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This	picture	shows	some	of	Second	Chances	staff	and	also	volunteers	
showcasing	help	for	the	community. 

This	picture	is	of	Second	Chances’	Warehouse	and	shows	
the	different	type	of	house	decor	you	can	purchase	or	

 

The	Situation	Analysis 
 
Description	of	Company 
Second	Chance	Inc.	is	non-profit	organization	located	in	Baltimore,	Maryland.	They	take	materials	
from	deconstructed	homes	and	resell	them	to	the	public	and	to	contractors.	They	sell	many	
products	in	their	store	including	wood,	siding,	floor	tiles,	couches,	lamps,	fans	and	kitchen	
appliances	in	bulk	or	as	a	single	item.		
	
They	also	hire	felons	so	that	they	can	invest	in	
Baltimore's	workforce	and	in	the	future	of	Baltimore.	
Many	workers	there	have	kids	and	if	they	are	taught	
hard	work,	then	the	cycle	of	jail	and	poverty	in	their	
family	will	end.		
	
Second	Chance	looks	to	revitalize	Baltimore	economy	
and	inner	city.	With	the	amount	of	foreclosed	on	and	
run	down	houses	and	buildings,	Second	Chance	cuts	
down	on	the	city's	cost	to	deconstruct	these	houses,	
saves	the	product	from	being	put	into	a	landfill,	and	
makes	room	for	new	development	in	that	area.	Second	
Chance	also	receives	donations	from	the	public.	A	
number	of	estates	and	thousands	of	individual	
donations	are	given	to	Second	Chance	yearly.	Most	
people	say	they	wanted	to	give	this	item	a	good	
new	home	or	they	didn’t	want	to	contribute	to	
the	pollution	of	landfills.		
	
Their	motto	“Retrain,	Reclaim,	Renew”	stands	
for	the	retraining	of	ex-cons,	the	reclamation	of	
Baltimore's	architectural	history,	and	renew	
stands	for	the	refurbishing	of	the	items	received	
and	the	repurposing	as	well. 
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Industry	Analysis 
	
Second	Chance	is	in	the	home	improvement	and	home	furnishing	industry.	What	makes	them	
different	is	that	customers	feel	better	supporting	Second	Chance	because	they	are	helping	the	
environment	and	helping	felons	find	jobs.	 
 
Since	Second	Chance	sells	a	variety	of	products,	they	have	many	different	types	of	competitors.		

• Home	Improvement	Industry:	They	compete	with	large	retailers	such	as	Home	Depot	and	
Lowe’s.	These	retailers	might	offer	better	prices,	but	they	do	not	offer	the	character	that	
Second	Chance	offers.	Home	Depot	and	Lowe’s	are	national	chains	that	have	many	social	
media	accounts	such	as	Facebook,	Instagram,	Twitter,	Pinterest	and	YouTube.	They	use	
these	sites	to	mostly	give	tutorials	on	how	to	use	their	products	to	make	people’s	homes	
better.	 

• Home	Furnishing	Industry:	Second	Chance	competes	with	mostly	local	antique	stores,	such	
as	Housewerks.	Housewerks	sells	refurbished	antiques.	Customers	describe	the	store	that	it	
looks	like	a	museum.	Some	of	their	values	are	the	same	such	as	reducing	the	waste	in	
landfills,	but	their	goal	is	to	also	have	the	younger	generations	appreciate	antiques.	They	
have	a	Facebook,	a	twitter,	a	Pinterest	and	a	Tumblr.	They	use	their	Facebook	the	most,	
updating	once	a	month.	They	barely	use	their	other	social	media	accounts.	 

• Both	Home	Improvement	and	Home	Furnishing	Industries:	A	major	local	business	is	Habitat	
for	Humanity’s	Restore.	The	Sandtown	Restore	is	only	located	10	mins	away	from	Second	
Chance.	Most	of	the	posts	on	Sandtown	Restore’s	social	media	accounts	are	about	sales	and	
encouraging	people	to	donate.	Since	Restore	is	owned	by	Habitat	for	Humanity,	it	is	national	
and	it	is	more	well-known.	Second	Chance	is	different	because	they	hire	felons	who	would	
have	difficulties	finding	jobs	and	Restore’s	employees	are	all	volunteers.	 

There	are	many	opportunities	within	the	market.	Local	businesses	within	these	industries	do	not	
have	a	strong	social	media	presence.	If	Second	Chance	had	a	larger	social	media	presence,	they	
would	stand	out	amongst	competitors.	Also	posting	different	content	would	help	such	as	“How-to-
Videos”	and	showing	how	Second	Chance	is	helping	the	community.	They	could	create	YouTube	
videos	and	create	their	own	content	for	Pinterest.	 
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Online	Marketing	Trends 
 
There	are	many	online	marketing	trends	that	can	help	grow	businesses	in	their	respective	goals.	
For	Second	Chance	we’ve	focused	on	multiple	specific	marketing	trends	in	order	to	help	acquire	
new	customers.	 

