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MEET THE COMPASS TEAM

GABRIELLA SALAZAR 
Gabby has always been passionate about writing and 
communicating. From her debate days to her communiction classes, 
she loves telling stories in an innovative way. In her spare time, 
Gabby enjoys going to movie screenings in cemeteries. 

JOEL ISCARO 
Joel is originally from Downingtown, Pennsylvania, a wonderful 
small town directly between Philadelphia and Amish Country. He is 
interested in politics, television, and performing arts. After graduation 
in May, Joel hopes to find a job in arts administration.

TAYLOR KENNEDY 
Taylor has extensive experience in social media strategy, fundraising 
and event planning as well as public relations and marketing best 
practices. In her free time she enjoys traveling, yoga and competitive 
figure skating. Taylor is driven, passionate and goal oriented.

ZOE STOENNER 
Zoe has always been dedicated to pursuing innovation, strategy and 
collaboration to generate memorable results. She enjoys the fashion, 
entertainment and lifestyle industries because of their never-ending 
energy and variety. 

BRYNNA CLELAND
Brynna is passionate about bridging the creative and strategic 
worlds through PR and Graphic Design. She loves bringing a new 
perspective into every collaborative situation. Brynna enjoys visiting 
new restaurants and traveling to new places in her free time.  

She studied abroad   
in Rome and 
Madrid is next.

She studied abroad 
in London and 
Buenos Aires is next.

He studied abroad 
in Brussels and 
Zagreb is next.

She studied abroad 
in Dublin and St. 
Petersburg is next.

She studied abroad 
in Copenhagen 
and Prague is next.



5

COMPASS WILL POINT YOU 
IN THE RIGHT DIRECTION

Compass Communications is committed to generating 
innovative strategies and high quality results. We redefine 
what communications is by pushing the boundaries of what 
PR can really do. We are strategic problem solvers and we 
will help guide and point clients, campaigns and brands in 
the right direction toward success. Rooted by our core values 
and mission, we partner with our clients to communicate, 
engage and build strong and lasting messages and stories.
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WHAT IS HAPPENING ONLINE

NUMBERS FREQUENCY ENGAGEMENT CONTENT

WEBSITE N/A
Low Frequency: 
Website content 

remains consistent

No Engagement: 
Website lacks 
engagement 
capabilities

+ Very visual landing page
+ Heavy focus on amenities and briefly 
highlights their Container Store partnership
+ Features welcome video at the bottom 
of the page 

FACEBOOK Likes: 21,560
Check-Ins: 150,331

Strong Frequency: 
Updates once per day

Sporadic Engagement:
Several posts have a 

strong interaction, but 
many have none

+ Aligns with posts on the TPS Twitter page
+ Low user-engagement and interaction 
on most posts, with occasional popularity
+ Content is visual, every post is supported 
by either photo, video, or links to articles
+ Often engaging content with questions 
for their audience
+ Use of #ExtendedFun through photo 
series directed at target audience

TWITTER Followers: 303
Tweets: 265

Strong Frequency: 
Updates once per day

Low Engagement:
Customers rarely 

engage with posts 

+ Aligns with posts on the TPS FB page
+ Very low user-engagement, under 10 
interactions per post
+ Some interactions with influencers and 
companies

YOUTUBE Subscribers: 129
Videos: 9

Views: 16-182

Sporadic Frequency: 
Uploads videos during 

certain times of the year
Last video: Dec, 2015

Low Engagement:
Customers rarely 

engage with videos

+ Introduction video received 18k views 
and is featured on YouTube landing page
+ Large focus on Container Store 
partnership and organization content
+ Very low user-engagement and 
interaction, few thumbs or comments
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INDIVIDUAL FACEBOOK PAGES
Facebook pages vary based on location. This could pose an issue if 
a crisis were to arise because of mixed messaging. Some pages use 
a mixture of TPS content and personal location-specific content, and 
some larger pages include more general information for their area. TPS 
should create social media guidelines for individual pages to follow. 

MISSED OPPORTUNITY? 
Instagram is one of the most visual social media platforms, and 
would be ideal for representing the quirky atmospheric nature of TPS. 
The addition of Instagram would be a nice addition to TPS’s social 
media presence. 
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WHAT MARRIOTT IS UP TO
“DO NOT DISTURB”

CAMPAIGN

To introduce Moxy Hotels to U.S. audiences, the brand partnered 
with YouTuber Taryn Southern for a slumber party-styled Q&A with 
other Web celebrities. The “Do Not Disturb” Campaign launched in 
September 2015 and ran through December 2015; the videos were 
set up in a mock-Moxy room and were meant to serve as a satirical 
gossip series. 

STRENGTHS

+ Averaged 5,000 views per video
+ Released additional footage on Instagram, driving more traffic 
to other Moxy pages
+ Guests featured were also popular YouTubers, which drew traffic 
from their fanbase 

WEAKNESSES

+ Other than a mock-Moxy room and branded pillows, the videos 
don’t seem to connect back to Moxy, the point of it was lost 
+ Hashtag (#AtTheMoxy) wasn’t incorporated and was too 
disconnected from the tactic
+ Moxy target audience is Millennials/young adults, YouTube 
audience is primarily teenagers, didn’t match

INSIGHTS
+ Create a hashtag that can be applied towards different tactics
+ Research target audience thoroughly
+ Incorporate social media platforms into campaign 
+ Tie all tactics back to the brand 2/5
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“TRAVEL BRILLIANTLY”

CAMPAIGN

“Travel Brilliantly” Campaign was a joint effort between Marriott 
Hotels and GoPro in order to blend work and play in a mobile 
global world. Targeted toward Generations X & Y business 
travelers, the campaign offered complimentary GoPro cameras 
at participating hotels to create user-based content and show 
the Marriott experience. The campaign also launched a separate 
mobile app that became a one-stop shop for all guest needs.

