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Executive Summary

Live it. Love it. Own it.
JCPenney has been a leading retailer in the United States since 1902. They currently provide goods such as 
apparel, shoes, and home (including bed and bath). The company is currently looking to rebrand to attract 

a new generation of customers into their stores and will begin marketing the “Live it. Love it. Own It.” 
campaign in February 2012 in various markets and metropolitan areas across the country.

In doing this, they hope is to reposition themselves as the go-to, major department store in competition
with Macy’s, Target, Kohl’s, and Walmart. To do this, JCPenney is looking to adopt new, fashionable

inventory, sponsors and partnerships, and a fresh image while maintaining the older demographic as
frequent and loyal customers.

New and cutting edge ideas would be put in place to help achieve this goal, while maintaining
traditional avenues. Media plays a big role in this re-vamp, but not as much as promotions. The majority

of the budget was put towards promotions to help get consumers involved.



Category and Brand History

Company Background
 JCPenney, originally known as Golden Rule, was founded in 
1902 by James Cash Penney in Kemmerer, Wyoming.  The Golden 
Rule name came to be because of Mr. Penney’s personal philosophy. 
The original company was a local destination for farmers to get 
their blue jeans, shoes, and fabrics. 

 In 1913, the name Golden Rule was dropped and the 
store became known as JCPenney as it is today following the 
incorporation of his stores in Utah.

 By 1914, JCPenney moved from Utah to their new offices in 
New York City. However, the company is currently structured and 
headquartered in Plano, Texas where it has been since 1992. 
 JCPenney introduced their famous catalog in 1963, and 
continued to find different ways to reach consumers when they 
debuted their online marketplace JCP.com in 1994. 

 In the late 1990’s, the JCPenney brand began to develop 
several issues. As more competitors began to enter the market, 
the market, and the company began to lose its identity when the 
company’s stock tumbled below $9 per share. By 2001, the company 
began to take steps to reposition itself and grow further when it 
placed its trust into the hands of new CEO Mike Ullman. Under the 
leadership of Ullman, JCPenney was quick in achieving its goals--
including reaching its five-year financial plan in just over two years. 
 

 Since early 2007, the company has been in the leadership 
stage of its  growth plan and has further developed a 
competitive advantage in not only the retail sector, but in the 
recruitment of talented associates and executives. The company 
now boasts several state-of-the-art distribution centers to support 
their constantly growing online presence in their marketplace at 
JCP.com. 
 
 Currently, JCPenney is in the beginning stages of a new 
long-term growth plan to become “America’s shopping destination” 
for both “compelling prices and great styles”.
  
JCPenney currently has exclusive deals with  brands including 
Bisou Bisou, Cindy Crawford Style, Liz & Co., nicole by Nicole 
Miller, and in 2010 launched MNG by Mango. MNG has been 
brought in as consumers continue to look for high fashion at 
affordable prices. 
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Situation Analysis: Overview



Market Share
 JCPenney is a national leader is retail sales with over 1,101 stores. 
However, sales declined by 6.8% in 2008, and another 5% in 2009 due 
to the poor economic climate. Due to the volatile environment, greater 
opportunities have arisen for lower-end retailers to increase their market 
share. Recent sales for competitors are as follows (in millions):
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2009 Revenue: $16,389
2008 Revenue: $16,473
2007 Revenue: $15,596

2009 Revenue: $24,892
2008 Revenue: $26,313
2007 Revenue: $26,970

2009 Revenue: $46,700
2008 Revenue: $50,703
2007 Revenue: $53,016

2009 Revenue: $404,374
2008 Revenue: $377,023
2007 Revenue: $348,368

  
   Year Operating

Revenue 
(Millions)

$17,556
$18,486
$19,860

2009
2008
2007

Operating 
Profit
(Millions)

Operating 
Margin

Net 
Income
(Millions)

Net 
Profit
Margin

$663
$1,135
$1,888

3.8%
6.1%
19.5%

$251
$572
$1,111

1.4%
3.1%
5.6%

Same 
Store Sales 
Change

6.3%
8.5%
0.0%

Recent Sales for JCPenney, Inc. 

2009 Revenue: $64,948
2008 Revenue: $63,367
2007 Revenue: $59,490 

Key Competitors: Recent Sales

 The current outlook for U.S. department stores is bleak because the 
economic conditions and high unemployment make it difficult for consumers 
to spend any extra money. When making purchase, the consumer has become 
even more cautious and is constantly seeking affordable prices and great value. 

Situation Analysis: Overview



Brand Positioning: Kohl’s acquired several new brands in 2009 
such as Dana Buchman in women’s apparel & accessories, Hang 
Ten for youths and LC Lauren Conrad for women. Vera Wang 
teamed up with Kohl’s to offer lower priced items with 100% of the 
proceeds going to fight breast cancer. This special event runs annually 
September-December. Kohl’s also runs massive direct mail and 
print ads in July and August to promote their Kohl’s Cares program. 
Annually, nearly $10 million is donated to 20 schools. 