1. Increased	Advertising	Investment:	We	would	focus	on	spending	more	time	and	money	on	
advertising	on	the	web	in	order	to	introduce	Second	Chance	and	its	offerings	to	more	
people	who	may	not	know	what	they	do	or	what	they	offer.	Specifically,	advertisements	
would	be	placed	on	local	web	pages	and	on	Facebook	where	local	individuals	tend	to	view	
pages.	These	would	be	placed	in	the	Baltimore	and	surrounding	areas	where	many	of	the	
customers	come	from.		

2. $5	Boosted	Facebook	Post:	On	Facebook	they	offer	a	$5	Boosted	Facebook	post	that	can	
more	successfully	promote	the	business	on	Facebook	better	than	a	standard	advertisement.		

3. Instagram	Advertising:	By	using	Instagram,	a	larger	network	can	be	created	of	local	
businesses	that	advertise	for	each	other	(non-competing)	and	have	a	larger	viewing	profile	
for	potential	customers	to	see.		

4. Online	Reviews:	Customers	tend	to	go	to	locations	with	many	positive	reviews.	By	
promoting	positive	reviews	and	urging	customers	to	leave	positive	reviews	when	they	have	
a	good	experience	is	another	current	trend	that	can	be	exploited	to	increase	the	customer	
base.		

5. Google	Analytics:	By	taking	advantage	of	Google	Analytics,	the	company	can	view	the	
statistics	for	their	website	and	see	where	people	are	going,	what	they	are	doing,	and	what	
they	can	change	in	order	to	make	them	a	customer.	Many	of	these	include	the	use	of	Geo-
Precise	marketing	due	to	the	location	of	Second	Chance	being	only	Baltimore,	it	is	unlikely	a	
customer	from	California	would	come	to	shop.	By	focusing	resources	on	the	local	area	there	
is	a	higher	chance	that	customers	will	come	Second	Chance.	
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Competitor	Analysis 
 

Housewerks	Salvage 
Housewerks	Salvage	is	another	architectural	salvage	business	in	the	city	of	Baltimore	that	was	
started	in	2005.	They	have	a	single	location	in	the	city	which	is	their	headquarters.	In	this	location,	
they	store	and	sell	most	of	their	antiquities	that	they	have	reclaimed	from	their	salvage	locations	or	
that	they’ve	been	donated.	 
 
Housewerks	offers	a	few	services	that	Second	Chance	does	not.	Housewerks	uses	their	website	as	a	
platform	for	showing	and	selling	their	stock	through	the	internet.	You	can	browse	and	purchase	
items	directly	on	their	website,	where	they	will	be	delivered	straight	to	your	home	or	desired	
destination.	Additionally,	they	allow	rentals	of	their	items	(according	to	terms	and	conditions)	as	
well	as	have	an	in-house	‘workshop’	where	items	can	be	restored	for	a	cost. 
 
Housewerks	prominently	displays	four	social	media	accounts	on	their	website: 

● Twitter	-	The	twitter	account	for	Housewerks	seems	to	be	rarely	used,	not	having	posts	
since	December	8th,	2015.	The	posts	they	do	make	contain	information	about	sales	and	‘hot’	
items	that	they	are	selling,	as	well	as	mentioning	their	notices	in	publications.	

● Facebook	-	The	Facebook	account	is	a	bit	more	used,	but	not	to	its	fullest	potential	either.	
No	real	updates	since	December,	only	to	update	their	photo	with	different	pictures	of	their	
inventory.	The	most	activity	the	account	has	seen	was	back	in	August	2015.	

● Pinterest	-	Following	the	trend,	the	Pinterest	account	is	lacking	in	current	updates,	mostly	
used	to	show	new	items	that	they	have	acquired	for	display	for	their	sales	and	promotions.	

● Tumblr	-	The	Tumblr	account	has	two	posts	on	it,	neither	of	which	seem	relevant	at	all	to	
their	business.	Because	of	this,	this	account	should	not	even	be	advertised	on	their	site.	

 
The	main	strength	that	Housewerks	has	compared	to	Second	Chance	is	the	option	to	purchase	and	
receive	items	directly	online	without	having	to	go	to	the	location.	Since	they	deliver,	everything	can	
be	done	from	the	home.	Their	‘workshop’	is	a	great	way	to	get	individuals	to	come	to	the	location	
even	if	they	have	no	intention	of	buying	items	for	themselves,	but	gets	them	into	the	store	where	
they	can	view	stock	and	possibly	buy	something	new	while	they	are	getting	an	item	restored.	 
 