STRENGTHS

+ Commercial released on Hulu, Mashable, Comedy Central, 
Travel Channel and “Jimmy Kimmel Live” to reach target 
audience of tech-savvy Millennials
+ Encouraged user engagement with GoPros and idea 
suggestions; Marriott implemented some of the ideas
+ Strong digital presence on Facebook, Instagram, Twitter and 
Pinterest using videos and hashtags
+ Partnership with young company GoPro, makes campaign 
modern to appeal to target audience
+ Focus on international locations and destinations

WEAKNESSES

+ Not as much focus on business travelers because GoPro aspect 
of campaign is mostly geared towards vacationers
+ Features and innovations not available in every hotel location
+ Online suggestions opens up room for customer complaints
+ Customers loyal to Marriott may not be accepting of change
+ Generic target audience of young business travelers
+ Parts of campaign could be applied to any hotel chain

INSIGHTS

+ Marriott’s reputation as a traditional hotel that isn’t modern
+ The campaign allowed Marriott to rebrand as a modern chain 
that can appeal to modern travelers
+ The campaign allowed them to update their bars, upgrade 
technology and create strong partnerships with well-liked 
brands such as GoPro

4/5
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WHAT YOUR COMPETITORS ARE UP TO
BASICS TARGET 

AUDIENCE GEOGRAPHY EXPANSION PRICE 
RANGE

REWARD 
PROGRAM

HAMPTON 
INN & SUITES

Founded: 1984
HQ: McLean, VA

Parent: Hilton Worldwide
“We Go Together”

Families
Business Travelers
Vacation Visitors

Seniors
Military

2,000+ Locations 
Internationally

35 in the 
pipeline

Mid-price Hilton Honors

STAYBRIDGE 
SUITES

Founded: 1997
HQ: Atlanta, GA

Parent: Intercontinental 
Hotel Group

“Get Comfortable”

Families
Business Travelers

Seniors
Military

200+ Locations
Internationally

106 in the 
pipeline

Low-mid 
price

IHG Rewards 
Club

TOWNEPLACE 
SUITES

Founded: 1997
HQ: Bethesda, MD

Parent: Marriott 
International

“Be Real, Be You”

Families
Business Travelers

Millennials 
Military

250+ Locations in 
the United States 

and Canada

179 in the 
pipeline

Mid-price Marriott Rewards
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PROMOTIONS GUEST AMENITIES FAMILY 
OFFERINGS SOCIAL MEDIA STRENGTHS WEAKNESSES

Advance booking
HHonors discounts

AAA members
AARP members
Military families

Seniors (65+) 
Family fun package
Weekend package
Romance package

Free Breakfast
24/7 Coffee and Tea

Free WiFi
24/7 Fax Service

Fitness Center/Pool
Business Center

Under-counter fridge
Microwave oven

N/A

Facebook: 350k likes
Strong frequency
Low engagement

Twitter: 48k followers
Strong frequency
Low engagement

YouTube: 1k subscribers
Sporadic frequency
Low engagement

Strong loyalty program
Many properties 

Wide range of options
Strong brand 

recognition Strong 
brand awareness

Low engagement
Lacks full 
amenities

Advance booking
AARP members

Seniors (65+)
Military families

Vacation package

Free Breakfast
Free WiFi

Convenience Store
Fitness Center

Laundry Facilities
Storage Facilities 

Pet Friendly
Fully equipped kitchen

Specific events 
vary by season 

and location but 
all Staybridge 
Suites host a 

“social” in the 
lobby with free 
food and drink

Facebook: 97k likes
Strong frequency

Strong engagement
Twitter: 22k followers

Strong frequency
Low engagement

Clear brand identity
Strong consumer focus

Consistent branding
Positive engagement
Strong brand loyalty

Low brand 
recognition 
Weak brand 

affiliation

AAA/CAA members 
Seniors (62+)

Military families
Vacation package

Free Breakfast
24/7 Coffee and Tea

Free WiFi 
Convenience Store
Fitness Center/Pool

Business Center
Pet Friendly

Fully equipped kitchen

Each hotel lobby 
has a map of the 

neighborhood 
refereed to as 

the “TowneMap” 
to connect 

guests with the 
community and 

the neighborhood

Facebook: 21k likes
Strong frequency
Low engagement

Twitter: 300 followers
Strong frequency
Low engagement

YouTube: 129 subscribers
Sporadic frequency
Low engagement

Offers full amenities
Unique atmosphere
Quirky brand identity 
Clear branding focus

Strong focus on comfort

Low engagement
Low digital 
following

Low brand 
recognition
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SWOT 

MARRIOTT INSIGHTS

+ Current #ExtendedFun campaign runs throughout 
social media accounts, geared towards families and 
Millennials traveling on business trips

+ Marriott Intl. merged with Starwood, and more hotel 
mergers are likely in the near future 

+ Large Residence Inn opened in Times Square, and in 
general more extended-stay locations are opening in 
larger urban areas

+ Marriott is known for customer satisfaction, and topped 
the ASCI in 2015 with a score of 80, higher than Starwood 
and equal to Hiltan and Hyatt

EXTENDED STAY INSIGHTS

+ The extend-stay market is fairly crowded, and their main 
competitiors are other established hotel company’s own 
extended-stay line of hotels

+ Extended-stay brands have proven to be successful 
over the last five years, and had an average occupancy 
rate of 72% last year

+ Extended-stay hotels appeal to business travelers, 
those who travel with families or pets, or those who are 
between homes, and stay longer than a couple of days

TOWNEPLACE OPPORTUNITIES

+ Missed social media opportunity on Instagram because 
of the visual nature of the travel industry

+ Needs a larger emphasis on hotel-like amenities not 
found on Airbnb, but also on apartment amenities to 
draw travelers away from traditional hotel options

+ Needs to focus on more unique experiences in order to 
attract a larger Millennial audience

+ Social media needs to remain consistent and in line 
with their offered amenities, which ultimately is what 
differentiates them from their competition

TOWNEPLACE THREATS

+ Not many people are staying extended-stay for leisure, 
however, their advertising would say otherwise, and 
should be more focused on their audience

+ Some franchises have issues following through with 
promises of amenities and lack customer service 

+ Competitiors in the boutique extended-stay market 
tailor their amenities to please Millennials, and TPS cannot 
rely on an expectation that they will grow out of this 
stage and turn to a more traditional outlet, such as TPS
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SO WHERE DOES 
THAT LEAVE US?

Marriott TownePlace Suites is an innovative and effective 
living option for the individual or group who wants a 
reliable extended stay hotel. It is committed to keeping 
guests productive, upbeat and comfortable during their 
travels. TPS utilizes the convenience and support of hotel 
services coupled with leisurely and productive room 
amenities. Due to these strengths, TownePlace Suites has 
a unique and exciting opportunity to be a leader in the 
extended stay market. 

Despite being a younger branch of Marriott, TownePlace 
Suites has a well-driven identity and strong goals. 
However, their digital presence is still in its beginning 
stages and the brand receives minimal brand awareness, 
media coverage, digital interaction and engagement 
on its social media platforms. Marriott has several well-
known brand extensions, which will work to TownePlace 
Suites’ advantage as they continue to build their brand 
awareness and recognition. 

Through extensive research and planning, TownePlace 
Suites must produce energizing, innovative and 
compelling communication campaigns in order to 
attract larger audiences and generate buzz. Based on 

research, Compass Communications recommends that 
TownePlace Suites produce stronger ways to reach and 
connect to its target audiences through consistent brand 
messaging and more emphasis on the TownePlace 
Suites’ guest benefits and overall experience. 
        