Media Spending: In 2009, Kohl’s spent 4.9% less than in 2008 in 
advertising, spending $846 million on TV, radio, newspaper, and 
other media outlets. When new stores opened across the country, 
Kohl’s increases their advertising to introduce new customers to their 
concept of brands, values, and conveniences. 

Digital Strategy: Kohl’s comes in last place for its digital efforts, 
despite spending 68% of its digital strategy for driving sales. Kohl’s 
uses rich media, a trend among its competitors. Even though they 
spend more than Macy’s, the impression from its sales strategy only 
came to $1.5 billion. 

Strengths: Kohl’s is seen as a trendy retail store with popular brand 
name s with value pricing. 

Weaknesses: Kohl’s has become complacent and lost its competitive 
edge in women’s apparel and has become weak. Another issue is the 
cluttered atmosphere of the store. 

Brand Positioning: Macy’s is the first retailer to launch a pullover 
ad in Yahoo! Mail, taking over the entire page. It was found that 
women between the ages of 45-54 interacted most with the site and 
the majority of users spent about 14 seconds on the page. 

Previous Campaigns: One of Macy’s largest campaigns, 
BELIEVE, supports the Make-A-Wish foundation. In addition, 
Macy’s has created a National Believe Day which will take place on 
Friday, December 10, 2010. Its purpose is to recognize and reward 
acts of kindness and generosity from coast to coast. 

Media Spending: Since 2005, ad spending for newspapers has 
been cut in half. Macy’s is the second largest newspaper advertiser 
behind Verizon. In place, an increased presence on TV and magazine 
was developed.

Strengths: The Macy’s brand is one of the most recognizable names 
in the retail and department store industry. It’s presence is known 
from “Miracle on 34th Street” to the annual Macy’s Thanksgiving Day 
parade. The company has integrated itself into the cultural fabrics of 
America. 

Weaknesses: Macy’s has to overcome the perception that one size 
doesn’t fit all, and Macy’s must realize that Manhattan isn’t small 
town America. One of the benefits of the regional stores was the 
ability to serve different markets with regionally appropriate products 
and experience.
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Situation Analysis: Key Competitors



Brand Positioning: In September 2010, Sears launched “The Many Sides of Me,” which 
celebrates the multidimensional nature of women and re-launched the Sears brand as a 
fashion destination. “The Many Sides of Me” represents the next step  in the company’s 
strategic effort to transform its softlines business and emotionally re-engage women in the 
Sears brand. 
 As an extension of “The Many Sides of Me” ads were placed in the September 
issues of fashion magazines. The brand also collaborated with Vogue and Lucky to enable 
customers to shop and buy Sears Fall fashion merchandise on the Vogue Stylist and Lucky 
at Your Service apps for the Apple iPhone.
 The campaign features a new digital destination to engage women in a multi-
channel experience. At TheManySidesOfMe.com, customers can browse the collection, 
participate in a digital contest, and share their style. Three women will win the Ultimate 
“Many Sides of Me” Closet, including a personal shopping experience with a fashion stylist 
and a tailored wardrobe selected from the season’s best trends and most versatile pieces.
 Sears will be running weekly holiday-themed “Now” sale events every Friday and 
Saturday through Christmas, coupled with a layaway option.

Media Spending: Sears’ annual spending on digital media planning and buying is 
estimated at $30 million.

Digital Media Planning: Sears’ preferred technology is Flash, spending more than 
$15 million for sponsored search links, which also had neccessary substantial impressions. 
Sears spent the most money on driving traffic to their stores. 

Strengths:  One of advantages for Sears is their exclusive contract with Lands End. 
Consumers also look to Sears for full lines of tools, appliances, and automotive center.

Weaknesses: Not a key player in apparel because of poor selection; merchandise can be 
perceived as cheap and low quality.  6

Sears Brands: 

Apostrophe Canyon 
River Blue

Premium Land’s End

Derek Heart

Revolt

Dickies

Southpole

Lee

Engerie

Te Amo

Classic Elements
-Covington

Levi’s

Sag Harbor

Eyeshadow

Vintage 1955

US Polo

Levi’s

Ransom

Harve Benard

Wrangler BONGO

Rebecca Bonbon

Jordache

Byline
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Brand Position:  Target is seen as the cheap and chic retailer in the 
market.The brand desires to have customers get the full experience for 
the value of their money. 

Digital Strategy: Currently, Target holds the top spot for digital 
impressions, focusing on driving traffic to stores using Flash 
technology. With over 5 billion exposures and 61% of Target’s digital 
spending attributed to this strategy, target spent approximately $28 
million between Q1 2009 and Q2 2010.

Media Spending: Target boosted its total advertising spending 2.2 
percent to $760.1 million in 2008.

Strengths: Target has a strong online retail presence. A reputation 
for clean and well organized stores, with a low price point and high 
quality reputation. Target is the second largest retailer behind Wal-
Mart and provides a variety of products from groceries, clothing, and 
jewelry, to electronics, health and beauty, and kitchen supplies. 

Weaknesses: Target recieves customer complaints regarding the 
length of lines and lack of customer service. Target recently made 
negative headlines when the corportation donated to politians that 
had an anti-gay views. 

