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Equipped with a unique fusion of talents and backgrounds, we strive to create 

innovative solutions to market challenges. Our focus is on building solid foundations 

which allow our clients to communicate effectively with their desired markets. We 

ground our approach in tradition and dedication. As an agency, we emphasize 

collaboration to produce the most innovative and effective campaigns possible. 

Twenty-six students. Sixteen majors. Twelve weeks. Five groups. One strategy.

We are Colonnade, Inc.

COLONNADE
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JCPenney is playing catch up. For most women in the target market, JCP is outdated. It 

is a store for older generations to buy “affordable, traditional, not very fashionable” staples 

(Bethany, 30). While JCP has a band of loyal shoppers, they are disparate. JCP needs 

to attract a larger proportion of the target market, capturing the attention of women who 

currently associate the brand with lower quality, less trendy merchandise.

 

To be able to compete for the attention of women ages 25-34, JCP must position itself 

as a trustworthy purveyor of fairly priced, quality items. JCP already works tirelessly to 

gather the materials women need to accent their lifestyles, but it doesn’t receive appropriate 

recognition. Without this acknowledgment, JCP can’t escape its negative associations.  As the 

company augments its brand portfolio, it has the opportunity to establish a new dialogue with 

its target market.  

JCP is already beginning to see a positive response to its existing rebranding efforts: “I go to 

JCP for specific household items such as furniture, draperies, towels, etc. The exception is if I 

see something in an ad that comes in the mail or online featuring clothing or accessories that 

I would be interested in” (Sara, 33). By building on its foothold in the home goods market, 

JCP can reposition itself as a brand that provides a helpful and holistic shopping experience.

JCP’s Challenge



3

We began our research with a classic strategic 

planning approach: considering truths and 

experiences that are central to the target 

market and campaign strategy. We addressed 

our target market with an authentic tone, 

which allowed us to paint a complete portrait 

of their lifestyles. Our research spanned an 

array of disciplines: anthropology, psychology, 

sociology, and even religion. This comprehensive 

methodology provided us with a wide breadth 

of sources and information that we utilized to 

develop an effective campaign.

We learned about the optimal levels of crowding 

in a department store from The Society 

of Consumer Psychology. While women 

appreciate the presence of other shoppers in 

the store, they react negatively to clutter and 

disarray. An article in The Journal of Business 

and Psychology describes the various ways 

the target market uses the internet to seek 

advice from other shoppers and research 

products before making a purchase. A paper 

on “Ethnographic Praxis in Industry” provides 

invaluable insights into the way consumers have 

put more energy into making smart purchases 

since the recent economic downturn.

We then transitioned into the field and applied our academic findings in order to clarify the relationship 

between JCPenney and the target market. Building from this knowledge base, we knew it was essential 

to dynamically engage women ages 25-34. Given the statistics and conclusions already available, our 

primary research explored what the secondary research did not. We probed our target market with open-

ended questions regarding what women really think: what they think about shopping trips with their husband 

or with their kids, what they wish they knew about style five years ago and even what they would do if 

they were trapped in the mall for the night. Their answers were invaluable as we formulated our conception 

of the target market’s frustrations and personalities. 

The Foundation Secondary Research

Ethnographic Data
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MINIVANCOUPE

Eighty-one percent of non-parent shoppers are 

employed and some are in the process of continuing 

their education.  This shopper primarily focuses on 

herself. She relies on her income to pay personal 

bills, furnish her apartment, and plan for the future.

“I get up REALLY early, go to work, make some 

coffee, say hey to the whole town, go home at lunch 

time, go for a jog, maybe take a nap, drive around 

take some photos, have my friends over to drink 

wine and play cards, go to bed WAY too late, get 

up do it again.”

Kelly, 28

“Three days a week, I am at work and have to look 

and ‘act professional.’  The other four days a week, 

I am at home with my son trying to set a good 

example for him but still be ‘fun’ and engaging.”

Pamela, 33

Mothers represent almost two-thirds of women 

ages 25-34. These women are fusing the role of 

independence with being needed, and must shop for 

their own wardrobe as well as their children’s.