The	social	media	presence	for	Housewerks	could	be	managed	much	better,	being	used	to	announce	
new	stock,	or	to	feature	items	that	could	be	sold	in	order	to	increase	traffic	to	either	the	store	or	the	
website.	As	well,	their	website	seems	poorly	designed	and	pieces	such	as	their	navigation	bar	at	the	
top	are	hard	to	read	and	click	on.	The	landing	page	gives	little	to	no	information	about	what	the	
business	is. 
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Habitat	for	Humanity	Restore 
Habitat	for	Humanity	is	a	nonprofit	organization	that	has	been	around	for	a	while.	They	have	stores	
that	also	sell	home	improvement	items,	appliances	and	furniture.	They	sell	the	items	at	low	prices	
and	all	the	profit	goes	to	supporting	Habitat	for	Humanity	for	building	new	houses.	 
The	Restore	is	our	closest	competitor	because	they	sell	very	similar	products	and	they	are	a	
nonprofit	organization.	There	are	six	Restores	in	Baltimore:	Columbia,	Dundalk,	Glen	Burnie,	
Halethorpe,	Sandtown	and	Timonium.	The	closest	one	to	Second	Chance	is	Sandtown.	These	many	
locations	are	important	to	the	Re	store’s	success	because	they	are	easily	accessible	to	many	people. 
 
They	have	four	social	media	accounts	that	represent	all	six	Restores.	 

● Facebook:	They	use	their	Facebook	account	the	most,	posting	at	least	once	a	day.	Most	of	
the	posts	are	about	sales	and	featured	products	in	stores.	2,629	people	follow	the	account,	
which	is	very	low	for	the	size	of	Baltimore.	They	never	post	anything	engaging	and	it	is	
always	one	sided.		

● Twitter:	They	are	a	little	more	creative	on	twitter,	but	they	have	not	posted	since	June,	
2015.	They	have	39	followers,	which	is	extremely	low.	The	Facebook	and	the	twitter	are	not	
connected	and	it	does	not	look	like	they	have	promoted	their	twitter.		

● Pinterest:	Their	Pinterest	is	very	sad.	It	has	70	pins	and	lots	of	boards	that	have	nothing	
pinned	in	them.	They	only	have	12	followers.	They	could	have	an	amazing	Pinterest,	but	
they	do	not.		

● Instagram:	It	looks	like	they	had	a	good	start	with	their	Instagram.	The	last	post	was	50	
weeks	ago.	They	had	105	followers,	which	is	a	good	start,	but	it	could	be	better.	They	could	
easily	use	posts	from	Facebook	and	put	them	on	Instagram	too.		

 
There	are	many	strengths	to	Habitat	for	Humanity’s	Restores	located	in	Baltimore,	Maryland.	The	
biggest	one	is	that	they	have	a	higher	brand	awareness.	This	is	because	they	are	located	around	the	
country	and	they	have	been	around	for	over	30	years.	They	also	have	many	Restores	located	
around	Baltimore,	which	makes	it	convenient	for	many	customers.	Second	Chance	only	has	one	
location	so	it	is	not	convenient	if	people	do	not	live	relatively	close.	Like	Second	Chance,	a	strength	
is	that	it	is	a	nonprofit	organization	so	people	feel	good	about	helping	the	community. 
 
There	are	also	many	weaknesses.	They	have	many	stores,	which	means	there	is	less	inventory	in	
each.	Customers	will	not	get	the	variety	of	products,	as	they	would	if	they	came	to	Second	Chance.	
Another	weakness	is	their	social	media	presence.	They	have	many	different	accounts,	but	they	do	
not	really	use	them.	If	they	don’t	plan	on	using	them,	they	should	really	delete	them.	Their	
Facebook	is	the	social	media	account	most	used,	but	it	also	could	be	better.	Posts	can	be	about	
content	not	directly	related	to	the	Restore.	It	also	needs	to	be	interactive	with	customers.	Surveys	
and	contests	would	be	good	ways	to	build	customer	engagement.	They	could	also	do	fun	facts	or	
trivia.	 
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SWOT	Analysis 
 

Strengths 
● They	have	a	unique	set	of	values,	

such	as	hiring	ex-cons,	which	will	
make	customers	feel	even	better	
about	supporting	Second	Chance	

● Second	Chance	customers	are	very	
loyal	after	they	learn	about	Second	
Chance	

● Website	is	easy	to	use	

Weaknesses 
● Not	a	lot	of	brand	awareness	in	the	

Baltimore	Area	
● Customers	complain	on	Yelp	that	

the	prices	are	high1	
● Not	very	creative	posts	on	social	

media	
● Website	is	not	the	most	visually	

appealing		

Opportunities 
● Competitors	do	not	have	a	strong	

social	media	presence	so	Second	
Chance	can	interact	with	customers	
through	social	media	