Potential challenges that could impact TownePlace 
Suites’ success is the lack of public knowledge and 
awareness of the brand and its offerings, which often 
hinders speed of communication, messaging and 
buzz. This is due to inconsistent branding. Competing 
hotel brands and their campaigns can also threaten 
TownePlace Suites because some of the  more 
established competition have a stronger following 
and public influence. Lastly, TownePlace Suites does 
not have a clear target segment in their branding and 
promotions. This creates an obstacle to accurately and 
effectively connect with potential guests. 

In order to effectively reach and connect with target 
audiences, TownePlace Suites needs appealing 
campaigns and consistent branding that links each 
TownePlace Suites location. This will attract larger 
audiences, thus strengthening the brand.  
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NEXT STOP:
BIG IDEAS.



15

WHAT’S OUR GOAL?
Position TownePlace Suites as the hotel that families can  turn to. 

HOW ABOUT OBJECTIVES?
+ Increase brand awareness among families by 5% within one year. 

+ Increase social media engagement by 10% within one year. 

+ Work with new and traditional press to double earned media. 

WHAT’S OUR ITINERARY?

WHAT’S ON DECK?
Traditional Families are trying to make 
memories on family vacations
+ Around the Towne

Blended Families are trying to make the 
relocating process simpler
+ Longest Haul

Only children are looking for ways to be 
entertained on family vacations
+ National Survey

Parents are trying to maintain a regular eating 
schedule with their children
+ Taste the Towne
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RECONNECTING ON VACATION

JEFF AND SARAH

Jeff (38) and Sarah (37) have been married for eight years. They both 
work full-time and have two children, Jack (8) and Ellie (10). Jeff works 
as a high school math teacher and Sarah works at an advertising firm 
in Baltimore. They live in suburban Frederick, Maryland. Sarah earns 
more money than Jeff; she has a master’s degree while Jeff has a 
bachelor’s degree. Their household income is more than $100,000 
annually. Jeff says that they divide the housework and childcare 
evenly, but Sarah says that she does more of the work than Jeff. They 
wish they had more time to spend with their kids, but they enjoy their 
jobs and do not want to cut back on working. Sarah is hoping for a 
promotion in the next few months. The family has one dog, a 4-year-
old rescue golden retriever named Dory.

Sarah was raised Jewish, but the family only attends religious services 
on important holidays. Sarah wakes up early every morning. While 
she gets ready, she visits several blogs, checks her social media and 
looks at her work email to see if she missed anything important. Her 
commute is about an hour to get to Baltimore. Jeff takes the kids 
to daycare since the school where he teaches is 15 minutes away. 
Sometimes Jeff stays late at school because he is the assistant coach 
of the baseball team, so Sarah usually cooks. Sarah wants her children 
to eat mostly nutritious food. When the kids go to bed at 8, they like to 
watch their favorite shows together, usually The Walking Dead, Game 
of Thrones and The Big Bang Theory.

Jeff and Sarah believe taking family trips and vacations fosters family 
unity and happiness. They plan to take a one week to two week 
vacation each year. They have disposable income and want to take 
their children on vacation. They have never tried an extended stay 
option before.

LIFESTYLE

+ Jeff and Sarah consume news through social 
media and television news
+ Sarah also uses Twitter to get news and 
to follow parenting blogs, entertainment 
personalities, and her friends
+ Jeff and Sarah shop at amazon.com and 
enjoy riding bikes on the weekend
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MIKE SPOHR, BUZZFEED’S PARENTS EDITOR

Mike Spohr is the editor of Buzzfeed’s Parents section. He has more 
than 800 posts on the website, most of which are humorous posts 
about the struggles and joys of being a parent. Recent articles 
include: “37 Next-Level April Fools’ Day Pranks Your Kids Will Never 
Forget” and “17 Pictures Parents Are Guaranteed To Laugh At.”

Mike also has three children of his own. He is an influencer because 
he is active on social media and has a parent’s perspective. His 
Facebook and Twitter each have about 6,000 followers.

JANESSA, THRIFTY NIFTY MOMMY 

Janessa runs the blog Thrifty Nifty Mommy. Her posts include easy 
recipes for dinners that children love, stories about being a working 
mom, tips for family vacations, reviews of childcare merchandise, 
as well as frequent giveaways. In addition to her website, she uses 
Facebook, Instagram, Twitter, Pinterest, and YouTube.

Janessa is a good influencer because her blog and social media 
presence have a wide reach among parents who are digitally savvy. 
She posts recommendations and tips for parents—particularly moms. 
Blogs are popular among mothers, so this influencer reaches the 
target audience.

DENISE KOCH, CBS NEWS ANCHOR

Denise Koch is an anchor on CBS nightly news programs in Baltimore. 
She is the longest-serving female anchor in Baltimore. She and her 
husband raised two twin daughters who are now in college. 

Denise Koch is an influencer because she is a prominent community 
member in the Baltimore area since the late 1980s. She also is a 
mother with two grown children that she took care of while working 
as a news anchor. She is a trusted member of the news media.

KEY MESSAGE
TownePlace Suites makes family travel 
easy because they can maintain their 
daily routine.  

Supporting Fact 1: Every TPS room 
comes with a stocked, private kitchen 
with appliances which allows guests to 
cook for themselves. 

Supporting Fact 2: Parent’s won’t have 
to worry about their children eating 
unhealthy food because they get to 
select what is stocked in their kitchen.

PAIN POINT
Vacations can be stressful for them 
because it disrupts their daily routines, 
affects their kids’ nutrition, and pulls 
them away from work. They have to 
budget for college for their two kids as 
well as pay off their mortgage, so they 
don’t seek cheaper vacation options. 
They budget about 16% of their income 
for personal expenses and leisure, 
and the rest goes to bills, savings, and 
necessities. Jeff and Sarah want a 
family vacation that is fun, affordable, 
and won’t change their lifestyle 
choices.
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AROUND THE TOWNE

WHATS THE BIG IDEA?

To appeal to families, TPS will launch the #AroundtheTowne campaign. 
This campaign will include a contest of awkward family photos, 
#AwkwardFamPics. The winning family will win a trip around the 
country to various TPS locations. 

