
URBANA’S 
MARKET AT THE 

SQUARE
2 0 2 0 A DV E RT I S I N G  A N D  P R O M OT I O N A L  P L A N



TARGET AUDIENCES

• Families with children

• Individuals concerned about their environmental impact

• Culturally diverse audiences

• Individuals concerned with healthy eating and lifestyle

• SNAP recipients 



A D V E R T I S I N G  
P L AT F O R M S



A D V E R T I S I N G  O V E R V I E W
DIGITAL PLATFORMS:
• S M I L E  P O L I T E LY
• YO U T U B E  A D S
• C H A M B A N A M O N . C O M
• C R E S C E N T  M E D I A

SOCIAL MEDIA
• F A C E B O O K
• W E C H AT ( C R E S C E N T  M E D I A )

PRINT
• M T D B U S  A D S
• N E W S  G A Z E T T E



P L AT F O R M  # 1 :  S M I L E  
P O L I T E LY

Ad Type: 

Static and Animated GIF, image 
and text.

Description of Ad: 

Multiple format sidebar and 
banner ads for desktop and 
mobile.  Access to SPLOG.

Target: Young professionals, 
people interested in local 
events and news.

Timeline: Now - November

Budget: $3750.00



P L AT F O R M  # 3 :  
YO U T U B E  A D S

Ad Type: 

Skip-able video ad, video and 
text.

Description of Ad: 

Video featuring sight and sounds 
of the Market, text overlay of 
time and place info in the first 10 
seconds of ad.

Target: Foodies, Cooking 
Enthusiast, Green Living 
Enthusiast

Timeline: Limited push based on 
budget, start mid season.

Budget: $2000.00 ($10/day min)



P L AT F O R M  # 2 : 
FAC E B O O K
Ad Type: 

Image and text

Description of Ad: 

Images from the Market, 
special events/programming at 
the Market. Live video on 
Market day. Paid boost of FB 
posts one to two times per 
week.

Target: Current fans, the 
curious, and info seekers. 
Boosted ads can be targeted.

Timeline: May 2 – October 31

Budget: $500.00



P L AT F O R M  # 4 : 
C H A M B A N A M O M S . C O M

Ad Type: 

Farmers Market Guide 
Sponsorship, Market visits. 

Description of Ad: 

Banner/sidebar ad, Market 
visits, calendar listing, 
promotion of SNAP program.

Target:  Families with younger 
children.

Timeline: May through 
September

Budget: $3200.00



P L AT F O R M  # 5 : 
C R E S C E N T  
M E D I A

Ad Type: 

Video,  Wechat feature,  Ads on 
campus town video displays.

Description of Ad: 

Video and blog content will be 
generated by Crescent.

Target: Chinese students and 
families living in the area and 
abroad.

Timeline: May through October

Budget: $1200.00



P L AT F O R M  # 6 :  
M T D  I N T E R I O R  B U S  
S I G N S

Ad Type:

Print

Description of Ad: 

Promotion of SNAP program.
Ads run for 3 months on 20 
busses. 

Target: People aged 25-54 
with an ecological 
conscience.

Timeline: 3 months starting 
June

Budget: $1850.00



D AY  O F  
P R O M O T I O N A L  
E F F O R T S  
C U R R E N T  A N D  O N  G O I N G



A C T I V A T I O N  A N D  P R O M O T I O N A L
O V E R V I E W
ON GOING DAY OF
• A RT  AT  T H E  M A R K E T
• S P R O U T S
• R E A D  AT  T H E  M A R K E T
• C H E F  D E M O S

SOCIAL MEDIA
• FA C E B O O K
• M A R K E T  M A I L
• I N S TA G R A M



A RT  AT  T H E  
M A R K E T

Description: 

Music/performance and art 
making activities

Frequency/Timeline: Once 
per month, 2nd Saturday, 6 
months

Budget/Cost: $2400 
($400per)



S P RO U T S

Description: Farm linkage 
nutrition program, for kids 
ages 5 - 8 

Frequency/Timeline: Once 
per month, 3rd Saturday, 6 
months

Budget/Cost: $2400 
($400per)



R E A D  AT  T H E  
M A R K E T

Description: Urbana Free 
Library provides books, 
reading, and info about UFL 
programs and events.