● People	want	to	help	nonprofits	and	
they	want	to	help	the	community	of	
Baltimore	

● There	was	a	growth	of	5%	in	the	
antique	market	from	2010-20152	

Threats 
● Sandtown	Restore	has	similar	

products	so	Second	Chance	needs	to	
tell	competitors	why	they	are	
different	

● Competitors	such	as	Habitat	for	
Humanity’s	Restore	have	more	
brand	awareness	

 

 
As	seen	in	our	SWOT	analysis,	Second	Chance	has	potential	to	have	a	strong	presence	in	Baltimore	
and	on	social	media.	They	have	strong	values,	which	will	help	draw	potential	customers.	They	just	
need	to	tell	people	who	they	are	and	people	will	be	customers	for	life.	Their	competitors	do	not	
have	a	strong	social	media	presence,	which	could	help	Second	Chance	if	they	do	have	a	strong	social	
media	presence.	 
 
Target	Market 
 
We	are	targeting	middle	and	upper-middle	class	men	and	women	who	are	30-60	years	old.	They	
are	mostly	college	educated	with	at	least	a	bachelor’s	degree.	They	are	from	a	variety	of	
occupations	such	as	plumbers,	electricians,	businesspeople,	engineers	and	even	some	doctors.	The	
median	household	income	is	$72,4833.	They	are	mostly	homeowners,	with	many	different	
homeownership	backgrounds.	Some	just	bought	their	first	home	and	some	are	downsizing	into	
smaller	homes.	 
 
They	are	interested	in	helping	their	community	and	the	environment	and	they	like	to	do	DIY	
projects.	They	frequently	help	in	their	kids’	schools	and	other	places	around	the	community.	They	
do	what	they	can	to	help	the	environment	by	using	less	resources	and	then	recycling	materials	that	

                                                
1 http://www.yelp.com/biz/second-chance-baltimore-2 
2 http://www.ibisworld.com/industry/online-antiques-collectibles-sales.html 
3 http://www.clevescene.com/scene-and-heard/archives/2015/04/06/chart-heres-what-a-middle-class-
salary-looks-like-in-ohio 
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can	be	recycled.	They	are	interested	in	making	their	house	their	own,	with	their	own	unique	style.	
These	people	use	the	internet	daily	to	check	local	new	sites	and	Facebook.	They	also	go	on	Pinterest	
and	Instagram	frequently.	They	love	to	browse	online,	but	they	would	rather	go	into	the	store	for	
pick-up.	 
 
Customer	Profile: 

 
Bill	is	a	DIY	guy.	He	is	an	
electrician,	making	$52,000	a	
year.		He	is	35	years	old	
married	with	two	kids	and	
living	in	a	nice	neighborhood.	
He	bought	a	house	5	years	ago	
and	he	wants	to	make	a	stamp	
on	his	house.	The	house	was	
worn	down	and	he	wants	to	
make	it	updated	like	new.	He	
likes	helping	environment	and	
feels	like	he	has	a	social	
commitment	to	his	
community.	Economically	
savvy	(frugal),	even	though	he	
is	well	off.	He	is	hands-on	and	
likes	to	build	things	and	be	

creative.	He	is	active	in	the	community	with	his	kids’	activities.	He	also	likes	to	host	neighborhood	
barbeques.	Every	other	weekend,	he	volunteers	at	the	homeless	shelter	to	help	other	people	in	
need.	 
 
Every	morning	before	going	to	work,	he	checks	Facebook	for	updates	with	his	friends	and	in	the	
world.	When	he	is	driving	from	location	to	location,	he	listens	to	Pandora	in	his	truck.	Before	he	
goes	to	bed,	he	checks	Facebook	and	Pinterest	to	help	him	unwind.	He	likes	looking	up	new	
barbeque	and	picnic	recipes	for	his	next	barbeque.	On	the	weekend,	he	does	errands	in	the	
morning,	followed	by	looking	up	DIY	projects	on	Pinterest,	blogs	and	YouTube.	He	also	goes	to	his	
kids’	soccer	games,	where	he	also	glances	at	his	phone	during	breaks	to	check	his	Facebook.	 
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The	Value	Proposition 
 
Second	Chance	provides	customers	with	an	opportunity	to	feel	like	they	are	helping	the	Baltimore	
community	by	keeping	Baltimore	history	alive,	reusing	items	that	would	be	thrown	away,	and	
hiring	felons	who	would	have	a	hard	time	finding	jobs.	 
 