Women’s 
Lives

Regardless of marital or parental status, the members of our target market have 

lives that are packed with responsibilities and devoid of perfection. Separating our 

target market into two categories—mothers and women without children—

is a useful distinction to describe the varied lifestyles of women ages 25-34.  

Women who don’t need extra room in the back seat for children Women whose children’s lives are just as important as their own

WHO THEY ARE

A DAY IN 

THEIR LIVES
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Women without children have boyfriends to shop 

with and apartments to furnish. They need a store 

that allows them the flexibility to build their wardrobe 

around both professional daywear and flashy outfits 

for cocktails in the city. On top of all this, they need 

a place that provides the tools that a woman needs 

to feel at home in her first apartment.

With children to outfit, husbands to take care of, and 

a house to turn into a home, appearing composed 

means something different to mothers. They need 

outfits that are stain resistant for those accidental 

spills, clothes that let them remain in control but not 

make them look older than they are and furniture 

that is sturdy enough to withstand rambunctious 

children without sacrificing design.

“I want to be classic and timeless but young at 

the same time.  I like having fun with clothes 

and jewelry and never want to take myself too 

seriously.” 

Jenny, 25

“I don’t want to look as tired or as busy as I am. 

I meet with the parents of my students often, so 

I like to have a balance between professional but 

approachable look.” 

Erica, 28 

For women without children, shopping can be a 

leisurely Saturday activity. It’s a time when friends 

shop together and browse for bold, new outfits and 

flashy accent pieces.

Mothers often shop with their children, so trips to the 

mall aren’t always pleasurable. They need a store 

that remains enjoyable while facilitating the quick, 

day-to-day shopping that mothers need to do.

WHO THEY’RE 

SHOPPING FOR

HOW THEY 

WANT TO 

APPEAR

THEIR SHOPPING

EXPERIENCE

BOTTOM LINE
For single women, shopping is often leisurely and 

enjoyable.

For mothers, shopping isn’t something they want to 

do, it’s one of a million things they have to do.
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From High 
Fashion...

Messages in this category emphasize an idealized life. 

Though they are meant to be aspirational and inspiring, 

high-fashion ads have the opposite effect and seem 

disingenuous. The ads glorify unattainable lifestyles and 

may feel condescending to the everyday woman.
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On the other end of the spectrum, big box retailers 

attempt to entice consumers with low prices. Constant 

reiterations of “60% off!” and “One Day Only!” sales 

bombard shoppers. While women in our target market 

appreciate the thrill of finding a true ‘deal,’ messaging 

that focuses solely on discounts lowers their perception 

of the merchandises’ value. The appeal of “getting a 

deal” requires shoppers to believe that the quality of an 

item is greater than the price she is paying.

...to
Low Price



8 Defining the Problems

JCPenney tries so hard to be everything that it seldom comes to mind as anything significant. 

For too many women, JCPenney is a gateway to the mall instead of a destination. A 26-year-

old newlywed commented that she could not “remember the last time [she] purposely sought 

out a JCPenney,” though she does “walk through JCPenney from the parking lot” (Aliya 26).

In their research, psychologists Jennifer Argo and Kelly Main propose that “coupon 

redemption leads to the activation of cheap traits associated with the redeemer” which in 

turn “lead[s] to the inference that the normal non-redeeming shopper is also cheap.” Many 

members of our target market consistently reported feeling uncomfortable “cutting coupons” 

and that JCPenney’s constant sales make the entire store feel like a discount retailer.

“If you think your brand is perceived (or known) better than 

it is, this will have serious implications on every part of your 

marketing and brand strategy… And if we’re starting in the 

wrong place, the odds that we will end up in the right one are, 

quite frankly, not great.”
-- Curt Hanke

We need an honest look at 
how our target market feels 

about JCPenney.

Heather, 31

Meghan, 29
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A brand’s website is a direct reflection of its store. Marketing scholars T. Chordhury, S. 

