
 

Red Wagon 
Creamery  

 
Situation Analysis  
 
Four years ago, Stuart and Emily Phillips first opened Red Wagon Creamery in Eugene, 
Oregon. As a young girl, chef Emily would make ice cream with her sisters using fresh, 
local ingredients. The ice cream was so good that Emily insisted to her mother that they 
take their homemade ice cream to sell it around the neighborhood in her little red 
wagon. This is where the inspiration for their name and their mission came from, to 
always sell the freshest, organic ice cream that they could.  
 
After working as a chef at various different places, including a 5-star restaurant in New 
Zealand, Emily decided to take her skills and put them into something she loved, 
all-natural ice cream. Emily and her husband traveled to different ice cream stories 
across the country then made the decision to open up their first ice cream cart in 
Eugene, Oregon with original flavors. Two years later, the success of their little food cart 
led them to the open a store in downtown Eugene.  
 
Red Wagon prides itself in doing things differently. Unlike other ice cream shops, Red 
Wagon handcrafts small-batch ice cream in Oregon’s smallest dairy plant (200 square 
feet). Because Red Wagon only uses berries and fruit when it’s in season locally, all 
non-core flavors are dictated by the seasons. They use fresh, local, hormone-free milk 
and cream gives the ice cream a robust flavor and  made from real, honest ingredients.  
 
Red Wagon is the first small to medium size enterprise to complete “community public 
offering” in Oregon. The company proudly partners with local farmers and producers to 
create essentially fresh, seasonal flavors like Strawberry Riesling Sorbet, Cherry Brie, 
Just Beet It!, and Pumpkin Pie. As the company continues to expand, its core values 
are centered with its mission: always local, always sustainable, and always building the 
community in any way possible.  
 
 



SWOT Analysis  
Strengths: 

● Strong focus on their mission: making homemade ice cream  
● Most pictures are good quality  
● Posts are consistent throughout each platform  

Weaknesses:  
● Social media platforms include content not related to the company  
● Various different accounts for one platform (Twitter) can confuse followers or 

prospective followers 
● Automated responses (Twitter) seem unauthentic  

Opportunities: 
● Attract more followers on each social media platform  
● Add more diverse media (videos and pictures)  
● Designate someone to focus on the social media for the company  

Threats:  
● Salt and Straw in Portland  
● Prince Puckler’s  
● Prepackaged in store ice cream from well known companies (Ben and Jerry’s, 

Halo Top, etc.)  
 
People:  
After speaking with Stuart Phillips, the owner of Red Wagon Creamery, and going over 
the data we collected through each platform, we found that their audience ranges from 
mostly women, the ages of 18-24 (students) and 25-34 (and moms who most likely 
have children). 
 
Our group thinks it is important to focus the company’s target audience more on college 
students, at Lane Community College or the University of Oregon. Content should be 
tailored for students who are in their spring term, when the weather is hot and the ice 
cream is cold. The data our group has collected shows that the most popular platform 
regarding engagement is with Instagram. Students in this age range also respond well 
to visually aesthetic posts, so we want to create content that is just that in order to 
engage them and entice them to want ice cream. 
 
 
 
 
 



 
Objectives: 

1. Allocate more time to plan and post ahead of time for events, specials, and other 
important information that consumers should know.  

2. Increase consumer engagement on social media through giveaways, social 
media competitions, etc.  

3. Increase number of followers on each social media platform.  
 

Objective 1: Allocate more time to plan and post ahead of time for events, specials, and 
other important information that consumers should know.  
 
Strategy 1: Hire or designate an intern, employee, or manager to post content daily and 
weekly for the company  
 
Tactic:   

● The Social media strategist should post on Facebook, Instagram, and Twitter 
regularly throughout the week. 

○ Facebook posts should be once a day and content should include videos, 
images, and news links with images.  

○ Instagram posts should be 1-2 times a day, consistent with brand 
aesthetic and high-quality images and videos. Because Red Wagon is a 
very visual brand, ⅓ of Instagram content should be videos. We will hire a 
student from the SOJC to produce these videos for a low cost. 

○ Twitter posts should be a few times a day, no longer than 20-25 word 
count. Content can include news/info linked, images with horizontal 
orientation, videos and lots of hashtags.  

 
Strategy 2: In order to allocate more time before posting for events, certain specials, and 
other information for customers, we suggest creating a content calendar that queues out 
content (be careful not to sound automated when doing this)  
 
Tactic:  

● The company should make an account with Hootsuite, to help organize each 
week’s content  

● Content calendars for each month should be finished at least a month in advance 
to ensure that work is getting done. (Ex: April content calendar should be finished 
by March 1).  