Our	target	market	will	leave	Second	Chance	feeling	fulfilled.	They	will	leave	feeling	good	about	their	
decision	to	support	a	nonprofit	organization	that	hires	felons,	who	necessarily	will	not	be	able	to	
find	jobs,	and	also	sells	furniture	and	building	materials,	that	might	be	put	in	the	trash.		Second	
Chance	fosters	a	financially	viable,	environmentally	sound	and	socially	responsible	community.	The	
feeling	of	feeling	good	about	helping	the	community	and	the	environment	will	outweigh	the	more	
expensive	prices	compared	to	competitors.	Our	target	market	will	use	our	online	marketing	
resources	to	browse	online	before	coming	to	the	stores	and	finding	out	what	Second	Chance	is	all	
about.	 
 
Our	target	market	values	helping	people	in	need,	helping	out	the	economy	and	helping	the	
environment.	They	also	value	art	and	history,	by	redoing	antiques.	Our	target	market	will	benefit	
from	Second	Chance	because	they	can	buy	antiques	and	know	that	they	are	helping	other	people	
and	keeping	Baltimore	history	alive.	 
 
According	to	Yelp,	customers	ranked	Second	Chance	of	being	more	expensive	than	the	competitors.	 
 

Benefits	Offered Benefits	Not	Offered 

Feeling	good	for	helping	out	people	in	need Online	purchases 

Keeping	Baltimore	history	alive Home	Delivery 

Helping	the	environment	by	not	throwing	away	
items 

Antique	Restoration 

Donating	items	to	a	good	cause Query	of	what’s	in	stock 

Giving	felons	jobs  
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The	Customer	Journey 
 

1. Attract	the	Attention	of	the	Customer	
Banner	&	Display	Ads:	We	will	use	banner	ads	and	display	ads	to	grab	the	attention	of	the	
customer.	These	ads	will	be	placed	on	websites	that	have	similar	target	markets	as	Second	
Chance.	These	sites	could	include	the	Baltimore	Sun	and	WBALTV.	We	would	feature	sales	
and	special	events	happening	at	Second	Chance. 

Banner	Ad	 

Display	Ad 

Search	Advertising:	We	will	use	SEO	to	help	customers	better	find	our	site.	Geographic	
location	will	play	an	important	role	in	keyword	searches,	since	someone	is	not	going	to	buy	
our	products	from	across	the	country.	We	need	to	constantly	improve	and	understand	how	
customers	are	finding	our	site	so	that	we	can	help	more	customers	find	our	business.	 
 
Social	Media:	We	are	using	the	$5	boosted	Facebook	advertising	and	Instagram	advertising	
to	show	people	what	inventory	is	there	and	what	Second	Chance	is	all	about.	These	
advertisements	will	lead	people	to	our	social	media	pages	and/or	our	website.	 
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2. Create	Interest	and	Convert	
Website:	Once	the	customer	is	on	our	website,	we	need	them	to	convert.	We	want	them	to	
like	us	on	our	social	media	sites	and	sign	up	for	our	newsletter.	We	need	to	make	sure	
customers	do	not	leave	the	page	immediately,	this	will	be	done	by	improving	the	landing	
page.	We	want	customers	to	understand	quickly	what	Second	Chance	is	and	make	them	
want	to	explore	the	website,	then	eventually	come	into	the	store.	There	will	also	be	more	
informational	content	so	customers	can	learn	more	about	products,	but	also	to	provide	
more	information	about	how	to	refurbish	products. 
 
Social	Media:	Second	Chance	already	has	social	media	accounts	such	as	Facebook,	twitter,	
Instagram	and	Pinterest.	They	are	actually	updated	fairly	frequently,	but	they	do	not	get	a	
huge	amount	of	engagement	except	for	their	Facebook	page.	Second	Chance	should	make	
people	more	excited,	by	creating	contests,	giveaways	and	surveys.	They	need	to	create	
original	content	that	will	make	customers	interested	to	check	out	the	product	online	and	
make	them	want	to	come	into	the	stores.	 

 
Newsletter	Sign-Up:	Our	goal	is	to	have	customers	sign	up	for	the	newsletter	on	our	
website.	Currently	Second	Chance	does	have	a	newsletter,	but	it	is	hard	to	find	on	the	
website.	We	want	to	make	the	newsletter	easier	to	find.	The	newsletter	will	play	an	
important	role	because	it	keeps	customers	updated	and	reminds	them	that	Second	Chance	
is	still	there.	 
 