 Brand Positioning: Fighting Hunger Together is a part of the 
Walmart Foundation that donates more than 1.1 billion pounds of food 
from stores, nationwide distribution centers and Sam’s Club locations, 
valued at $1.75 billion. Grants totaling $250 million are also given out to 
support hunger relief organizations at the national, state and local levels 
Walmart also has long standing relationships with American Red Cross, 
Feeding America, among other charities.

Media Spending: Walmart increased its measured media spending in 
2008 by some $300 million, nearly a 56% increase from the year before. The 
world’s largest retailer spent $835 million and is set to become the second-
biggest spender in the category after Macy’s, according to TNS Media 
Intelligence data.

Digital Strategy: Walmart takes a similar approach to digital media, 
focusing on driving traffic to stores but using rich media in place of Flash. 
Wal*Mart also grossed over 5 billion impressions using this strategy, nearly 
missing Target’s place on top.

Strengths: Walmart is a powerful retail brand. It has a reputation of 
value for money, convenience and a wide range of products all in one store. 
Walmart has grown substantially over recent years, and has experienced 
global expansion. 

Weaknesses: Selling products across many sectors such as clothing, food, 
home décor, lawn and garden, and electronics, may not offer Walmart the 
flexibility of some of its more focused competitors. Walmart has a poor 
reputation because of allegations that employees are mistreated and not paid 
fairly for overtime hours. The company is global, but has little presence in 
relatively few countries worldwide.7

Situation Analysis: Overview
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Brand Awareness: 
Currently the company is learning to build upon brand awareness 
by creating the new “Live it. Love it. Wear it.” campaign. This 
campaign was designed to create a high level awareness for all JCP 
brands, including those brand new exclusive labels. 

Consumer Perceptions and Attitudes: JCPenney is 
currently perceived as outdated and a store that lacks cohesiveness 
among the advertising. Current and previous slogans are 
misunderstood by the target. However, JCPenney is seen as an 
affordable alternative to high-end retailers. 

Brand Importance and Uniqueness: JCPenney has begun to 
build itself as a retailer for unique and exclusive brands, including the 
high-end European retailer Mango. By bringing in brands like MNG 
and Liz & Co., JCPenney hopes to become and continue to be the num-
ber one destination for fast fashion at an affordable price. 

Distribution: Brands carried by JCPenney are available 
throughout their 1,100 stores nationwide and online at www.
JCP.com

Political and Legal Factors: 
It is the responsibility of JCPenney to remain neutral on 
political issues. Currently there is controversy surrounding 
Target in which the company made corporate campaign 
donations to conservative candidates with anti-gay views.

Situation Analysis: Overview

Past promotional themes: In 2009, JCPenney featured 
a variety of promotions that included a “Sweet Sale” with 
chocolate bars with coupons integrated into the sale, online 
coupons and marketing and even a meet-and-greet with 
Rascal Flatts.

Brand Awareness: JCPenney is currently experiencing 
low brand awareness. The “Live it. Love it. Own it.” campaign 
is designed to further develop a brand recognition for in-
house and exclusive brands and will also be designed to 
promote brand recall. 
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Trends: Consumer Behavior and 
Technology Consumption

Cell phone/smart phone usage: Over half of all internet 
usage will move towards access from a cell phone or smart 
phone. 90% of the target market owns a cell phone whereas 
39% of the market has access to internet on their cell phone. 

Fast Fashion: These establishments, also known as specialty 
dominate the target market with their quick turn-around 
inventory. These major stores include Express, Gap, Victoria’s 
Secret, New York and Co. and Banana Republic. 

Social Media: A recent survey has shown that women spend 
more time on social networking sites than men. Women aged 
25-34 spend approximately 25 hours on social networking 
sites monthly, making up to 16%of all time spent on the 
internet per month.

Casual gaming: 50% of women in the target demographic 
play online games. These games are generally online card 
games, board games, and other puzzle-like games. This surge 
in online gaming for women makes this medium a high 
priority target for advertisers.
Independence: In the past 10 years, the number of women 
who are single or living with a significant other (not married) 
has risen from 8% to 38%. This trend is an example of how 
women are rejecting traditional social norms and opting for a 
more self-oriented future. 

Online movement: Women dominate web usage in four 
categories: social media, instant messaging, e-mail and retail. 
Surveys have shown that 96% of women who shop online 
have purchased something in the past year. This fact is 
important in an economy where women make nearly 85% of 
the purchasing decisions. 

Situation Analysis: Overview
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Industry Trends

Exclusive Brands: Department stores lure shoppers by carrying 
exclusive brands. In the 1990s there were dozens of retail stores that 
stood as anchors in many malls across America. In the past 15 years 
many department stores have undergone huge consolidation. Currently 
the top department stores are Macy’s, J.C. Penney’s, Saks Fifth Avenue 
and Sears. Each of these stores carries several brands that can only be 
found at their locations. For example, Tommy Hilfiger and Ellen Tracy 
can only be purchased at a Macy’s. The exclusive brands at J.C. Penney’s
include Liz Claiborne, Mango and Sephora.