  



Objective 2: Increase consumer engagement on social media through giveaways, social 
media competitions, etc.  
 
Strategy 1: Through each post on every platform, the company should consistently 
implement a designated hashtag.  
 
Tactic:  

● Encourage each customer to post a picture of their ice cream on Instagram, 
Twitter, or Facebook with the hashtag #giveusalick, for a discount on their next 
icecream.  

 
Strategy 2: Initiate a social media competition among UO students requiring them to 
post a 50 word or less idea of new summer flavors for Red Wagon. The competition will 
last one month and the winner will receive 1 pint of free ice cream.  
  
Tactic:  

● Advertise competition on website, in-store, and all social media platforms.  
● While Red Wagon will be the official judge of the winner, all contest contributors 

have the option to share their idea on his or her personal social media platforms 
and vote on Red Wagon’s website for the best choice.  

● Implement competitions surrounding community events such as the Spring 
Football Game and the UO’s baseball season. 

 
Objective 3: Increase number of followers on each social media platform  
 
Strategy 1: Engage in current social media conversations with consumers, competitors 
and influencers regarding Red Wagon’s brand and goals.  
 
Tactic:  

● Start following more people and organizations on social media like Twitter and 
Instagram, so they will follow you back and see the company's name 

● Suggested people to follow: University of Oregon students and faculty  
● Suggested organizations to follow: University of Oregon sororities, fraternities, 

clubs, and sports teams  
 
Strategy 2: Create and post diverse content on each platform that will appeal to 
consumers.  
 
 



Tactic: 
● #SundaeSundays with a video of a sundae being made in-house.  
● Before and after videos, similar to Tasty.  

 
Measurement Evaluation  
 
Objective 1: We will measure this objective by determining the effectiveness of planned 
social media content. We will create a comparison of the reach and engagement Red 
Wagon was receiving prior to creating planned content compared to after, and 
determine the change that has occurred since hiring the intern. 
Objective 2: Determine the effectiveness of the hashtag for discount tactic by seeing how 
many social media users participated, and how many actually came into Red Wagon to 
redeem their discount. Also count how many students participated in the social media 
competition and how many people casted votes for the best post. 
Objective 3: Measure the effectiveness of this tactic by counting how many followers Red 
Wagon gained on their social media accounts and which groups followed back and 
interacted on social media the most. 
 
Timeline: 

● By March 31: Create first content calendar with all social media ideas for the 
month of April 

● April 1: Post flyers about internship (paid or non-paid) opportunity for the social 
media strategist position and video production position in Allen Hall and launch 
online ads. 

● April 15: Launch social media competition for our target publics. 
● By April 30: Have conducted interviews and chosen a social media intern to 

begin creating the material. 
● By May 31: Have intern completely trained and receive first full month content 

calendar from them. 
● By the end of each month: Have content calendar for the following month 

completed. 
 
Budget  

Hire social media strategist (if chosen to hire): $10/hr, 5-10 hours per week 
Production of videos: Pay a video producer from the SOJC $50 per video 
Hootsuite account: $34.99 per month 
Advertisements on Facebook per month: $10/20 each 

 



Content Calendar  
 
As applicable, retweet (Twitter) and repost/share (Facebook and Instagram) posts from 
customers and other businesses in order to engage with other social media users and 
consumers. Especially be sure to repost aesthetic photos and posts of Red Wagon products that 
the company can benefit from the more and more people that see it. 
Also, CANCEL the automated tweets that are posted when Red Wagon’s Twitter account 
receives new followers. 
Edit Twitter handle to match the Facebook and Instagram accounts (@RedWagonCreamery) to 
alleviate confusion for social media users. Many are trying to reach Red Wagon on Twitter at this 
handle but are unable to find the correct account. 
Social media posts should be related to the company and community only, avoid posting 
personal anecdotes on Red Wagon’s platforms. 

 

Week 1 Platform  MON TUES WEDS THURS FRI SAT SUN 

April 3-9 Instagram #SundaeMo
nday  

 Customer of 
the Week 
(boomerang 
or picture)  

 Upcoming 
specials for 
the week 

  

 Facebook From the 
shop: 
(How-to 
video of 
featured 
product)  

Customer 
pick: photo 
with favorite 
product  

Employee of 
the week 
(photo with 
small blurb 
about)  

Before and 
after video 
(flavor of the 
week)  

Photo friday 
(featured 
item)  

Sponsored 
content  

Photo of 
#SundaeFun
day with 
recommend
ed flavor  

 Twitter  -Flavor of 
the week 
(2x) 
 