Frequency/Timeline: Once 
per month, 3rd Saturday, 6 
months

Budget/Cost: $Free



C H E F  D E M O S

Description: Local chefs 
cook featuring ingredients 
from the Market. 

Frequency/Timeline: Once 
monthly, 1st Saturday, 
except May 

Budget/Cost: $500 ($100 
per)



FAC E B O O K

Description: 

Day of and weekly post 
featuring vendors, products, 
and upcoming events at the 
Market. Image, text and 
videos.

Frequency/Timeline: 5 post 
per week, 2 to 3 post day of

Budget/Cost: $0 with 
occasional boosting of post 
(see above).



W E E K LY  M A R K E T  
M A I L

Description: 

Weekly email describing 
upcoming programming, 
vendor specials, items 
newly in season. Text and 
images

Frequency/Timeline: Once 
per week, May - October

Budget/Cost: $0



P R O M O T I O N A L  
E F F O R T S
P R O P O S E D



P R O P O S E D  P R O M O T I O N A L  
P R O G R A M S

DAY OF
• M A R K E T  TO U R S

VIDEO
• V E N D O R  P R O F I L E S
• M A R K E T  C O O K I N G  S TO R I E S

PRINT
• M A R K E T  P O S T E R
• C A M P U S  F LY E R S
• YA R D  S I G N S



AC T I O N  # 1 : 
M A R K E T  TO U R S

Description: Short tour of 
the Market with stops at 2-
3 growers and 2 crafts with 
short intro from vendor 
and Q and A session.

Frequency/Timeline: Twice 
monthly, about half an hour, 
early in Market. 

Budget/Cost: $0



A C T I O N  # 2 : M A R K E T  
TO U R  V I D E O / B E H I N D  
T H E  S C E N E S  W I T H  
F E AT U R E D  V E N D O R S

Description: 

Condensed version of tour 
with some on farm footage of 
vendors.

Frequency/Timeline: 2 per 
month, May – September.

Budget/Cost: TBD



A C T I O N  # 3 : 
F O O D / S TO R I E S  F R O M  
T H E  M A R K E T

Description: 

Cooking videos with a more 
personal narrative. Featuring 
international and ethnic 
recipes presented by patrons 
of the Market.

Frequency/Timeline: Need 
to do a test run and see 
how things work.

Budget/Cost:



A C T I O N # 4 : P S A ’ S  
F O R  S N A P
P R O G R A M  O N  
L O C A L  R A D I O  

Description: 

Short radio spot describing 
details of the SNAP program at 
UMATS – WPGU, WPCD, and 
WRFU

Frequency/Timeline:TBD

Budget/Cost: $0



A C T I O N # 5 :
M A R K E T  P O S T E R

Description: 

11x17 print poster

Goal: 

Local promotion of the 
Market at downtown 
Urbana and other area 
businesses and locations.

Frequency/Timeline: April 
22 need design, printer

Budget/Cost: $250



AC T I O N # 6 : F LY E R S  
F O R  M A R K E T  O N  
C A M P U S

Description: 

8.5x11flyer or version of 
poster printed in house on 
white or colored stock.

Frequency/Timeline:
Distribute on campus 2 to 3 
times (late April, Mid- late 
June, mid August)

Budget/Cost: $75



AC T I O N # 7 : L AW N  
S I G N S  F O R  V E N D O R S

Description:

18 x 24 lawn sign promoting 
the Market to maintain and 
heighten local awareness of 
Market.

Frequency/Timeline: Need 
design

Budget/Cost: $100 -10 sign 
minimum. 



B U D G ET  
B R E A K D O W N



U M AT S  
A DV E RT I S I N G  
B U D G E T  T H R O U G H  
6 / 3 0 / 2 0 2 0

$19,274 remaining in FY 19/20 
budget. 

$18,950 for proposed actions.

Design Services
$750.00

4%

Smile Politely
$3,750.00

20%

Chambanamoms.com
$3,200.00

17%

MTD
$1,850.00

10%

Facebook Ad Boosts
$500 
2%

Crescent
$1,200 

6%

Sprouts
$2,400.00

13%

Art at the Market
$2,800.00

15%

Chef Demos
$500.00

3%

YouTube Ads
$2,000.00

10%

UMATS Advertising/Promotions Budget
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