Budget depending, these are the options for finding awkward photos:
Least costly option: Photos collected entirely through user generated 
social media campaign
Mid-priced option: Photos collected through social media as well as 
on-site photo booth locations where families can take photos (possible 
locations include: Anaheim, CA; San Diego, CA; Miami, FL; Atlanta, 
GA; Chicago, IL; Baltimore, MD; Boston, MA; Cincinnati, OH; Dallas, TX)
High-end option: Photos collected through social media, on-site 
photo booths, and partnerships with goofy celebrity families to drive 
engagement (Chris Pratt and Anna Faris, Dax Shepard and Kristen 
Bell). The celebrities can promote their own awkward photos and 
attend events to bring in their fans and create publicity.

The winning family will be chosen through social media voting as well 
as voting in person at TPS locations in the lobby. The winning family will 
win a two-week vacation road trip to various TPS locations.

This trip will be promoted through social media. The family can share 
photos and videos from their trip to social media so their networks can 
follow their journey. Additional contests could be created for social 
media users to guess where the family is based on clues and photos 
they post each time that they arrive at a new location.

Finally, the content from the vacation could be turned into a short 
video montage of their experience with TPS that could be shared 
online and on talk shows.

WHATS OUR RATIONALE?

According to research from Pew and Gallup, 
American families need vacations to decrease 
their stress and improve their happiness. Most 
mothers feel too busy to balance work, family 
and hobbies. TPS can position itself as a unique 
hotel brand that will make life easier for busy 
parents and create happy family memories 
and traditions.

WHATS THE POINT? 

This plan could generate significant social 
media content and word of mouth, especially 
if celebrities are involved. With enough content 
and involvement on a variety of platforms, the 
contest and vacation could be something that 
may be featured on morning shows and talk 
shows (Today, GMA, Ellen, The View, etc.). The 
family-oriented and goofy contest would be a 
perfect news story for talk shows with a large, 
national audience. 
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MIKE SPOHR
Buzzfeed
@newbornidentity

PERRI KLASS
New York Times
@PerriKlass

AMY JOYCE
Washington Post
@amyjoyce_berg

PEGGY DREXLER
Huffington Post
@DrPeggyDrexler

NAJA RAYNE
People
@najarayne
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TWITTER TAKEOVER
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VOTING DISPLAY



22

MAKING RELOCATION SIMPLER

SHANNON AND IGNACIO

Ignacio and Shannon Hernandez are an interracial couple living in 
Burbank, California and have been married for nine years, though 
they have been dating since college. Shannon (39) is an executive 
assistant at Warner Bros. Headquarters, and Ignacio (37) is a project 
manager at Raytheon. Their combined income is between $80,000 
and $100,000. Ignacio and Shannon have two children; daughter, 
Camilla (2), and son, Caleb (4). Both Shannon and Ignacio voted for 
Democratic candidates in every election since 2008. Shannon holds 
a degree in English from UCLA; Ignacio graduated with a degree in 
Business Administration from California State University, Los Angeles. 
Both children attend their local public elementary and middle school. 
The couple raises their children in a moderately Catholic setting by 
attending church once a month.

On her drive to work, Shannon enjoys listening to the KIIS-FM morning 
show. She enjoys hearing about important traffic updates and concerts 
in the Los Angeles area. Shannon watches E! Entertainment News in 
order to keep her colleagues informed about celebrity happenings. 
After dinner, the couple enjoys watching Telemundo News so Shannon 
can practice her Spanish and Ignacio can learn about the issues 
affecting the Latino community. They also have Twitter and Facebook 
accounts in order to stay up-to-date on current events and follow their 
favorite celebrities. 

Recently, Ignacio was promoted to a higher position within the 
company and will need to relocate within the next 6 months. The 
Hernandez family travels for house-hunting trips; Ignacio appreciates 
his wife’s input, and encourages his children to explore their new 
neighborhood. They are looking for an extended stay hotel so they 
are able to acclimate to their new neighborhood. 

LIFESTYLE

+ Shannon and Ignacio enjoy visiting the local 
Los Angeles Zoo and shop at The Gap
+ They watch Telemundo and E! Entertainment 
News and read GQ and Tribune
+ They listen to KROQ-FM, KIIS-FM, and KFI-AM 
on their daily commutes
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CHIP AND JOANNA GAINES, FIXER UPPER STARS

Chip and Joanna are the hosts of HGTV’s “Fixer Upper”, a show that 
follows home renovation projects in Waco, Texas. The couple has four 
children. The show has become increasingly popular on HGTV; the 
third season’s premiere episode had four million viewers, and it has 
attracted over 70-percent of viewers between the ages of 25 - 55. 

Shannon and Ignacio have started watching HGTV in preparation 
for their move; Chip and Joanna are excellent influencers because 
of their work in the home renovations field as well as their status as a 
fun-loving, interracial couple. 

ANTHONY ANDERSON, BLACKISH ACTOR

Anthony Anderson is an African-American actor, most notably known 
for his role in the ABC sitcom, “Blackish.” In 2015, “Blackish” was one 
of ABC highest-rated shows, earning 7.4 million views on their April 
Fools Day episode. The show features a diverse cast and highlights 
modern issues in a light-hearted fashion. Anderson hosts his own show 
on Food Network, “Carnival Cravings with Anthony Anderson”, where 
he travels with his family and tries unique food at U.S. carnivals. 

Anderson is an excellent influencer because of his work on “Blackish”, 
as well as his public image as a family-oriented man. 

JOSE DIAZ-BALART, NOTICIERO TELEMUNDO

Jose Diaz-Balart is a popular journalist for Noticiero Telemundo 
(Telemundo News), a daily evening broadcast for Latino Americans. 
Diaz-Balart began reporting on MSNBC in 2014 and currently is a host 
and guest speaker on several MSNBC and NBC news programs. 

Jose is an influencer of the Hernandez family because they watch 
his program every day after work. He is also fairly active on social 
media, posting breaking news stories as well as sharing personal 
updates about his family. 

KEY MESSAGE
TownePlace Suites offers housing to 
families looking to become part of the 
local community. 

Supporting Fact 1: Every TPS property 
offers a TowneMap where visitors can 
see the local attractions. 

Supporting Fact 2: Some TPS locations 
coordinate events with community 
members, so visitors can be introduced 
to the local community. 

PAIN POINT
Moving can be stressful on any 
family, especially with young children 
involved. Since the family is making 
frequent trips to their new home, they 
want to feel at ease with their new 
town once they become permanent 
residents. Shannon and Ignacio don’t 
want to spend too much money on 
travel and lodging due to the money 
going into a new mortgage and 
potential renovations. The couple also 
wants to ensure that moving will not 
disrupt their daily routine, or create too 
much of a shock for their children. 
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LONGEST HAUL

WHATS THE BIG IDEA?