Celebrity Brands: Many department stores are enlisting the help of 
celebrities like Madonna, Lauren Conrad and Cindy Crawford. 
The idea is that these celebrities will bring in new product lines that 
will attract a younger market. The current threat with this trend is that 
discounters have also signed celebrities in order to compete.
Wal-Mart has signed Miley Cyrus and Target has signed with Giada De 
Laurentiis.

Recession Recovery: The recession has hit the department 
store market hard with wide-spread decreasing sales. The effect of 
the economic climate has moved many consumers towards major 
discounters, namely Wal-Mart and Target. Sales have dropped 5% in 
the department store market from 2002 to 2008.

Cotton Prices Rise: Cotton consumption is expected to grow 
beyond production thus increasing
the price of cotton by 35%. This raise in raw cotton will trickle down 
into the retail industry and
the cost will be passed on to the consumer.

Loss of Younger Market: The younger population is dismissing 
the department store industry as “old-fashioned”. Shoppers younger 
than 35 prefer to buy clothing at “fast fashion” locations because of 
their selection, quick turn around and prestige these establishments 
offer.

Situation Analysis: Overview



White

Black/African American

American Indian/Alaskan
Native

Asian

Native Hawaiian

Hispanic/Latino
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Demographics: There are over 19.7 million women aged 25-34 in 
the United States. This demographic comprises 12.9% of all women 
in the U.S. and 6.5% of all Americans. This group is broad and het-
erogeneous in its make-up. There are many ethnicities as well as dif-
ferent life stages. Below is a chart depicting the race/ethnicity make 
up of women aged 25-34. 

The target market is also in vastly different stages of their lives. Women in 
the target age group can be segmented into one or more of the following 
categories:

•	 Starting a new family
 -new baby
 -newly wed
•	 Career focused
 -recent graduate looking for her first job
 -advancing through current career
 -looking for new employment opportunities
•	 Advancing education
 - continuing education (bachelors or masters degree)

Psychographics
Attitudes: The JCP consumer has been described as optimistic, 
self-absorbed, savvy, indulgent, and an individual that has high 
self-esteem.

Macro Trends: A renewed sense of Family and 
Community, Health and Wellness, Younger Oldsters.

Situation Analysis: Overview
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Exclusives:
Created by fashion designer Michelle Bohbot, Bisou Bisou was launched in 2003 to 
provide women a complete wardrobe of the latest and most hip runway interpretations

Providing a clean, fresh approach to traditional style with beautiful designs and stylish 
accents, the collection features bedding, window coverings, bath, decorative accessories, 
table top, area rugs, lighting wall decor and furniture. 

Liz & Co. is a classic collection from Liz Claiborne featuring a range of casual, vertatile 
sportswear, along with handbags, fashion jewelry and accessories. 

nicole by Nicole Miller is a dressy casual collection designed for the modern women’s 
multifaceted lifestyles. The pieces- lightweight city coats, jackets, skirts, pants, crop pants, 
knit tops, sweaters and dresses. 
MNG by Mango is high-quality affordable European runway fashion brand that has 
partnered exclusively  with JCPenney. The lineup includes a full contemporary lifestyle 
offering of career and casual women’s sportswear and will cover both “better” and “best” 
price tiering. 

Other brands:
Ambrielle, a.n.a., cooks, Decree, Linden Street, Studio by the JCPenney Home Collection, St. John’s Bay, The 
Original Arizona Jean Company, Worthington
Concepts:
American Living, Sephora
Destination Brands:
Artesia, Cabin Creek, Chris Madden, City Streets, east 5th, Flirtitude, Liz Baker, Strictly Comfort, JCP Home Collection, 
Underscore, Xersion

Situation Analysis: Overview
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Problem: The target views the JCPenney brand is outdated and is not 
recognized with a positive attitude.
Opportunity: To reposition JCPenney as a positive retailer through the 
“Live it. Love it. Own it” campaign. The public needs to see that JCPenney 
can compete with other department store retailers. During this time, 
exclusive brands will be introduced and promoted. Problem: The JCPenney stores lack a rewards program that promotes 

continued businesses and motivates their current customer base and attracts 
new consumers. 
Opportunity: Reintroduce a rewards program with more benefits and 
points in order for consumers to earn greater discounts and to benefit certain 
charities at different times throughout the year. 

Problems and Opportunities

Problem: Continuity is missing between the advertising of
JCPenney, JCPenney Home, JCPenney Portrait
Studio, JCPenney Optical, and JCPenney Salon.
Opportunity: Make JCPenney advertising more cohesive with the
perception of a one stop shop. Refine the marketing
and messaging to improve JCPenney’s image positioning
in regard to competitors who offer similar shopping experiences.

Problem: JCPenney wants to develop new cliental while
maintaining old cliental.
Opportunity: Revamp the image to bring in new customers. Offer stylish, 
high-quality merchandise for new customers’ lifestyles and an exceptional and 
complete assortment of apparel, accessories and home merchandise to keep 
existing customers interested.