Ratneshwar and P. Mohanty argue that a website must appeal to both “maximizers… those who 

always strive to make the best possible decision and satisfiers…those who are usually willing to 

settle for a ‘good enough’ option.” JCPenney’s website is too focused on direct sales and ignores 

the consumers that like to browse online or do preparatory research before a day of shopping.

JCPenney stores look cluttered, brimming with products around every bend. 

One member of the target market said she “would rearrange the departments so 

you didn’t have to wind through the maze of the fragrance counters to get from 

point A to point B” because it was “so annoying!” (Brooke, 27). Feeling calm and 

comfortable in a well-designed store is a priority for shoppers. Crowded with 

too many disorderly racks, JCPenney stores do not make customers feel welcome.Laura, 26

Melissa, 34

Erin, 32

While we recognize that JCPenney stores have a variety of departments that 

correspond to an array of daily activities, many consumers cannot see past JCPenney’s 

association with clothing. When surveying our target market to see where they go 

to purchase cookware, make-up and furniture, JCPenney was rarely the response.



10 Keys to the Campaign

Our target market has limited 
time and a limited budget. One 
woman reflected that she wished 
she were “more adventurous 
with what I wore, now I feel too 
old to wear a lot of the stuff I 
think is cute,” but fit and look are 
also important (Emily, 32). For 
our target market, shopping is 
a difficult balancing act between 
the desire to be trendy and the 
need to spend money wisely.

Katie, 33

Target Market Concerns

Maria, 27

The two things that unite women 
ages 25-34 are their hectic lives 
and their limited free time. Pulled in 
so many different directions, they 
still strive to appear composed. 
Women in our target market 
need a store that streamlines 
their in-store experience 
instead of complicating it with 
messy, unorganized displays.

JCP Identity Crisis

Renee, 30

When we talked with our target 
market about how often they 
shopped at JCPenney, most 
women struggled to remember 
the last time they had been there. 
JCPenney has become somewhat 
of a hidden brand for our target 
market. While JCPenney may 
not be an “every day” shopping 
location, it can become a destination 
to shop for the everyday. The 
goal of this campaign is to stop 
being just another shopping 
choice and rise to the forefront 
of our target market’s mind.

One woman surveyed commented 
that JCPenney “was one of the only 
options when [she] was growing up” 
and recalls “liking the choices less and 
less” as she grew up (Amy, 28). 
JCPenney elicits a visceral reaction 
from consumers who don’t go 
there. Asked how a person would 
react to being caught in an outfit 
from JCPenney, thunderstorms 
were a recurring motif. This is 
not an insurmountable problem: 
JCPenney is in a position to fight 
for the attention of the target market 
and shed its negative associations.

Mia, 25
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Communication Breakdown

Many department stores fail 
to effectively communicate with 
women in our target market. 
They narrate an inauthentic story 
about perfectly clad women 
who pivot and twirl down 
inexplicably barren New York 
City sidewalks. Members of our 
target market spend too much 
time trying to reset the clock on 
their microwaves and worrying 
about what to get their boyfriends 
for their anniversaries. Therefore, 
they regard the aspirational 
tone that most department 
stores embrace as disingenuous.

Through their determination to 
speak to every demographic at 
once, department stores ultimately 
dilute their brand message. Their 
advertisements often play as an 
incoherent slideshow of different 
ages, genders, and ethnicities, 
which prevent the consumer 
from identifying with any relatable 
meaning. JCPenney needs to 
transcend this culture of “white 
noise” advertising to show real and 
identifiable people and situations.

These are the central 
problems that JCPenney 
has to overcome. These 
are also the problems that 
our campaign addresses.
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You’re taking little steps toward where you want to be in life. It’s tough, but 
you’re making things work.  And while we applaud your realistic outlook, we 
hope you can laugh at life’s little jokes, even when it feels like life’s laughing 
at you.  We’re on your side.  You can’t do everything, and we can’t fix 
everything, but we can make your life just a little bit easier.  We’ll help you 
find the silver lining, no matter the situation.  It’s the little wins in life that are 
worth celebrating, and we’re here to highlight them.  With us, you don’t have to 
pretend that life is perfect. You can embrace your everyday upsets, the ones 
so ordinary and frequent that no one else even bothers to talk about them.