3. Create	Action	and	Close	
Call	to	actions-	-The	CTAs	are	used	to	convey	a	sense	of	urgency	and	provide	the	consumer	
with	a	next	step	in	the	process.	The	website	already	has	some	CTAs	but	our	goal	is	to	add	
more	to	the	landing	page	as	well	as	other	pages	throughout	the	website.	There	will	be	more	
call	to	actions	to	donate	on	the	website	as	well	as	“browse	now”	call	to	actions.	 
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Social	Media	Call	to	actions-	The	social	media	call	to	actions	will	have	the	same	goal	as	the	
website	call	to	actions	but	will	reach	a	larger	a	broader	market.	With	social	media	call	to	
actions	we	will	try	to	channel	people	to	our	website	with	call	to	actions	like	“take	part	now!”	
and	“New	inventory	daily”,	as	well	as	the	call	to	actions	we	use	on	the	website. 
 

4. Delight	
Website-push	values	and	contributing,	leave	feedback	-	with	website	push	values	we	
are	trying	to	ensure	that	the	customer	had	a	good	experience	with	us.	We	can	also	
contribute	by	offering	warranty	or	follow	up	content	that	may	be	of	interest,	not	product	
related. 
 
Email-Newsletter	(new	products),	surveys	-	we	can	even	more	satisfy	the	consumer	by	
emailing	them	newsletters.	These	newsletters	can	be	of	new	products	and	surveys	the	
consumer	can	take	to	help	give	us	feedback	and	what	we	might	be	doing	wrong	and	ensure	
what	we	are	doing	right.	This	will	keep	our	brand	loyalty	and	allow	the	consumer	to	keep	
using	our	company	and	service.	 

 
Marketing	Objectives	&	Metrics	
 
Acquisition:	Our	goal	is	to	get	more	customers	into	the	store.	Second	Chance	has	loyal	returning	
customers,	but	people	do	not	realize	what	it	is	or	what	unique	products	we	have.	We	want	to	get	
customers	into	the	store	so	that	become	one	of	our	loyal	customers.	We	will	measure	acquisition	by	
measuring	first	how	many	customers	we	get	in	a	month	and	see	how	many	are	new.		Then	on	we	
will	ask	customers	at	checkout	for	their	information.	This	will	help	build	our	system	for	the	
newsletter	and	we	can	keep	track	of	new	and	returning	customers.	If	we	have	an	increase	of	new	
customers	by	15%	within	the	first	6	months,	then	we	know	our	marketing	efforts	are	working.	 
 
Increase	Traffic	to	the	Website:	It	is	important	to	get	people	onto	our	site	so	that	people	can	learn	
about	Second	Chance.	We	will	use	Google	Analytics	to	keep	track	of	the	website	data.	We	will	know	
how	many	people	come	onto	our	website	within	a	given	time	period	and	what	pages	are	getting	the	
most	traffic.	We	will	also	know	what	pages	have	high	bounce	rates,	which	will	help	us	improve	our	
website	more.	We	want	our	website	traffic	to	increase	by	20%	in	order	to	also	increase	our	store	
traffic.	 
 
Increase	Interactions	on	the	Website:	Currently	Second	Chance	has	been	doing	better	on	getting	
the	likes	on	Facebook	posts,	but	it	is	not	consistent.	Sometimes	they	get	one	like	and	sometimes	
they	get	80	likes.	It	is	important	to	analyze	why	some	posts	did	well	and	why	some	posts	did	not	do	
well.	Figure	out	if	it	was	the	graphic,	words	or	the	time	of	day	it	was	posted.	Their	twitter	posts	only	
get	maybe	1	retweet	or	1	like.	Again	making	it	more	likeable	and	interesting.		We	will	measure	
interactions	by	the	average	amount	of	likes	or	retweets	within	a	given	month.	At	the	end	of	the	
month,	we	will	analyze	what	worked	and	what	didn’t	work.	We	will	keep	measuring	the	average	
interactions	this	month.	 



Second	Chance	Inc.	Internet	Marketing	Plan-	12 

Online	Marketing	Strategies 
 
Customer	Journey:	Refer	to	page	9 
 
Internet	Marketing	Objectives	Through	Online	Advertising:	Second	Chance	plans	to	use	many	
different	types	of	online	advertising	including:	 

● Banner	&	Display	Advertisements	on	Local	Websites	and	Facebook	
● $5	Boosted	Facebook	Post	
● Instagram	Advertising	

 
Social	Media:	Second	Chance	will	be	increasing	their	online	content	to	keep	users	engaged.	Second	
Chance	will	create	content	that	will	be	beyond	the	traditional	sales.	They	will	post	about	events	
related	to	them	in	the	area	or	celebrating	certain	holidays.	This	will	enhance	their	earned	media	
presence.	Here	are	some	examples	of	earned	media	posts	on	Facebook:		
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Improve	SEO:	Search	Engine	Optimization	is	an	important	part	of	improving	the	site’s	visibility.	
Again,	we	are	going	to	use	a	sitemap	plugin	to	improve	this	and	we	are	also	going	to	buy	Google	
AdWords.	We	have	picked	these	key	phrases:	 

a. Nonprofits	Baltimore	
b. Home	deconstruction	

We	will	know	that	search	engine	optimization	has	improved	when	there	is	an	increase	of	visitors	to	
our	page	and	when	bounce	rates	decrease.	 
 