-Welcome 
students 
back to 
spring term  
 
-Timelapse 
video of 
EMU 
location as 
spring term 
begins 

-Short 
version of  
“Tasty”-type 
video for 
this week’s 
#SundaeOf
TheWeek 
 
-RT a post 
from a 
customer 
using who 
has used 
the hashtag 
that week 

-Employee of 
the week 
profile post 
with photo 
(from either 
Eugene 
location) 
 
-Timelapse 
video of EMU 
location as 
spring term 
begins 

-”Go Ducks” 
post for the 
baseball 
team, 
highlight 
special 
baseball 
season 
sundae 

-#CampusF
riday post: 
Highlight a 
customer at 
EMU 
location 
 
-Timelapse 
video of 
EMU 
location as 
spring term 
begins 

-Reminder 
about 
special 
baseball 
season 
sundae (2x) 
 
-Post photo 
of people 
eating Red 
Wagon by 
the river on 
a nice, 
sunny day 
and 
encourage 
people to do 
the same 

-Timelapse 
video of 
EMU 
location as 
spring term 
begins 
 
-Reminder 
about 
special 
baseball 
season 
sundae (2x) 

 
 



Week 2 Platform  MON TUES WED THURS FRI SAT SUN 

April 
10-16 
(Week 
of 
Easter) 

Instagram #SundaeMon
day  

 Customer of 
the Week 
(boomerang or 
picture) 

   Easter 
post: 
Happy 
Easter 
from all of 
us at Red 
Wagon 

 Facebook Motivation 
Monday 
(photo of why 
it's a good day 
to eat ice 
cream)  

Customer 
pick: photo 
with favorite 
product  

Employee of 
the week 
(photo with 
small blurb 
about)  

DIY (video 
of how-to 
make one 
of the 
flavors at 
home)  

Photo 
Friday 
(featured 
product)  

Photo of 
Easter 
promotion 
(special 
flavor?)  

Easter 
post (staff 
pick 
flavor)  

 Twitter  -Flavor of the 
Week (2x) 
-Preview of 
spring/Easter 
specials that 
will be 
available on 
Wednesday 
-RT of an ice 
cream and/or 
small 
business blog 
post 

-Employee 
of the week 
profile post 
with photo 
(from either 
Eugene 
location) 
-Preview of 
spring/Easte
r specials 
that will be 
available on 
Wednesday 

-Special 
Spring/Easter 
Flavors post 
-RT of an ice 
cream and/or 
small business 
blog post 

-Short 
version of 
“Tasty”-typ
e video for 
this week’s 
#SundaeOf
TheWeek 
-RT of an 
ice cream 
and/or 
small 
business 
blog post 

#CampusFri
day post: 
Highlight a 
customer at 
EMU 
location 
-Reminder 
about 
spring/East
er specials 
-RT a post 
from a 
customer 
using who 
has used 
the hashtag 
that week 

-Post photo 
of people 
eating Red 
Wagon by 
the river on 
a nice, 
sunny day 
and 
encourage 
people to 
do the 
same 
-Reminder 
about 
spring/East
er specials 

-Easter 
post 
featuring 
photo of 
spring 
flavors 
-Reminder 
about 
spring/Eas
ter 
specials 
again 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Week 3 Platform MON TUES WED THUR FRI SAT SUN 

April 
17-23 

Instagram #SundaeMon
day  

 Customer of 
the Week  
(boomerang 
or picture) 

  Video of ice 
cream 
making 
process 
(Earth Day 
related)  

 

 Facebook From the 
shop: (How-to 
video of 
featured 
product)  

Customer 
pick: photo 
with favorite 
product  

Employee of 
the week 
(photo with 
small blurb 
about)  

DIY (video 
of how-to 
make one 
of the 
flavors at 
home)  

Photo Friday 
(featured 
product)  

Earth Day 
post(image 
with 
featured 
flavor) at 
both 
locations  

Featured 
photo of 
#SundaeFun
day with 
recommend
ed flavor 

 Twitter  -Flavor of the 
Week (2x) 
 
-RT of an ice 
cream and/or 
small 
business blog 
post 

-Short 
version of 
“Tasty”-type 
video for 
this week’s 
#SundaeOf
TheWeek 

-RT of an ice 
cream and/or 
small 
business 
blog post 

-Employee 
of the 
week 
profile 
post with 
photo 
(from 
either 
Eugene 
location) 

#CampusFri
day post: 
Highlight a 
customer at 
EMU 
location 
 
-RT a post 
from a 
customer 
using who 
has used the 
hashtag that 
week 

-RT of an 
ice cream 
and/or 
small 
business 
blog post 

-RT a post 
from a 
customer 
using who 
has used the 
hashtag that 
week 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Week 4 Platform  MON TUES WED THUR FRI SAT SUN 