Every Woman Encounters Them.

Unusually
Normal Problems



13

Let us share those moments with you, and in some small way we’ll help you 
maintain your sanity.  Like your lifelong girlfriends, we know you.  We understand 
that you fight a million little battles every day and it seems like no one cares. But 
we do.  When your dress gets stained, your daughter wants to watch “Phineas 
and Ferb” for the twentieth time this week, or the boss makes you work late, we’re 
here to listen.  If you don’t get that promotion, we’ll be waiting with a pint of ice 
cream and hours to spare.  We aren’t the center of your life, but that’s okay: 
you’re busy, and we get that.  We’re here to help you make the most of it.

With sympathy, sass and solutions,

JCPenney is 
there.
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15Every detail matters.

Sympathy: Ruined heels, a naughty dog and a million little pieces to clean up. 

Real women cannot avoid every little bump in the road. We understand the struggle, 

and these ads prove it.

Simplicity:  Black and red sans serif font, plenty of white space and an 

unobtrusive logo. Busy 25-34 year old women don’t have time to cut through the 

clutter, so we do it for them with memorable ads that get to the point and don’t 

distract.

Facilitation: New heels fix the immediate problem while a kennel prevents it from 

happening again. We won’t pretend to be able to solve every problem, but we can 

make life’s annoyances a little more manageable.

Companionship:  Engaging visuals, relatable problems and simple solutions. 

We talk like their friends. It’s not “we carry.” It’s “we’ve got.” That’s what a friend 

would say.

Realism:  25-34 year old women don’t respond to gimmicks. They want 

honesty and practical fixes for both the predictable problems and the freak accidents 

that can’t be avoided.

And kennels.

And kennels.

We’ve got your
new favorite
heels.



JCP in Print
Women have as many problems as JCPenney has products. 
Our executions showcase two products from different 
departments to stress JCPenney’s diverse offerings and 
encourage cross-shopping.

16



Our ads feature common, but routinely ignored issues. Unlike our 
competitors, we anticipate these problems and provide our target 
market with the tools they need to make a statement.

This interactive pop-out print 
execution features children’s 
clothing from JCPenney. It offers 
kids a playtime activity, while 
recognizing that JCPenney is a 
store for the entire family.

17



Video Spots: “Growth Spurt”

It’s 7:45am. Ashley’s running 
late. The coffee isn’t brewing 
fast enough, and her children are 
nowhere to be found.

When they finally barrel downstairs, 
she’s dismayed that their clothes 
are too small. “Mom, it doesn’t 
fit,” her daughter whines. Ashley 
sighs, “Did you even look?” She 
stomps off screen to look for 
clothes that actually fit her 

Magg
ie t

urns
 to 

her 
brot

her 
and 

dead
pans

, “M
ommy

 nee
ds h

er c
offee

.”

In a voiceover, Ashley yells, 
“C’mon let’s go!”

18



“Mother-in-Law”

Ashley drowns out the 
conversation with the sound of 
the food processor. 

Ashley is preparing dinner 
while her husband and mother-
in-law discuss the newly 
redecorated living room.

As the mother-in-law surveys 
the room, she points out a 
chair she likes, telling her 
son, “you must have picked that 
out.” The son tells her that it 
was all Ashley. 

They sit awkwardly, while 
Ashley celebrates her little 
win. 

19



Media Strategy

LittleWins.com invites visitors to blog, share and post pithy lines pointing out life’s little wins. Our 
campaign works to integrate the catchphrase ‘little wins’ into the vernacular of the target market. 
It’s both a twitter hashtag and a microsite that seeks to identify the JCPenney brand with triumphs 
over life’s everyday irritations.

Our media plan builds upon our strategic planning insights about 

the ‘Coupe’ and ‘Minivan’ segments of our target market. We 

incorporate what we’ve learned from both our secondary sources and 

our qualitative fieldwork in designing and placing our advertisements.