Improve	the	company’s	website:	The	website	is	an	important	aspect	of	Second	Chance’s	online	
presence.	The	website	is	not	the	best,	but	it	is	okay.	Our	plan	includes	making	the	website	more	
visually	appealing	and	better	off	in	general.	To	make	the	site	more	visually	appealing,	we	plan	on	
brightening	it	up	and	making	it	look	more	professional.	 

● Changing	Colors	around	to	brighten	it	up		

	  
● Taking	out	the	“Modality	Theme	powered	by	WordPress”		to	make	it	look	more	professional	
● Making	it	clear	how	to	sign-up	for	the	newsletter	
● Making	the	homepage	cleaner,	since	it	is	very	busy		
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Our	plan	is	also	to	make	the	site	more	secure	and	organized.	These	were	two	major	points	in	the	
Website	Grader	site.	 

● SSL	Certificate:	Second	Chance	needs	to	purchase	a	SSL	certificate,	which	makes	the	website	
more	secure.	This	can	be	purchased	for	$175	per	year4.		

● Site	Map:	Another	important	aspect	that	the	Website	Grader	pointed	out	was	the	site	map.	
This	allows	search	engines	to	navigate	your	site	more	easily.	Since	Second	Chance	made	
their	site	on	WordPress,	there	are	a	few	plugins	to	help	them	do	this.	The	blog,	Elegant	
Themes,	recommends	using	Google	XML	SiteMaps	or	Yoast	SEO5.	Both	of	these	plugins	
appear	free,	but	with	premium	upgrades.		

We	will	measure	the	improvement	of	the	website	by	an	increase	in	the	website	score	and	we	will	
use	Google	Analytics	to	see	if	the	bounce	rate	decreases.	 
 
Enhance	mobile	communications:	It	is	important	to	stay	connected	with	customers	also	on	
mobile	devices,	since	many	people	use	their	mobile	devices	as	their	main	entry	to	the	internet.	
Currently,	the	website	is	mobile	friendly,	but	we	want	to	make	sure	it	stays	that	way.	Social	media	is	
also	an	important	part	of	mobile	communication,	since	people	access	social	media	from	their	
mobile	devices.	We	want	social	media	to	effectively	reach	customers	and	help	to	increase	the	
number	of	customers	in	our	store.	 

 
We	will	know	that	mobile	communication	is	working	by	using	Google	Analytics	to	see	how	people	
are	using	the	website	on	their	mobile	devices.	We	can	look	at	how	much	time	people	spend	on	the	
                                                
4 https://www.digicert.com/ssl-certificate-comparison.htm 
5 https://www.elegantthemes.com/blog/tips-tricks/google-sitemaps-for-wordpress 
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site	and	the	bounce	rate	from	mobile	devices	compared	to	computers.	We	also	want	to	increase	the	
amount	of	likes	or	followers	depending	on	the	social	media.	 
 
Google	Bot 
GoogleBot	is	important	because	it	helps	Google	better	optimize	your	site	and	help	with	search	
engine	optimization.	It	helps	to	create	an	index	that	will	help	when	users	search	in	Google.	 
 
We	are	going	to	better	utilize	Google	Bot,	by	installing	the	plugin,	One	Click	Xml	Sitemap.	This	
plugin	is	free	on	WordPress	and	it	automatically	creates	a	sitemap	by	picking	up	on	keywords.	This	
will	help	consumers	to	find	us	easier.	 
 
Mobile	Assessment 
Currently,	their	website	works	smoothly	on	mobile	devices,	but	does	not	have	its	content	
optimized. 
 
Second	Chance	has	many	pros	to	their	mobile	site	including: 

● The	website	is	navigable	on	small	devices	such	as	phones	or	tablets.	This	is	important	
because	today,	many	people	access	the	internet,	mainly	through	their	mobile	devices.		

● The	website	sizes	and	is	viewable	without	error	on	mobile	devices.	It	is	important	to	stay	
consistent	between	mobile	and	desktop	versions	so	that	their	brand	is	consistent.		

● The	content	on	the	site	is	informative	and	is	relevant	to	the	business.	The	website	has	a	lot	
of	information	on	it,	which	is	good	because	it	is	fairly	new	and	people	want	to	learn	more	
about	it	when	they	go	on	the	website.		