TPS will create a microsite accessed from their main menu on their 
site featuring information for relocating families. The site will showcase 
information for each major city in the U.S.: realtor information, school 
districts, city council members and stances, and will have the option 
for customers to plan housekeeping around their schedules, find day 
activities for their children, and request additional storage at TPS. 

This site will work to alleviate the stress of moving to a new town, 
especially for families. Along with other TPS happenings, the microsite 
will introduce families to their new neighborhood and help them 
acclimate to an unfamiliar town. Families will be encouraged to share 
their story using a uniting hashtag (#TheLongHaul). 

To promote the Longest Haul, TPS will be releasing an infographic on 
all social platforms that outlines the stresses of moving with a family 
and highlights the ways in which TPS can alleviate that stress. TPS will 
promote a tweet featuring the infographic to users who are married 
and possibly have children.
 
TPS will sponsor articles on parent blogs and other sites outlining family 
moving tips and the advantage and flexibility of extended-stay hotels. 
Depending on the budget, TPS has the opportunity to have HGTV stars 
Jonathan and Drew Scott, hosts on “The Property Brothers,” guest-blog 
on the microsite for one month to discuss the stress of family moving 
and give pointers to readers about home buying and renovations. TPS 
will also release video series on Facebook and YouTube advertisements 
that depict the struggles of family relocation and showcases the 
support TPS offers its customers. Also depending on budget, TPS has 
the opportunity to outsource to Buzzfeed Motion Pictures to create 
an additional family relocation video to be featured in articles and a 
weekly parents newsletter. 

WHATS OUR RATIONALE?

This microsite will benefit TPS customers 
because it will offer something that no hotel, 
especially extended-stay, has ever offered 
before. According to research done by 
Bloomberg, 12% of the U.S. population moved 
in 2015; Zillow concluded that many families 
moved due to job relocations. America is on 
the move, and TPS is going to catch up to 
relieve the stress of family relocation. 

WHATS THE POINT? 

TPS will be tapping into huge market that’s 
otherwise been untapped. Everyone 
understands the struggle of a relocating family 
but there are very few ways to combat the 
stress and upset of uprooting lives. TPS will 
become the home away from home while a 
family is going through a hard transition; by not 
living out of a suitcase and feeling supported, 
families will feel compelled to tell their uplifting 
stories. TPS will be creating content in a 
space where people are desperately seeking 
information, and will be a leading voice in a 
new conversation. 
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HODA KOTB
The Today Show
@hodakotb

AMY SUARDI
“Frugal Mama” Blogger
@frugal_mama

LAURA WITTMAN
“Organization Junkie”
@orgjunkie

MEGHAN LEAHY
Washington Post
@mlparentcoach

BETH STEBNER
New York Daily News
@bstebner
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MICROSITE
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BUZZFEED ARTICLE
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ENTERTAINING THE ONLY CHILD

KENDALL

Kendall is 12 years old and lives with her parents in a two-bedroom 
house in Farmington, MI; about an hour from both of their workplaces. 
Her parents’ combined annual income is $140,000. She is in 6th grade 
and enrolled at a co-ed private middle school. Kendall excels in 
school and her favorite subject is science. She takes ballet class or 
participates in after school activities each day. Even though both her 
parents work, they make sure one of them can pick her up, make 
dinner for her and help her with homework. 
 
As an only child, Kendall’s parents have noticed that she is a bit 
more mature than her peers with siblings; this comes from often being 
the only kid in very grown up settings. She is independent and can 
entertain herself most of the time. She loves to read and spends a lot 
of time texting her friends. Kendall has a core group of close friends 
who she views as sisters—several of her friends are also only children! 
She is close with both of her parents, but prefers one parent over the 
other for specific activities. 
 
Her parents love to travel and the family often takes trips during the 
summer and school breaks. While she enjoys these trips because 
they can provide opportunities for her to spend time with her parents 
one-on-one, Kendall still finds herself at a lot of adult-centric events. 
Sometimes her parents let her bring a friend with them, but if they’re 
both busy on a business trip they just travel as a family. When Kendall 
does travel alone, she wishes hotels had more engaging, kid-friendly 
activities.

LIFESTYLE

+ Uses SnapChat and Instagram; thinks that 
Facebook is for “old people”
+ Listens to music through Spotify, loves 
watching YouTube videos
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BETHANY MOTA, BEAUTY YOUTUBER

Mota is a twenty-year-old YouTube sensation.  She began her 
YouTube channel in 2009 and has since expanded her content to 
include makeup and hair tutorials, recipes and DIY projects.  She has 
over 9.8 million subscribers to her YouTube channel. Bethany has a 
clothing line with Aeropostale. She also appeared on the 19th season 
of ABC’s Dancing with the Stars with partner Derek Hough.
 
Bethany is an influencer for Kendall because the diversity of her 
content appeals to a wide audience on YouTube.  She is very active 
on social media and serves as a role model to her because of the 
genuine connections Bethany is able to make with her audience.

ROWAN BLANCHARD, “GIRL MEETS WORLD” ACTRESS

Blanchard is a fourteen-year-old actress best known for her role as 
Riley on Disney Channel’s “Girl Meets World,” which just finished it’s 
second season. She currently has 3.6 million Instagram followers 
and 369,000 Twitter followers.  She is an feminist and human rights 
advocate and often uses Twitter and Tumblr to express these views. 
 
Rowan is an influencer for Kendall because of her outspoken views 
and her usage of social media to express them.  While Kendall enjoys 
her show, she loves the confidence Rowan has in herself and is 
inspired by her.

MADDIE ZEIGLER, DANCER AND REALTY TV STAR

Zeigler is a thirteen-year-old dancer best known for her role in 
Lifetime’s “Dance Moms” and her appearance in several of 
Sia’s music videos.  She is active on social media, with over 5 
million Instagram followers.  She recently partnered with Capezio 
dancewear to create a custom line.  
 
Maddie is an influencer for Kendall because she is active on all the 
social media platforms that Kendall utilizes.  They are both dancers 
and Kendall enjoys watching YouTube videos of Maddie dancing. 

KEY MESSAGE
TownePlace Suites is an ideal travel 
option that offers all the comforts of 
home while also offering amenities that 
both parents and children can enjoy.

Supporting Fact 1: All TPS locations are 
equipped with a swimming pool where 
kids can swim and meet others their 
own age while parents relax.

Supporting Fact 2: The lobby of each 
TPS has a “Towne Map” showing local 
attractions; perfect for finding unique 
activities the whole family can enjoy.

PAIN POINT
Only children enjoy traveling with their 
parents, but don’t like being the only 
kid in a lot of adult settings and are 
often left to entertain themselves in an 
unfamiliar place. 
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OPEN TO ONLYS

WHATS THE BIG IDEA?