We don’t rely exclusively on traditional media, because these tactics often fail to 

connect with our busy target market. These women read magazines in waiting 

rooms and respond to mobile ads on their smart phones. They don’t have time to 

sit down in front of the televison during primetime, but they do watch shows online.

Colonnade Inc.’s goal is to cultivate a relationship between JCPenney and our 

target market and to foster an interactive community of loyal JCPenney costumers.

‘Little Wins’ captures the ‘unusually 
normal problems’ our target 
market experiences every day.

20



Campaign Budget
DigitAl MeDiA (incluDing online tv)

totAl DigitAl MeDiA

Facebook

Twitter

Crowdtap.com

Littlewins.com

Online Television

Pandora Online Music

Mobile Display Ads

Mobile

Desktop

$5,206,000.00
$253,000.00

$1,000,000.00
$500,000.00 

$35,000,000.00

$957,143.20
$957,143.20
$250,000.00

$44,123,286.40 

trADitionAl MeDiA PlAceMents

totAl trADitionAl MeDiA

Magazines

Traditional Television

Billboards

$7,479,000.00

$3,910,463.00
$3,000,000.00
$3,600,000.00
$5,100,000.00

$25,074,713.00 

PArtnershiPs

totAl PArtnershiPs

Dunkin’ Donuts

America’s Next Great Restaurant

CraftWorks Restaurants and Breweries

USA TV Product Placement 

Allrecipes.com

$6,500,000.00 
$4,500,000.00 

$672,000.00
$0

$130,000.00

$11,802,000.00

AMBient

totAl AMBient

Bags

Interactive Bus Shelters

Clothing Art

Mirror Stickers

$750,000.00 
$7,050,000.00 

$112,500.00 
$151,500.00

$8,064,000.00

ProDuction cost

totAl ProDuction cost

Magazine Production

Video Production

Mobile Production

Contingency Budget

$36,000.00  
$6,300,000.00 

$500,000.00
$4,100,000.60

$10,936,000.60

totAl MeDiA BuDget   $100,000,000.00

$1,985,250.00

Primetime

Superbowl

VMAs

Academy Awards

Research demonstrates that only one view out of 

10,000 yields a sale, which makes it an ineffective 

medium to spend money on.

Traditional TV vs. Cable Networks

Colonnade, Inc.

Choosing specific cable networks allows us to reach a 

more concentrated sample of our target market.  For 

example, they are 99% more likely to watch E! than 

the average person.

TV vs. Online
According to Nielsen, brand recall numbers are 55-

90% more effective on Hulu than traditional channels.

Banner Ads

Industry Norm

21



22 Ambient Media
The JCPenney shopping bag 

is reusable and ecofriendly. 

It stands out from ordinary 

shopping bags and the 

target market will want to 

show it off. The reversible 

bag highlights the fact that 

our target market seeks 

composure and attractiveness 

externally, even though they 

are frenzied internally. 

As part of our partnership 

with CraftWorks, these 

coasters will be placed 

in their bars, allowing 

JCPenney to engage 

with the members of the 

‘Coupe’ segment in a 

humorous and lighthearted 

manner.

To promote new fashion seasons, our campaign will place ambient displays of artfully crafted 

JCPenney clothes in shopping malls across the country. We want shoppers to ‘grow their wardrobes’ 

using JCPenney’s ‘fresh’ looks.
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It’s easy to see a cute skirt on a rack and not know how 

it would look on you. These mirror stickers help the target 

market try out new looks on any reflective surface.

For commuters in our target market, waiting for the bus is an awkward time of inactivity, but women 

ages 25-34 are 35.5% more likely than other demographics to pay attention to bus shelter ads. 

JCPenney’s interactive bus shelters feature a scrolling LED television monitor that shares information 

relevant to the target market. For example, it will display local coffee shops and the weather in the 

morning, and happy hour deals and late night eats after dark.



24 Reinforcing the
JCP  Experience

“Marketing is no longer a battle for eyeballs, it is 

about participation.”

