrative” as “multiple Snaps are strung together to tell your

audience a larger a story” (Grate 2017). In a world where the Web 2.0 emphasises user-

generated content, everybody is a ‘produser’ who can both produce and consume content

(Bruns 2009). With the two-way communication social media allows, consumers are

empowered to comment their experiences and opinions (Anagnostopoulos et. al, 2015,

p.554). Therefore, attendees should be able to contribute to the media on the day. Jenna

Marbles will be flown down from Los Angeles to host the livestream, doing interviews in

between the user generated content. If featured on the worldwide accessible story, this gives

flaneurs the social capital they strive for.   

2.6.2 Snapchat Lens Mockup 

2.6.3 Snapchat Story 
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2.6.4 Snapchat GeoFilter 

GeoFilters are designs that overlap a

Snapchat photo and are only available in a

certain region dictated by the creator.

They are the “new word of mouth style

advertising” (Sapio 2018) because of their

exclusive nature. A simple beach-themed

border will be our GeoFilter, being careful

that the design does not to take away from

the live action. It will only be accessible to

the St Kilda beach region (see Figure 9). 

2.6.5 Snapchat GeoFilter Mockup 

( Figure 9 - Snapchat GeoFilter region) 
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2.7 Summary 

Social media is the new word of mouth and it is imperative the World Dog Surfing

Championships take full advantage of this digital tool. With the bones laid out in the

creative brief, the following social media strategy applies the concepts to the strengths of

Youtube, Instagram and Snapchat. With a outgoing, silly, friendly and confident tone of

voice, the campaign should be well loved by our target audience as it focuses on their dog

which is their pride and joy.  

 

In addition to a social media campaign, traditional media should also be utilised. This may

be in the form of posters at regularly visited places for pet owners (such as vets and parks),

press release to mass media and radio advertisements. We recommend these are conducted

by an agency with proficient traditional media knowledge in order to reach our target

audience at every avenue in their daily lives.  

 

We anticipate the outcome of the campaign to be successful, in the way of converting

flaneurs to fans. This goal can be adapted to the following years, until a strong allegiance is

formed and the event is full of dedicated in-the-blood supporters.  
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4.1 Pitch 

4. APPENDIX 

MIKAELA: 
The World Dog Surfing Championships 2019 is going to be the event of the year.  
No ifs, no buts, we are adamant that Save A Dog will have funds rolling in from this ultimate
dog’s day out.  
 
How are we so confident?  
 
Today Natalie, Ben and I will tell you how we have created our most diverse social media
campaign yet. We are all about creating buzz without a fuss.  
 
As Executive Account Director, I will be clarifying the basic concepts of the campaign. After, Ben
from Sales will be explaining the merchandising possibilities and Social Media Strategist, Natalie,
will lay out the plan for each social media platform. 
 
Like a true surfer, lets dive in!  
 
Here at Copland Agency, we thought long and hard about how to approach the campaign. With
no previous campaigns to inspire us, we researched heavily to come up with the main message
you see behind me.  
 
“Treat your dog to the ultimate day out of fun, sun and life-long friends at the World Dog Surfing
Championships 2019.” 
 
Ultimately, with little awareness but huge potential for a fan base, we wanted the audience
takeaway to be: Dog surfing is a legitimate and engaging sport that deserves my support.  
In which I’m sure you would agree. 
 
But who did we want these messages and takeaways to be aimed at?  
 
Based off the most recent 2016 & 2018 Australian reports, our campaign will be aimed at people
who fit the following six criteria: 
 
• Female 
• 25-35-year-old 
• Dog owner 
• Has a partner (either married or in a relationship) 
• Does not have children 
• Has moved out of their parent’s house 
• Currently lives in Victoria 
 
As you can see from the picture, we tried to visualise our target audience as person. Treating
their dog as a ‘fur baby’ and being ‘parents’ are key factors in their lifestyle.   
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We decided this target audience would be categorised as flaneurs. These are people who would
perceive Dog Surfing as a ‘hot trend’ to follow and would gain social capital from publicising that
they attended. However, they have the potential to become fans.  
 
Therefore, our goal is to turn flaneurs into fans with their annual attendance becoming a family
tradition (once they have children).  
 