Problem: JCPenney would like, and needs to increase frequency of visits. 
Opportunity: Inspire our customers to shop more with us by bringing in 
new brands and promoting existing brands to appeal to
a new target market. Create a sense of discovery and excitement each 
shopping visit. Deliver an exciting and interactive shopping experience by 
improving customer service and offering mobile apps.



Media: Television, Internet and digital, social networking, 
mobile media will be used.

Target Audience: JCPenney’s is a store that serves a wide range 
of ages, ethnicities and incomes. The primary target market is 25-
34 year-old females. Secondary and Tertiary target markets have
been selected based off of their influence to the members of the 
primary target market. However, it is mandatory that our efforts 
do not create a message that excludes members in separate 
demographics and psychographics.
Secondary: Children of the above mentioned target audience. 
These children will primarily be elementary-middle school aged.
Rationale: The primary market makes the purchasing decisions 
for themselves and their
children. (50% of the primary market has children). Additionally, 
females with children are more likely to shop at JCPenney’s

Business Objective
Our business objective is to gain/retain female customers in the 
25-34 year old age group. Also, we need to increase shopping 
frequency and grow share of wallet among current female 
customers in the previously mentioned age category.

Advertising Objective
Cognitive: Increase awareness of JC Penney’s as a major 
competitor in the retail industry. Specifically, we want to create 
this awareness in females ages 25-34
Affective: Reposition JC Penney’s as a store that is in competition 
with “fast fashion”
merchandisers not just other department stores. “No longer your 
mother’s department store.”

Competitive Frame
Given the current economic health, major discounters such as 
Walmart and Target currently lead the industry in apparel and bed 
and bath. Other major department store competitors like Macy’s 
and Kohl’s have strengths such as brand awareness/promotion and 
competitive prices and national brands respectively. Both Kohl’s 
and Macy’s have spokespeople who are connected through
carried products. JCPenney’s also competes on a secondary level 
with “fast fashion” establishments such as Gap, Victoria’s Secret, 
Old Navy, etc. These stores offer apparel in quick rotation and for
limited times. The major strength of these competitors is their 
ability to sell clothing behind a single point of view. A narrower 
focus makes marketing more specific

Tone & Manner
The tonality of the message should connect with a self-absorbed 
and confident woman. The two main themes that should be 
communicated are encouragement and praise. Emphasis on 
benefits to the customer and how shopping at JC Penney’s will 
support the customer’s individual image should be one of the main 
points. The main theme will be focused on “you”. Your style, your 
look, your JCPenney.

14
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Creative Strategy
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Creative Strategy

Positioning
JCPenney’s falls behind its competitors because the customer does not 
believe that JCPenney’s is as established as Macy’s and does not offer the 
price competition like Kohl’s, Walmart, and Target. In the event a customer 
wants to shop at a department store for status, they will more than likely 
choose Macy’s. If price is an issue, the customer will shop at one of the ma-
jor discount stores as mentioned above. JCPenney’s also lags behind in the 
fast fashion market. Secondary research has shown that a growing number 
of shoppers in the target market choose to shop at specialty fast-fashion 
locations. Currently JCPenney is planning on changing its business model 
in order to compete with these fast-fashion businesses. 

Customer Promise (Benefit)
Shoppers can browse a selection of clothing that ranges in style from 
trendy, traditional, conservative, and modern. In addition to a wide style 
selection, JCPenney offers customers a “one-stop-shop” experience where 
clothing, hair care, portraits and eye check-ups can be done in a few hours.

Claim Support
What are the key points that must be demonstrated?
-Great online and mobile presence
-Individuality, style and youth
-Exclusivity
-Affordability

What information is available to support each point?
*Current use of hauls and iPhone applications
* Visuals and audio match in broadcast ads
* Direct Mail and promotions based on shopping history (online and physical location)Brands offered only at JC Penney’s
* Competitive Pricing
* 1,100 store locations nationwide

Creative Strategy:     
-“I would prefer to shop on-line”

     Desired: JC Penney’s has an online store with the same  great 
prices as in store sales”

-“JC Penney’s does not carry anything that I cannot get 
somewhere else”

Desired: JC Penney’s carries exclusive brands such as MNG 
Mango, Sephora and Liz Claiborne

-“They always have the same clothes”
Desired: The inventory at JCPenney’s is turning into a fast 

fashion and “store-within-a-store” atmosphere.

-”JCPenney is where my Mom shops!”
Desired: While JCPenney does carry classic brands and mature 

styles, you can find a wide variety of clothing that fits your 
budget and lifestyle.

What information is available to support each 
point?
-Current use of hauls and iPhone applications.
-Visuals and audio match in broadcast ads.
-Direct Mail and promotions based on shopping history
-Brands offered only at JC Penneys
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Creative Executions: Promotional 

.com/honeymoon for details!

Wanna get away?

Real Women.
Hot
Summer looks.

Live it. 
Love it.
Own it.

Liz Claiborne
 only at your local JCP
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Creative Executions: Non-traditional
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Live it. Love it. Own it.