--Brandon Evans, 

CEO and founder of Crowdtap

JCPenney is one of the most digitally engaged retailers among its peers, but the 

conversation between the client and consumer is still experiencing delays. It is difficult 

for our target market to communicate their preferences to the company, and even 

more difficult for JCPenney to quickly react to new trends and changing opinions.

JCP before Crowdtap

Our campaign will integrate the newly launched social media platform 

Crowdtap into our microsite, littlewins.com. This site will serve as a community 

where women connect by sharing problems, advice and stories. Crowdtap 

will ask members to respond to polls and surveys as well as distribute 

samples of products and promotions among their peers.



25

With Crowdtap, JCPenney can actively engage not only with our target 

market but also with a variety of consumer demographics. This dynamic online 

community discusses the latest products and styles as they become popular, 

allowing JCPenney to ride new waves of cool products. Crowdtap also helps 

JCPenney match its promotions and sales to customers’ likes and dislikes. This 

type of engagement also encourages customers to take control of the brand and 

hold grassroots events like community fashion shows.  This platform differentiates 

JCPenney from its peers and positions it as an approachable and connected brand.

Members of the online community can interact with 

JCPenney in two ways: they can (1) provide 

direct insights about the JCPenney brand and 

(2) participate in peer-to-peer, word-of-mouth 

marketing. Crowdtap can foster a group of 

loyal JCPenney customers, which creates brand 

loyalty and facilitates direct communication within 

a core segment of our target market.

JCP with Crowdtap



26 Mobile  Our “JCPersonalize” mobile application offers women the ability to put together outfits with the swipe of a 

finger. Consumer information gathered via this app will allow our campaign to retarget users based on the 

preferences they show in choosing outfits. The app will drive sales both on digital platforms (i.e. m-com-

merce and e-commerce) and in stores.

The welcome screen invites users to begin 

creating outfits based on either their personal 

style or the styles most frequently “liked” by 

their peers. It also offers an “outfit of the hour” 

feature that reflects pieces that JCPenney 

is currently promoting. This feature has the 

additional benefit of drawing users back to the 

app regularly.

This portion of the app allows users to 

replace each article of clothing with a 

different piece by swiping one of the three 

sections off of the screen. While browsing, 

users can ‘like’ or ‘dislke’ outfits and add 

items to their ‘wishlists’ or ‘shopping carts.’

This secondary screen appears as a push 

notification when a customer who has used 

the app enters any JCPenney location. The 

shopper is automatically directed to a piece of 

clothing that she previously ‘liked’ in the ap-

plication.The app offers directions to the item 

based on the shopper’s location in the store 

with a “getting warmer” bar and compass.
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Floorplan Reorganization

Integrating the content of the JCPersonalize mobile application with the X-Box Kinect 

platform brings the JCPenney dressing room to our target market’s living room. Tapping 

into this rapidly growing medium further enforces the interactivity of our campaign 

and connects JCPenney to the fun and affordability of in-home entertainment.

Every woman likes to feel like she’s won a little battle after purchasing something 

really cute on sale, but no one wants to be assaulted by a barrage of ‘clearance’  

messages. If everything in the store appears to be marked down, some women 

“feel like it devalues the rest of the merchandise,” (Beth 29).

We want to move the sale section to 

the back corner of the store and brand 

it 'The Closet.' With this reorganization 

JCPenney can capitalize on their 

already superior sale rack in a way 

that elevates the shopping experience 

and complements the brand image, 

increasing the perceived value of non-

sale merchandise.

The different shades of bule emphasize a shopper's circular progression through the store.  The design 
accentuates the logical flow from clothes through to accessories toand finally home goods.



28 Messaging Overview
COUPE MINIVAN

Video

Spilled Red Wine

Sea of Black Luggage

Up Late with Baby

Rush Hour Traffic

High School Reunion

Blind Date Night

Dirty Dishes

Dog Eats Shoe

Caught in the Rain

Kids Jumping on the Bed

Growth Spurts

Mother-in-Law

Seasonal Clothing

Defiant Children

Broken Fridge

Clothing Art

Interactive Bus Shelter

Mirror Stickers

Clothing Variety/Style

Paper Dolls

Message Coasters

Christmas Shopping Troubles

Digital AmbientPrint
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Media Schedule
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30 Partnerships

America’s Next Great Restaurant is a 

new NBC reality TV competition that pits 

enterprising restaurateurs against each other. 