There	are	also	some	cons	to	the	mobile	website	including: 
● Content	needs	to	be	more	spread	out,	large	paragraphs	can	take	up	an	entire	mobile	screen	

at	a	time.	The	homepage	is	very	crowded	and	it	would	be	better	to	have	more	buttons	and	
those	buttons	would	lead	to	pages	with	the	more	detailed	information.	This	would	allow	the	
user	to	focus	on	a	few	keywords	and	find	what	they	are	looking	for.		

● WordPress	limits	the	flexibility	of	the	content	on	the	website.	It	is	a	very	basic	website	
building	site.	It	would	be	more	visually	appealing,	if	it	was	created	using	a	more	advanced	
website	building	site,	such	as	Square	Space.		

● Information	on	the	landing	page	is	more	informative,	rather	than	having	a	Call-to-
Action(CTA).	Again,	making	the	homepage	more	visually	appealing	and	with	less	words,	
would	make	it	more	interesting	and	easier	to	find	the	Call-to-Actions.	Some	users	might	find	
the	homepage	overwhelming	and	just	leave.	We	want	users	to	come	to	the	page	and	look	
around.	We	want	to	make	the	site	more	interesting	so	they	come	into	the	store	and	buy	
items.	

 
Strategies	to	Fix 
Second	Chance’s	website	is	not	very	visually	appealing.	It	was	made	with	WordPress,	which	is	very	
easy	and	basic.	If	they	wanted	to	App-ify	it,	they	should	switch	to	more	advanced	website	building	
software.	They	should	also	take	some	time	with	the	GoogleBot	to	see	what	people	are	doing	on	the	
landing	page,	and	adjust	it.		 
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Without	switching	the	web	provider,	the	website	could	be	simplified	by	removing	the	amount	of	
detailed	information	on	the	landing	page	and	linking	to	additional	pages	that	contain	more	detailed	
information,	which	would	allow	the	user	to	not	have	to	scroll	past	paragraphs	of	information.	
Additionally,	on	the	landing	page	there	is	very	minimal	reference	to	the	inventory	and	sale	of	
furniture,	antiques,	and	materials.	These	should	be	emphasized	more	on	the	home	page	with	a	call-
to-action	for	browsing	the	current	inventory.	 
 
Implementation	Plan	
 
The	one	marketing	manager	at	Second	Chance	will	do	this	with	guidance	from	Simon	Lentz. 
 

Item	To-Do Budget Timeline 

Improve	SEO WordPress	has	a	few	apps	to	
improve	SEO	and	getting	a	self	
SSL	certificate=	a	few	hours	of	
someone’s	time	($20	x	5=$100) 

July	1-July	15	2016 

Improve	Website First	thing	to	be	done,	could	
upgrade	the	template	and	make	it	
more	visually	appealing	($100	for	
template	maximum	and	($20	x	
20=$400)	=$500) 

June	1-June	30	2016 

Make	mobile	app Not	necessary	right	now	when	the	
business	is	small.	Cost	is	probably	
around	$25,0006 

November	1	-December	31	
2017 

Ads-banner,	static,	Facebook This	site	gave	starting	social	
media	budgets.	We	counted	
Facebook	twice	at	$2,510	and	
twitter	at	$1,255.	We	also	want	to	
leave	a	little	room	for	Pinterest	
and	room	to	grow.	We	plan	on	
budgeting	$10,000	for	social	
media	advertisements	this	year.7		 

Starting	July	15	2016 

Social	Media A	full	time	person	is	added	to	the	
marketing	team.	The	average	
social	media	manager	makes	
$65,000	in	Baltimore,	Maryland.	
Since	we	are	a	smaller	and	newer	
company,	we	will	not	expect	the	
person	to	have	a	lot	of	experience	
so	we	will	have	a	starting	salary	
of	$50,0008.	 

Starting	June	2018 

                                                
6 http://savvyapps.com/blog/how-much-does-app-cost-massive-review-pricing-budget-considerations 
7 http://www.branddrivendigital.com/how-to-plan-your-2015-paid-social-media-advertising-budget/ 
8 http://www.indeed.com/salary/q-Social-Media-Manager-l-Baltimore,-MD.html 
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Conclusion 
Currently,	Second	Chance	is	a	growing	business	located	in	Baltimore,	Maryland.	They	have	a	lot	of	
potential	on	the	internet,	but	they	need	help	with	a	few	things.	This	would	include:	content	on	
social	media,	improved	website	and	increased	advertising	on	social	media.	This	will	help	us	bring	
new	customers	to	our	website,	social	media	and	then	eventually	in	the	store	to	buy	our	products.	
This	will	increase	revenue	by	20%	within	the	next	two	years.	We	will	also	increase	the	number	of	
likes	on	the	Facebook	up	to	20,000	from	15,000	within	the	next	year.	Normally,	they	have	about	50	
new	likes	each	week.	 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