April 
24-30 
(Spring 
Game 
Week) 

Instagram #SundaeMon
day  

 Customer of 
the Week 
(boomerang 
or picture) 

 Upcoming 
specials for 
the week 

Ducks spring 
game: 
picture of 
duck with ice 
cream 

 

 Facebook Motivation 
Monday 
(photo of why 
it's a good day 
to eat ice 
cream)  

Customer 
pick: photo 
with favorite 
product  

Employee of 
the week 
(photo with 
small blurb 
about)  

DIY (video 
of how-to 
make one 
of the 
flavors at 
home)  

Photo Friday 
(featured 
product)  

Photo of 
winner of 
“Spring 
Football” 
competition 

Photo of 
#SundaeF
unday 
(customer 
in photo)  

 Twitter  -Flavor of the 
Week (2x) 
 
-”Spring 
Football” 
Twitter 
competition 
begins 
(person to 
tweet the 
most creative 
football-theme
d sundae idea 
with 
#FootballSund
aySundae 
gets free ice 
cream for 
them and two 
guests) 

-Employee 
of the week 
profile post 
with photo 
(from either 
Eugene 
location) 
 
-Reminder 
about 
Spring 
Football 
Twitter 
competition 
(2x) 

-Reminder 
about Spring 
Football 
Twitter 
competition 
(2x) 
 
-Come get 
your “Hump 
Day Treat” 
post 

-Short 
version of 
“Tasty”-typ
e video for 
this 
week’s 
#SundaeO
fTheWeek 
 
-Reminder 
about 
Spring 
Football 
Twitter 
competitio
n (2x) 

#CampusFri
day post: 
Highlight a 
customer at 
EMU 
location 
 
-Reminder 
about Spring 
Football 
Twitter 
competition 
(2x) 

-Winner of 
“Spring 
Football” 
competition 
announced, 
their sundae 
idea will be 
featured at a 
discount 
price for all 
who 
participated 
in the 
competition 
 
-”Go Ducks” 
post for the 
Spring Game 

-Reminder 
of discount 
on Spring 
Football 
Sundae 
(2x) 
 
-RT of an 
ice cream 
and/or 
small 
business 
blog post 
 

 
 
 
 
 
 
 
 
 
 
 
 
 



Week 5 Platform  MON TUES WED THUR FRI SAT SUN 

May 1-7 
(Week of 
Cinco De 
Mayo) 

Instagram #SundaeMon
day  

 Customer of 
the Week  
(boomerang 
or picture) 

 Happy Cinco 
De Mayo! 
Special 
sundae for 
the day 

  

 Facebook From the 
shop: (How-to 
video of 
featured 
product)  

Customer 
pick: photo 
with favorite 
product  

Employee of 
the week 
(photo with 
small blurb 
about)  

DIY (video 
of how-to 
make one 
of the 
flavors at 
home)  

- Photo 
Friday 
(featured 
product for 
Cinco De 
Mayo)  
 

Sponsored 
content  

Photo of 
#SundaeFun
day with 
customer in 
campus or 
Broadway 
location 

 Twitter  -Flavor of the 
Week 2x 
(make it a 
Cinco De 
Mayo themed 
flavor) 
 
-RT of an ice 
cream and/or 
small 
business blog 
post 
 
 

-Short 
version of 
“Tasty”-type 
video for 
this week’s 
#SundaeOf
TheWeek 
 
-RT a post 
from a 
customer 
using who 
has used 
the hashtag 
that week 

-Introduction 
post to new 
social media 
intern 
 
-RT of an ice 
cream and/or 
small 
business 
blog post 

-Employee 
of the 
week 
profile 
post with 
photo 
(from 
either 
Eugene 
location) 

-#CampusFri
day post: 
Highlight a 
customer at 
EMU 
location 
 
-Happy 
Cinco De 
Mayo post, 
use photo of 
special 
sundae/flavo
r 

-RT of an 
ice cream 
and/or 
small 
business 
blog post 

-RT a post 
from a 
customer 
using who 
has used the 
hashtag that 
week 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Week 6 Platform  MON TUES WED THUR FRI SAT SUN 

May 8-14 Instagram #SundaeMon
day  

 Customer of 
the Week 
(boomerang 
or picture) 

 Picture of 
scoops 
holding 
different 
ingredients 

 Event with a 
group on UO 
campus: 
picture with 
the group 
and ice 
cream 

 
 

Facebook Motivation 
Monday 
(photo of why 
it's a good day 
to eat ice 
cream)  