Creative Executions

Print ads demonstrate the high level of 
quality and fashion and introduce the 
target market to various exclusive brands at 
JCPenney. 
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Creative Executions: Television

 

Advertiser: J456 Campaigns    

JC Penney Storyboard 

1 2 3 

4 5 6 

   

Page 1 of 1 

I was really nervous 
about my interview… 

I needed something to 
wear that I could feel 
confident in. 

I found exactly what I 
needed here at JC 
Penney. 

I landed the job with 
my new outfit and 
confidence. 

Everything I ever 
needed was in here, at 
JC Penney 

 
 
Live it. Love it. Own 
it. 
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Media Strategies and Objectives:

Target
Objective: Establish Awareness among females aged 25-34 of JC 
Penney’s exclusive bands as well as their shift to a quick rotation 
inventory. We will also maintain a focus on our secondary market
consisting of the primary market’s school-aged children.

Strategy: Exposure to JC Penney’s new inventory as well as exclusive 
brands through traditional and non-traditional media.

Schedule/Seasonality
Objective:  To use a blend of continuous, flighting, and pulsing 
schedules across multiple media vehicles.

Strategy: Heavy emphasis will be placed during high shopping 
periods of the year. The flighting and pulsing portions of the 
schedule will occur during these times of the year.

Reach and Frequency
Objective: Reach 80% of the target market with an effective 
frequency of  15. Reach 50% of the secondary market while 
focusing on the possibility that exposure to other media will affect 
the effective frequency.

Strategy: Use of non-traditional media will act in a supporting role 
to the traditional mediums in order to maximize the effectiveness 
of the ad campaign.

Creative
Objective: Provide media that promotes the creative strategy and 
the “Live it, Love it, Own it.” campaign. The creative should create a    

positioning distance from major competitors and bring JC Penney’s 
into the top position in the retail industry.

Strategy: Utilize a combination of traditional and non-traditional 
media to drive home the big idea of your story. 

Geographic
Objective: Buy media in target markets where the primary target is 
more likely to have a JC Penney’s as a retail option.

Strategy: Employ a media campaign that is based on a national 
schedule. Local Television spots will be decided by the top 23 
markets with the largest number of JC Penney’s locations. Niche 
magazine and non-traditional media will cover any remaining 
geographic locations in the United States.

Budget
Objective: Create the maximum ROI with a budget of $100 million 
through a 12-month advertising schedule beginning in February 
2012. 

Strategy: Utilize multiple forms of media in order to efficiently 
reach our target market. The media vehicles were selected following 
an analysis of the target market’s media usage.

Media Summary
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Media Budget

Budget Breakdown

Media
37%

Promotions
43%

Events/ 
Sponsorships

8%

Measurement
5%

Production
7%

Production $7,000,000
Media $37,000,000
Promotions $43,000,000
Events/Sponsorships $8,000,000
Measurement $5,000,000

Areas of Focus: 
•	 Texas: Austin, Dallas, Houston
•	 California: Los Angeles, San Diego, San 

Francisco
•	 Florida: Miami, Jacksonville
•	 Ohio: Columbus, Cincinatti, Cleveland
•	 Michigan: Detroit, Ann Arbor, Lansing
•	 New York: New York City, Manhattan
•	 Illinois: Chicago
•	 Pennsylvania: Philadelphia, Pittsburgh
•	 North Carolina: Raleigh/Durham
•	 Indiana: Indianpolis, South Bend
•	 Virginia: Richmond, Washington D.C. metro
•	 Minnesota: Minneapolis
•	 Washington: Seattle-Tacoma
•	 Additional metro areas: St. Louis, Memphis, 

Madison, Phoenix, Denver, Louisville, Mobile 
and Des Moines

Media Feb Mar Apr May June July Aug Sept Oct Nov Dec Jan
Print
Network 
TV
Cable TV
Digital
Radio
Outdoor

Media Schedule

Media Summary
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Publication

Feb March April May June July Aug Sept Oct Nov Dec Jan Feb
Allure full half third full half full full full half full full half third
American Baby half half full full full half half full
Brides third half full full full half half third third half third
Elle full half third full half full full full half full full half third
Fit Pregnancy half half half half half
Glamour full half third full half full full full half full full half third
InStyle full half third full half full
Latina Style half half half half half
Lucky full half third full half full full full half full full half third
Manhattan Bride
O, Oprah Magazine full half third full half third full full half full full half third
ParentLife full half third full half full full full half full full half third
Pregnancy third half full full full half third half full full half
Self full half third full half third full full half full full half third
Siempre Mujer half half half half half
The Knot Weddings 
Magazine

full full full full full full full full full full full

Proposed Schedule: Magazines

Full Spread Full Spread Full Spread Full Spread
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Media Summary