Through the use of a national survey and a partnership with the Family 
Travel Association, we hope to start a national conversation about 
only children and vacation. We aim to undercover patterns and trends 
to better understand and cater to these attitudes and behaviors to 
best provide a memorable experience for single-child families. 

There is no current research or study solely about only children and their 
attitudes about vacation. There are several studies about living and 
raising only children and their personality characteristics, but nothing 
specifically focusing on travel and vacation. There are several blogs 
and discussions about traveling with only children, but no scientific and 
credible hard evidence. In 2014, 24% of US families had only one child.  
Compared to other families with more than one child, there is a clear 
lack of information and adequate research, making this a unique and 
important dialogue for TPS to explore. This is a great opportunity for the 
Marriott to claim this space, creating strong associations and trust and 
positioning itself as the clear choice for only child families. 

With the assistance of Peter Greenberg, leading travel writer, we will 
hold a roundtable discussion with other travel and parenting writers 
in an effort to further drive this conversation. Lastly, we will release a 
video on April 14, National Only Children Awareness Day, featuring 
only children speaking candidly about their vacation experiences.  This 
video will lead viewers to a microsite catered to single child families 
on the TPS website.  This site will feature results from the survey and 
illustrate why TPS is the obvious choice for only children. This site will 
be search engine optimized and easily accessible through a Google 
search; proving that TPS owns this conversation and is Open to Onlys.

WHATS OUR RATIONALE?

Only children often feel bored and lonely on 
family vacation because there aren’t other 
children to keep them company, making 
family vacations less enjoyable. By focusing 
on only children and understanding what 
they enjoy, their beliefs and attitudes about 
vacationing and travel will inform us with 
valuable insight on how to cater and provide 
for these guests to make their experience 
more enjoyable and memorable. This will also 
provide information on how to better fine-
tune and target this market. We want only 
children to feel that they are cared about 
and important. Through the research findings, 
we plan to design programs and events to 
best cater to them to create the best family 
vacation experience. 

WHATS THE POINT? 

By sparking awareness of travel trends and 
recognize the beliefs and attitudes children 
of one child families have about going on 
vacation, TPS will own this conversation.  We 
plan to do this through a national digital 
survey, created and monitored by Mandala 
Research, a research firm that has done 
work for the Marriott previously, that will be 
distributed through both traditional and new 
media.  Adult only children will be asked to 
participate and answer questions based on 
their attitudes towards vacation as a child.
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JAMES RILEY
USA Today
@_jamesriley_

GAIL O’CONNOR
Parents Magazine
@PerriKlass

ANDREA SACHS
Washington Post
@amyjoyce_berg

SCARLET PAOLICCHI
“Family Focus” Blogger
@DrPeggyDrexler

MONICA DRAKE
New York Times
@najarayne
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SAMPLE SURVEY

SURVEY QUESTIONS: 

As an only child, I like family vacations.
Always, Most of the time, About half the time, Sometimes, Never

I wish I could bring my friend(s) on family vacation for company.
Always, Most of the time, About half the time, Sometimes, Never

I wish I could bring my pet(s) on family vacation for company.
Always, Most of the time, About half the time, Sometimes, Never

I am often in adult settings when on vacation.
Always, Most of the time, About half the time, Sometimes, Never

I enjoy attending special programs and events to meet new people. 
Always, Most of the time, About half the time, Sometimes, Never

What is one thing that you enjoy about family vacations as an only child?

What do you want from family vacations?

FREE RESPONSES

What is one thing that you enjoy about family 
vacations as an only child?

“I like to be able to pick out activities without 
having to compromise for siblings”

“All the fun things my parents buy me”

“Spending time with my family without their 
distractions from work”

“Being spoiled!”

“Getting a say in what we do and the place 
that we go”

What do you want from family vacations?

“Good talks, good food, good wine”

“New experiences and lasting memories”

“To relax, have fun, and try new things I wouldn’t 
normally do at home”

“I want to ideally find friends my own age so I’ll 
be able to feel more comfortable”

“Less arguing”
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SURVEY RESULTS
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TASTE THE TOWNE

WHATS THE BIG IDEA?

TPS will create “how-to” cooking videos where everything is cooked 
in a TPS suite kitchen, in several chosen “foodie” locations, by a local 
chef. These videos would teach viewers how to make quick and easy 
recipes, featuring locally-sourced ingredients special to the specific 
TPS location. Videos will be released on a bi-monthly basis on TPS’ 
Facebook page and Marriott hotels’ Instagram—promoting the local 
cuisine and talent of that region and the cozy, community feeling that 
TPS represents. 

Over a twelve month period, Taste The Towne will feature six different 
TPS locations in “food-centric” cities. These posts will be accompanied 
with the hashtag #TasteTheTowne and TPS will activate these cooking 
videos through paid promoted Facebook posts in order to boost social 
media interaction, since TPS doesn’t currently have a robust social 
media audience. Additionally, we hope TPS would be able to earn 
local media placements in the six chosen locations.

Guests will be encouraged to create their own versions of these recipes 
in TPS kitchens and share them through social media. Additionally, TPS 
could work with influencers in the “foodie” community to create their 
own videos in TPS kitchens and facilitate the connection between 
fully-stocked TPS kitchens and gourmet cooking. 

The first video in the Taste the Towne series, at our first TPS target, 
Los Angeles/Manhattan Beach, will feature chef David LeFevre, of 
Manhattan Beach Post. He will prepare his signature spaghetti with 
locally-sourced shrimp and homemade arrabbiata sauce. 

WHATS OUR RATIONALE?

These videos will benefit the individual 
locations by piquing interest in the area 
through the audience’s love of food. 
According to a survey conducted by Food 
Product Design, 53 percent of people consider 
themselves “foodies”. Additionally, these 
videos will show the family audience how to 
maintain a regular eating schedule within the 
confines of a “hotel”—a typical concern for 
parents traveling with children. Additionally 
40 percent of people are opting to prepare 
gourmet meals themselves rather than dine 
out when they have the option. The existing 
Facebook video channels that these TPS 
videos are patterned after are currently some 
of the leading content creators on Facebook. 
Buzzfeed’s Facebook cooking channel Tasty 
was the top video creator on Facebook in 
December; Tastemade and Buzzfeed Food 
were also in the top 10. 

WHATS THE POINT? 