As a primary sponsor, JCPenney will provide 

both prize money and products for the show’s 

contestants.

Pairing JCPenney with Dunkin’ Donuts marries 

our target market’s through-the-roof coffee 

consumption and on-the-go lifestyle. Their 

coffee cups will show user-generated ‘little wins’ 

drawn from a database on our microsite. The 

campaign is also interactive—our target market 

can access the microsite by simply snapping a 

picture of the cup’s QR code with their smart 

phones. 

CraftWorks’ emerging restaurants, including 

Rock Bottom and Old Chicago, have 

quickly become destinations for families and 

singles alike. JCPenney will advertise on 

drink coasters and stall posters with witty 

conversation starters (or enders).

Allrecipes.com is the nation’s largest online cooking community. 

This partnership promotes the littlewins.com microsite. Members of 

allrecipes.com can link their accounts with littlewins.com to catalogue 

and share their favorite recipes with other users in the ‘Little Wins’ 

community.

USA Network produces innovative and character-driven shows. 

JCPenney’s store and window displays will incorporate the network’s 

popular actors to hype the premiers of USA’s shows. We’ll place 

JCPenney products creatively into new episodes of hit television shows 

like Covert Affairs and Royal Pains.
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How did we do? We took our campaign out into the community to see how 
women in our target market would respond…

Women ages 25-34 were not only receptive to our 

advertisements, but genuinely connected with them. Our focus 

on real-life irritations prompted an emotional response from the 

women we spoke to in the field. When we talked to women from 

both our “Coupe” and “Minivan” segments, they were universally 

pleased to see advertisements that were directly applicable to their 

individual lifestyles. Based on this feedback, we are confident that this 

campaign successfully transmits our desired message: JCPenney 

provides sympathy and support as a retailer that truly understands 

the unique perspectives of the women in the target market.

Overall Campaign

“The dog one was my favorite.  I connected to it right away because 1) 

I have dogs 2) I love shoes and 3) well, I have had dogs eat my shoes!” 

– Jess, 28

“I didn’t know that JCP carried dog kennels--I’m intrigued! When I have 

more time, I’ll be on their website to see what other pet supplies they have.”

– Cathy, 34

“It’s super cute and reminds me of my dog Sassy (even though she 

doesn’t chew on shoes).  And I think it just looks great, cute dog, perfect 

expression, I like the way the shoes are placed, etc.”  

– Beth , 29

“I’d really never considered JCPenney to be a store I’d shop at, but the 

ads are actually really cute and funny and in sync with my life.” 

– Monica, 31 

“First of all, I find it humorous and warm…something I am not accustomed 

to seeing from JCP, and I do shop there frequently.”

– Johanna, 27

“I find it interesting to see such specific ads from this particular retailer…

definitely out of the norm in a good way.” 

– Tricia, 27

“Great because it is just like real life- and funny.” 

– Carmen, 32



32 Conclusions
Colonnade, Inc. approached this campaign with the goal of attracting female customers ages 25-34 by 

creating a community of loyal JCPenney shoppers. Through our research, we found that women would 

respond most positively to a campaign that understands the real problems they face every day. Our campaign 

enables JCPenney to connect with the target market through humorous and candid executions. This tone 

establishes JCPenney as a distinctive voice and leading competitor for the target market’s attention and wallet.

Feedback Mechanisms
Acquire and retain female customers

Monitor traffic on jcpenney.com

Monitor in-store sales

Track Facebook likes and twitter follows

Future industry reports

Increase shopping frequency Increase share of wallet

Track JCPersonalize data on likes and sales

Push notification hits on JCPersonalize

Monitor consumer involvement on Crowdtap

Monitor promotions and sales on Crowdtap

Track average sales

Incidence of cross shopping
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