Publication Full 
Pages

Half 
Pages

Third 
Pages

Total Insertions Full Cost Half Cost Third 
Cost

Total Spent Total After Dis-
count

Allure 7 4 2 13 $125,125 $73, 445 $50,738 $1,271,131 $1,271,131

American Baby 4 4 0 8 $194,100 $117,500 $1,246,400 $1,246,400

Bridal Guide 0 5 0 5 $22,070 $110,350 $110,350

Brides 3 4 4 11 $82,204 $50,872 $36,984 $598,036 $598,036

Elle 7 4 2 13 $125,300 $89,570 $71,220 $1,377,820 $1,377,820

Fit Pregnancy 0 5 0 5 $33,025 $165,125 $165,125

Glamour 7 4 2 13 $200,491 $135,217 $90,252 $2,124,809 $2,124,809

InStyle 7 4 2 13 $144,100 $93,700 $69,000 $1,521,500 $1,376,986
Latina Style 0 5 0 5 $7,781 $38,905 $38,905

Lucky 7 4 2 13 $109,184 $72,441 $51,704 $1,157,460 $1,157,460

Manhattan Bride 2 0 0 2 $2,750 $5,500 $5,500

O Magazine 7 4 2 13 $126,613 $88,196 $75,375 $1,389,825 $1,389,825

Parent Life 7 4 2 13 $3,955 $3,120 $2,220 $44,605 $44,605

Pregnancy 5 4 2 11 $16,663 $10,133 $3,150 $129,997 $129,997

Self 7 4 2 13 $158,434 $109,186 $75,049 $1,695,880 $1,695,880

Siempre Mujer 0 5 0 5 $37,370 $186,650 $186,850
Southern Bride 2 0 0 2 $2,010 $4,020 $4,020
The Knot Weddings 
Magazine

3 0 0 3 $23,300 $69,900 $67,803
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Media Summary

Media Outline: Television

Cable Station Show Length Weeks Total Frequency Ratings GRPs CPP Cost/Episode Total Cost
Bravo The Real Housewives of… :30 8 16 0.83 13.28 $204.82 $170 $21,760
DIY Kitchen Impossible :30 8 16 1.4 22.4 $86.43 $121 $15,488
E! Keeping Up…Kardashians :30 8 16 1.5 24.26 $76.67 $115 $14,720
Food Network 30 Minute Meals :30 8 16 1.7 27.2 $55.88 $95 $12,160
HGTV Curb Appeal :30 8 16 1.1 17.6 $110 $121 $15,488
HSN Hot in Hollywood (9am slot) :30 8 16 0.9 14.4 $95.56 $86 $11,008
Lifetime Project Runway* :30 13 13 1.35 17.55 $100 $135 $22,815
Lifetime Movie (Early Fringe) :30 8 16 2.6 41.6 $51.92 $135 $17,280
Oxygen Bad Girls Club :30 8 16 0.43 6.88 $383.72 $165 $21,120
QVC (Early Fringe) :30 8 16 0.37 5.92 $297.30 $110 $14,080
Soap Network General Hospital :30 8 16 0.78 12.48 $160.26 $125 $16,000
TLC Say Yes to the Dress :30 8 12 1.6 19.2 $96.88 $155 $14,880
WETV My Fair Wedding :30 8 16 0.8 12.8 $143.75 $115 $14,720
TOTAL $211,519
Network TV
Network Show Length Weeks Frequency Rating GRPs CPP Cost/Episode Total Cost
ABC Desperate Houswives :30 4 6 2.3 12.5 $175 $80,200 $1,924,800

Grey's Anatomy :30 4 6 1.9 9.3 $213 $80,200 $1,924,800
NBC The Biggest Loser :30 4 6 1.7 19.2 $103.23 $80,200 $1,924,800
Fox Hell's Kitchen :30 4 6 1.4 17.4 $101.22 $80,200 $1,924,800

So You Think You Can Dance :30 6 8 1.7 22.7 $52.83 $80,200 $3,849,600
TOTAL $11,548,800
TOTAL TV $11,760,319
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Digital and Out-of-Home 
Buys
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Media Summary
Transit DMAs

GRPs Faces 4 wk circulation (000) Total 4 wk rate
CPM

CPP
Reach Frequency

Campaign Total 
(Six 4 week Cylces)

LA

50
268

137,034.0

                     

$174,200
$1.27 $128.62

87%
15.5

$1,045,200

Miami/ Ft. Lauderdale
50

29

17,068.8

                       

$17,400
$1.02 $12.05

88%
16.4

$104,400

New York

50
26

10,203.2

                       

$28,132
$2.76 $19.80

88%
16.2

$168,792

Philadelphia

50
119

49,848.4

                       

$92,820
$1.86 $60.25

89%
17.4

$556,920

Washington DC

50
124

50,215.2

                       

$167,400
$3.33 $117.00

88%
16.3

$1,004,400

Premiere Panel DMAs

Atlanta

50
150

43,008.0

                       

$44,100
$1.03 $31.83

78%
17.9

$264,600

Chicago

50
192

88,132.8

                       

$316,800
$3.59 $224.81

78%
18.1

$1,900,800

Cleveland

50
114

33,597.2

                       

$171,000
$5.09 $121.06

78%
18.1

$1,026,000

Dallas/ Ft. Worth

50
148

64,083.6

                       

$228,660
$3.57 $158.80

78%
18.4

$1,371,960

Indianapolis

50
38

17,164.0

                       

$30,400
$1.77 $21.29

78%
18.3

$182,400

Miami/ Ft/ Lauderdale
50

71

44,394.0

                       

$78,100
$1.76 $55.51

78%
18.1

$468,600

San Francisco

50
139

69,277.6

                       

$278,000
$4.01 $196.67

78%
18.1

$1,668,000

Seattle

50
56

31,063.2

                       

$196,000
$6.31 $133.22

79%
18.7

$1,176,000

Washington D.C.