Shared 
news link 
(about RW, 
competitor, 
or of choice)  

Employee of 
the week 
(photo with 
small blurb 
about)  

DIY (video 
of how-to 
make one 
of the 
flavors at 
home)  

Photo Friday 
(featured 
product)  

Random 
(optional)  

Featured 
photo of 
#SundaeFun
day with 
recommend
ed flavor 

 Twitter  -Flavor of the 
Week (2x) 
 
-RT of an ice 
cream and/or 
small 
business blog 
post 

-Employee 
of the week 
profile post 
with photo 
(from either 
Eugene 
location) 
 
-RT a post 
from a 
customer 
using who 
has used 
the hashtag 
that week 

-RT of an ice 
cream and/or 
small 
business 
blog post 

-Short 
version of 
“Tasty”-typ
e video for 
this 
week’s 
#SundaeO
fTheWeek 

-#CampusFri
day post: 
Highlight a 
customer at 
EMU 
location 

-RT a post 
from a 
customer 
using who 
has used 
the hashtag 
that week 

-RT of an ice 
cream 
and/or small 
business 
blog post 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

Week 7 Platform  MON TUES WED THUR FRI SAT SUN 

May 
15-21 

Instagram #SundaeMon
day  

 Customer of 
the Week 
(boomerang 
or picture)  

 Upcoming 
specials for 
the week 

 Video of ice 
cream 
making 
process  

 Facebook From the 
shop: (How-to 
video of 
featured 
product)  

Shared 
news link 
(about Red 
Wagon, 
competitors, 
Ice cream)  

Employee of 
the week 
(photo with 
small blurb 
about)  

DIY (video 
of how-to 
make one 
of the 
flavors at 
home)  

Photo Friday 
(featured 
product)  

Sponsored 
content  

Photo of 
#SundaeFun
day with 
customer in 
campus or 
Broadway 
location 

 Twitter  -Flavor of the 
Week (2x) 
 
-Twitter 
hashtag 
competition 
begins 
between UO 
clubs and 
Greek life 
orgs.(Winner 
gets free ice 
cream) 

-Reminder 
about 
hashtag 
competition 
(2x) 
 
-Short 
version of 
“Tasty”-type 
video for 
this week’s 
#SundaeOf
TheWeek 

-Reminder 
about 
hashtag 
competition 
(2x) 
 
-RT of an ice 
cream and/or 
small 
business 
blog post 

-Reminder 
about 
hashtag 
competitio
n (2x) 
 
-Employee 
of the 
week 
profile 
post with 
photo 
(from 
either 
Eugene 
location) 

-#CampusFri
day post: 
Highlight a 
customer at 
EMU 
location 
 
-Reminder 
about 
hashtag 
competition 
(2x) 

-Reminder 
about 
hashtag 
competition 
(2x) 
 
-RT of an 
ice cream 
and/or 
small 
business 
blog post 

-Hashtag 
competition 
ends, 
announce 
winning org. 
 
-RT of an ice 
cream 
and/or small 
business 
blog post 
 
-RT of 
winning org. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

Week 8 Platform  MON TUES WED THUR FRI SAT SUN 

May 
22-28 

Instagram #SundaeMon
day  

 Customer of 
the Week 
(boomerang 
or picture)  

 Upcoming 
specials for 
the week 

  

 Facebook Motivation 
Monday 
(photo like 
featured 
below)  

Discount 
Tuesday 
(featured 
RW 
products at 
Whole 
Foods)  

Employee of 
the week 
(photo with 
small blurb 
about)  

DIY (video 
of how-to 
make one 
of the 
flavors at 
home)  

Photo Friday 
(featured 
product)  

Random 
(optional)  

Featured 
photo of 
#SundaeFun
day with 
recommend
ed flavor 

 Twitter  -Flavor of the 
Week (2X) 
 
-Bring prize to 
winner of 
hashtag 
competition, 
post shoutout 
and photo 
from this 

-Employee 
of the week 
profile post 
with photo 
(from either 
Eugene 
location) 
 
-RT a post 
from a 
customer 
using who 
has used 
the hashtag 
that week 
 

-RT of an ice 
cream and/or 
small 
business 
blog post 

-Short 
version of 
“Tasty”-typ
e video for 
this 
week’s 
#SundaeO
fTheWeek 

#CampusFri
day post: 
Highlight a 
customer at 
EMU 
location 
 
-RT of an ice 
cream and/or 
small 
business 
blog post 

-RT a post 
from a 
customer 
using who 
has used 
the hashtag 
that week 

-RT of an ice 
cream 
and/or small 
business 
blog post 

 
 