Our goal is to increase TPS’ social media 
presence, through location-specific cooking 
videos. We would increase TPS’ awareness 
amongst other Marriott brands by posting on 
Marriott’s Instagram—tagging specific TPS 
locations when doing so. These easy recipes 
make spending quality, family time more 
convenient, by preparing meals in the fully-
stocked TPS kitchens.  
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@AmyScattergood
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Bon Appetit
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STORYBOARD
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CITY PROFILES
LOS ANGELES 

TPS: Los Angeles/Manhattan Beach
Restaurant: Manhattan Beach Post
Chef: David LeFevre

Recipe: Signature spaghetti 
with locally-sourced shrimp and 
homemade arrabbiata sauce

MINNEAPOLIS 

TPS: Downtown/North Loop
Restaurant: Spoon and Stable
Chef: Gavin Kaysen

Recipe: Tamarind glazed and 
roasted pork chop with squash and 
toasted basmati rice

PITTSBURGH

TPS: Pittsburgh Harmarville
Restaurant: Vandal
Chef: Csilla Thackray

Recipe: Signature burger with 
locally-sourced cheese, tomato 
mayo and marrow butter

DALLAS 

TPS: Dallas Las Colinas
Restaurant: Tacodeli
Chef: Joel Fried

Recipe: Mojo fish tacos with line-
caught Texas Gulf Drum, mojo garlic 
sauce and guacamole

MIAMI 

TPS: Miami Airport West/Doral Area
Restaurant: La Carreta
Chef: Eric Rupert

Recipe: Classic Cuban grilled thin 
flat steak with seasoned white rice 
and fried plantains 

PORTLAND 

TPS: Portland Hillsboro
Restaurant: Beast
Chef: Naomi Pomeroy

Recipe: Fresh arugula salad with 
roasted Maitake mushrooms and 
local bee pollen 
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TEAM HOURS EXPENSES VENDOR FEES TOTAL

AROUND THE TOWNE 206 $16300 $18000 $34300

SOCIAL MEDIA 2
Promoted Twitter $100

Promoted Facebook $500
N/A $1000

VACATION 40
Two Week Vacation $10000

Winners Gift Bags $300
N/A $10300

VIDEO PRODUCTION 80 Video Equipment $2000 Video Editing $3000 $5000

CELEBRITY ENDORSEMENT* 4 N/A Guest Social Media $15000 $15000

POP UP STANDS* 80 Stand Equipment $3000 N/A $3000

LONGEST HAUL 128 $9100 $5850 $14950

MICROSITE 40 N/A Wesbite Developer $1500 $1500

INFOGRAPHIC 6 N/A Graphic Designer $350 $350

TWITTER POSTS 2 Promoted Tweet $100 N/A $100

ADVERTISEMENT 60
YouTube Spot $0.10/view

Facebook Spot $500
N/A $1000

CELEBRITY ENDORSEMENT* 4 N/A Guest Blog Posts $1000 $4000

BUZZFEED PARTNERSHIP* 16 Sponsored Articles $4000 N/A $8000

LET’S TALK FINANCIALS
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TEAM HOURS EXPENSES VENDOR FEES TOTAL

OPEN TO ONLYS 112 $6700 $4000 $10700

VIDEO PRODUCTION 80
Video Equipment $2000

Promoted Facebook $500

Venue Space $200
Video Editing $3000

Candidate Booking $800
$7000

SURVEY 32
Pretesting $2000

Survey Designing $200
Email Lists $1500

N/A $3700

TASTE THE TOWNE 82 $5000 $6000 $11000

VIDEO PRODUCTION 80 Video Equipment $2000
Chef Appearances $500

Video Editing $3000
$8000

FACEBOOK POSTS 2 Promoted Facebook $500 N/A $3000
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Taste the Towne: Los Angeles 
video released on Facebook 

JAN

Taste the Towne: Los Angeles 
video released on Instagram

Taste the Towne: Minneapolis 
video released on Facebook

Around the Towne: Digital 
#AwkFamPic contest begins

MAR

Taste the Towne: Minneapolis 
video released on Instagram

Around the Towne: Digital 
#AwkFamPic winner chosen

Open for Onlys: Completion of 
the survey (2018)

Taste the Towne: Pittsburg 
video released on Facebook

Open for Onlys: Report of 
survey results released (2018)

Longest Haul: Partnerships 
with Buzzfeed and Property 
Brothers, begin video and 
article production 

Taste the Towne: Pittsburg 
video released on Instagram

Around the Towne: Winners TPS 
road trip and Twitter takeover

Longest Haul: Sponsored posts 
from “Frugal Mama” and 
“Organization Junkie”

MAY

FEB

APR
JUN

HOW LONG WILL THIS TAKE?

2017 CALENDAR
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Taste the Towne: Dallas video 
released on Facebook

Around the Towne: Roadtrip 
compilation video #1 released

Open for Onlys: Video 
production begins and survey 
creation begins

Longest Haul: Launch microsite, 
unveil #TheLongHaul hashtag 
to promote site, begin pitching 
to media

JUL

Taste the Towne: Dallas video 
released on Facebook

Around the Towne: Roadtrip 
compilation video #2 released

Longest Haul: Release Property 
Brothers guest blogs weekly, 
monitor success of microsite 
and guest blogs 

Taste the Towne: Miami video 
released on Facebook

Around the Towne: An ideal 
travel option that offers all the 
comforts.

Open for Onlys: Survey 
pretesting takes place

Longest Haul: Release 
Buzzfeed video and weekly 
articles, release targetted 
YouTube advertisement

SEP

Taste the Towne: Miami video 
released on Instagram

Around the Towne: An ideal 
travel option that offers all the 
comforts.

Open for Onlys: Video 
released and survey finalized

Longest Haul: Continue 
microsite monitoring

Taste the Towne: Portland 
video released on Facebook

Open for Onlys: Survey 
released and distributed

Taste the Towne: Portland 
video released on Instagram

Around the Towne: An ideal 
travel option that offers all the 
comforts.

Around the Towne: An ideal 
travel option that offers all the 
comforts.

NOV

AUG
OCT

DEC
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OBJECTIVES
Increase brand awareness among families by 5% within one year. 

+ Measure the number of website visits 
+ Measure the number of hotel reservations 
+ Measure the new views and visitors of hotels 
+ Measure media and social media impressions 
+ Measure social media impressions of influencer networks through 
keywords and geolocation tracking 
+ Distribute brand awareness survey before and after campaigns
+ Use social listening tools like Brandwatch to measure share of voice

Increase social media engagement by 10% within one year. 

+ Measure shares, tweets, views, favorites and likes 
+ Measure social media followers before and after campaigns
+ Measure average number of comments and interactions

Work with new and traditional press to double earned media. 

+ Measure number of earned media posts
+ Measure diversity of media outlets (new and traditional)

SO, DID IT WORK?

GOALS
Position TownePlace Suites as the hotel that 
families can turn to.