Within this, the objectives are: have 10,000 pet owners and 5000 dogs attend on the day,
measured through free ticket registrations on Eventbrite. Record 3000 posts with the hashtag
#sitstaysurf between 29 October 2019 and 9 December 2019, measured on Instagram. And
lastly, sell 3,000 items of merchandise online and on the day between 14 September – 9
December 2019, measured through sales. 
 
BEN: 
The merchandising possibilities are extremely important in terms of raising funds.  
 
While you already offer merchandise for humans, we propose extending this clothing line to
dogs. On this slide you can see the merchandise mock-ups and prices that detail three pieces.
The first is a Shark Lifejacket and the second is a Mermaid Lifejacket. These two pieces will be
available online from 14 September. However, the third piece, a Doggie Tank Top, will be
exclusive to the day. This is to emphasise the social capital that is attached to acquiring exclusive
merchandise that flaneurs collect.  
 
But don't take it from me, welcome our models! *Bring in dogs wearing merchandise*.  
If we sell 3,000 pieces, $114,860 will be donated to Save A Dog.  
 
NATALIE: 
Weren't they cute! Now let’s get into the big-ticket item: the social media strategy.  
 
A social media campaign is predicted to be welcomed by our target audience as Australian
females access their top platforms of Facebook, Youtube, Instagram and Snapchat more than
five times a day. We will be using the three platforms: Youtube, Instagram and Snapchat, with a
heavy emphasis on visual content. Each platform will either be creating interest, engaging
influencers, involving fans or sharing live action and tracked through Hootsuite.  
 
Additionally, we have chosen to include Influencer Marketing throughout our campaign as we
could not ignore the finding that 49% of consumers depend on influencer recommendations.  
 
Raise your hand if you have heard of Jenna Marbles?  
 
With creating content for each platform, she is going to be our new best friend! This slide depicts
her profile and ability to reach our target audience. 
 
Youtube is the platform we are starting on. We will be indirectly using it through Jenna Marbles
creating three videos on her channel that heavily relate to our objectives. These are titled: 
Taking my dogs to a dog surfing competition, Making my dogs life jackets and Teaching my dogs
how to surf.  
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We will not be involved in the actual filming of the video. However, an Influencer Package will be
provided to her that details our mutual understanding. We will also be meeting her face to face
when editing and approving the videos. 
 
Jenna Marbles will also kick off our Instagram campaign. The #sitstaysurf challenge will start by
her posting a clip from the dog surfing Youtube video to her Instagram. Challenges like the Ice
bucket Challenge are a low-cost way to make a big viral marketing impact. We are envisioning a
challenge that encourages dog owners to upload a video of their dog attempting to surf.  
 
Along with Jenna Marbles’ clip, we will be creating sponsored posts from her videos to further
advertise the challenge. We are using a hashtag due to its slogan-type nature of being
remembered, and its ability to be easily tracked on Hootsuite.  
 
To further get the hashtag out there, we will be commissioning artist Cody B. Monahan to paint a
mural on the iconic St Kilda Pier.  
 
Raising awareness before the event, the mock-up of the mural with the logo and hashtag
encourages owners to post a novelty snap of their dog on Instagram. In return, we receive
promotion to their followers. The mutual exchange and interactivity this mural exerts is the key
to retaining a flaneur’s attention.  
 
Finally, we will end by using the three main features of Snapchat.  
 
The mock-ups on the slide represent the visions for a lens and GeoFilter. Along with these, we
will be creating a story hosted by Jenna Marbles that attendees can contribute to. All these
elements deployed on the day will bring a live action celebration to the event.   
 
MIKAELA: 
So how will we execute such an intricate campaign? 
 
On this slide you can see the budget breakdown for the whole campaign we just laid out for you.
It comes to a total of approximately $114,961.53.  
 
With 9 December in mind, we will work with a seven-month lead time and a commencement date
of 1 June 2019.  
 
We’re excited to see our idea on paper be brought to life by you. We hope you consider Copland
agency as the one and only choice to implement a brilliant and charitable campaign such as this.  
 
Surfs Up! 
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THE END 