+ Distribute brand awareness survey before 
and after campaigns
+ Conduct focus groups with a variety of 
family dynamics (target audiences) 
+ Use social listening tools like Brandwatch to 
measure share of voice
+ Use website tracking tools to track website 
view demographics (percentage of families)
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THE RIGHT 
DIRECTION
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Past Campaigns:
http://news.marriott.com/2015/11/video-moxy-hotels-do-not-disturb-youtube-web-series-with-comedian-taryn-southern-premieres.
html http://news.marriott.com/2015/07/moxy-hotels-announces-do-not-disturb-youtube-series-with-comedian-taryn-southern.html
http://www.tubefilter.com/2015/07/27/marriott-moxy-hotels-taryn-southern-do-not-disturb/
http://www.aigo.it/moxy-hotels-presents-the-youtube-web-series-do-not-disturb-with-the-actress-taryn-southern

SWOT Analysis:
http://www.businessinsider.com/cool-new-extended-stay-hotels-2015-7
http://www.nytimes.com/2015/07/14/business/at-extended-stay-hotels-a-sense-of-home-or-a-party.html?_r=2
http://www.usatoday.com/story/travel/hotels/2015/08/28/extended-stay-hotels-business-travelers/71310868/
http://www.travelweekly.com/Travel-News/Hotel-News/Extended-stay-niche-grows-in-parallel-with-demand-in-cities/
http://skift.com/wp-content/uploads/2014/10/HomewoodSuites-Skift-Changing-Business-of-Extended-Stay-Hotels-4.pdf
http://nreionline.com/charts/hotel-buyers-have-no-reservations-about-extended-stay-segment
http://www.marriott.com/multimedia/pdf/hotel_development/towneplacefdd.pdf
http://www.travelmarketreport.com/articles/five-hotel-trends-for-2016
http://www.hospitalitynet.org/news/4073347.html
http://www.prnewswire.com/news-releases/marriott--pcma-take-meeting-trends-to-the-next-level-300202189.html
https://marketrealist.com/2016/01/marriott-international-eyes-customers-outside-looking/

Audiences:
http://www.pewresearch.org/fact-tank/2015/11/04/how-american-parents-balance-work-and-family-life-when-both-work/
http://www.pewsocialtrends.org/2015/12/17/1-the-american-family-today/
http://www.gallup.com/poll/172532/consumers-spending-not-things.aspx?g_source=family%20trip&g_medium=search&g_
campaign=tiles 
http://www.gallup.com/poll/180335/taking-regular-vacations-may-help-boost-americans.aspx?g_source=family%20trip&g_
medium=search&g_campaign=tiles
http://www.srds.com/frontMatter/ips/lifestyle/reports/prizm.html 
http://www.nielsen.com/content/dam/corporate/us/en/docs/solutions/segmentation/prizm-premier-segments-may-2015.pdf 

Traditional Family:
http://www.pewresearch.org/fact-tank/2014/12/22/less-than-half-of-u-s-kids-today-live-in-a-traditional-family/
http://www.themotherco.com/2014/11/what-is-the-traditional-family/
http://www.nytimes.com/2013/11/26/health/families.html?pagewanted=all&_r=0
http://www.whattoexpect.com/blogs/awaitingbabyandbeyond/my-working-mom-schedule
http://www.babycenter.com/0_secrets-of-successful-moms-working-full-time-with-a-serious_10347794.bc
http://thriftyniftymommy.com
http://www.topmommyblogs.com
http://baltimore.cbslocal.com/personality/denise-koch/
https://twitter.com/DeniseWJZ?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
http://www.baltimoresun.com/features/bs-lt-take-10-intro-denise-koch-20150604-story.html
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http://www.theguardian.com/media/greenslade/2015/jul/22/how-the-different-generations-consume-their-daily-news
http://www.gallup.com/poll/180335/taking-regular-vacations-may-help-boost-americans.aspx
https://segmentationsolutions.nielsen.com/mybestsegments/Default.jsp?ID=37&id1=CLA.PNE&id2=05
http://www.biz-stay.com/extended-stay-rates.cfm
https://www.washingtonpost.com/people/brian-fung
http://budgeting.thenest.com/typical-percentages-household-budgets-3299.html

Interracial Family:
http://www.sfrealtors.com/US/Neighborhood/CA/Los-Angeles-County/Burbank-Demographics.html
http://burbankca.areaconnect.com/statistics.htm
http://quickfacts.census.gov/qfd/states/06/0608954.html
http://www.city-data.com/housing/houses-Burbank-California.html
http://www.payscale.com/research/US/Job=Executive_Assistant/Salary
http://www.bestplaces.net/voting/city/california/burbank
https://segmentationsolutions.nielsen.com/mybestsegments/Default.jsp?ID=37&id1=CLA.PNE&id2=29
https://segmentationsolutions.nielsen.com/mybestsegments/Default.jsp?
http://www.thefutoncritic.com/ratings/2015/04/02/fixer-upper-a-bona-fide-ratings-powerhouse-on-hgtv-366513/20150402hgtv01/ 
http://variety.com/2015/tv/news/wednesday-ratings-black-ish-hits-2015-high-as-abc-wins-night-1201465227/

Only Child:
https://www.lonelyplanet.com/travel-tips-and-articles/only-planet-tips-for-travelling-with-your-solo-child
http://www.savingforsomeday.com/family-travel-only-child/
http://www.pewresearch.org/fact-tank/2015/12/17/key-takeaways-about-parenting/
http://www.pewsocialtrends.org/2015/11/04/raising-kids-and-running-a-household-how-working-parents-share-the-load/
https://instabrand.com/industry/teen-demographics-on-snapchat-and-top-influencers-they-follow
http://www.adweek.com/news/television/meet-12-biggest-kids-stars-youtube-156180?page
https://www.parentmap.com/article/parenting-an-only-child
http://www.buzzfeed.com/benrosen/how-to-snapchat-like-the-teens#.il32QM6eg
http://www.themotherco.com/2012/07/raising-an-only-child/
http://www.seventeen.com/life/news/a30236/15-struggles-just-only-children-understand/
http://www.huffingtonpost.com/alexandra-villarreal/why-maddie-ziegler-matter_b_6610384.html
https://www.thinkwithgoogle.com/case-studies/bethany-mota.html
http://www.eonline.com/news/731942/rowan-blanchard-opens-up-about-her-sexuality-i-don-t-wanna-label-myself-as-straight-gay-
or-whateva

Taste the Towne:
http://www.fooddrink-magazine.com/index.php/articles/blog/641-a-nation-of-foodies
https://www.zagat.com/b/the-top-17-food-cities-of-2015
http://digiday.com/publishers/food-porn-click-bait/