50
207

81,905.6

                       

$248,400
$3.03 $176.16

78%
18.1

$1,490,400

Poster DMAsAtlanta

50
105

43,008.0

                       

$44,100
$1.03 $31.83

87%
15.9

$264,600

Chicago

50
192

88,132.8

                       

$139,200
$1.58 $98.78

88%
16.1

$835,200

Cleveland

50
114

33,597.2

                       

$84,360
$2.51 $59.72

88%
16.1

$506,160

Dallas/Ft. Worth

50
148

64,881.6

                       

$96,200
$1.48 $65.99

88%
16.6

$577,200

Miami/Ft. Lauderdale
50

71

44,394.0

                       

$60,350
$1.36 $42.89

88%
16.1

$362,100

Indianapolis

50
44

17,634.4

                       

$41,800
$2.37 $28.49

88%
16.7

$250,800

Minneapolis/St. Paul
50

75

33,040.0

                       

$63,000
$1.91 $44.03

88%
16.3

$378,000

New York

50
65

15,414.0

                       

$87,035
$5.65 $59.83

88%
16.5

$522,210

San Francisco

50
145

69,636.0

                       

$119,625
$1.72 $84.19

88%
16.2

$717,750

Seattle

50
56

31,063.0

                       

$64,400
$2.07 $43.77

88%
16.7

$386,400

AVG

$1.83 $59.31
59%

12.0

Total

1200 2696

1,177,796.6

                 

$17,228,892
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Media Summary

Locations Station Genre Length Daypart Reach Frequency GRP CPP Cost
Atlanta WVEE-FM Urban AC :30 6a-12a 8.2 20 164 $108 $1,345
Chicago WVAZ-FM Urban AC :30 6a-12a 5.2 20 104 $170 $541

WCGI-FM Urban :30 6a-12a 4.1 20 82 $215 $336
Cincinati WUBE-FM Country :30 6a-12a 7.3 20 146 $121 $1,066
Cleveland WDOK-FM Adult Contemporary :30 6a-12a 9.2 20 184 $96 $1,693
Dallas/Ft. Worth KLNO-FM Regional Mexican :30 6a-12a 5.7 20 114 $155 $650

KPLX-FM Country 30 6a-12a 4.8 20 96 $184 $461
Detroit WOMC-FM Classic Hits :30 6a-12a 5.6 20 112 $157 $627
Houston KTBZ-FM Alternative :30 6a-12a 7.6 20 152 $116 $1,155

KLTN-FM Regional Mexican :30 6a-12a 4.5 20 90 $196 $405
Los Angeles KLVE-FM Spanish CHR :30 6a-12a 3.6 20 72 $245 $259

KRTH-FM Classic Hits :30 6a-12a 4.7 20 94 $188 $442
Miami/ Ft. Lauderdale WHQT-FM Urban AC :30 6a-12a 7 20 140 $126 $980
Minneapolis/St. Paul KEEY-FM Country :30 6a-12a 9.4 20 188 $94 $1,767
New York WLTW-FM Adult Contemporary :30 6a-12a 6.5 20 130 $136 $845
Philadelphia WDAS-FM Urban AC :30 6a-12a 7.2 20 144 $122 $1,037
Phoenix KMXP-FM Hot AC :30 6a-12a 6.7 20 134 $132 $898
San Fransisco KOIT-FM Adult Contemporary :30 6a-12a 5.3 20 106 $166 $562
Seattle/Tacoma KPLZ-FM Hot AC :30 6a-12a 5 20 100 $176 $500
St. Louis WHHL-FM Urban :30 6a-12a 6.1 20 122 $145 $744
Washington D.C. WASH-FM Adult Contemporary :30 6a-12a 6.1 20 122 $145 $744

WHUR-FM Urban AAC :30 6a-12a 5.4 20 108 $163 $583
$17,640

Media Proposal: Radio



Integrated Marketing Communications (IMC) involves reaching the primary target market through mediums that are not considered 
traditional advertising. Instead, these mediums are designed to support the traditional channels by breaking through the clutter 
and noise. When a consumer experiences an ad through nontraditional mediums, recall of both the product and the traditional ads 
increases. IMC is important because it catches the target off-guard; therefore making sure the message is received. Experience through 
IMC channels is less likely to seem intrusive to the primary target market. By putting the JC Penney brand in unexpected mediums the 
brand will have a chance to grow beyond the current perceived image.

Integrated Marketing Communications
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 IMC Breakdown:
 
 Total Budget Promotions: $43 Million

 Total Budget Public Relations: $5 Million

 Total proposed: $42,897,000

 Under Budget/Contingency: $5,103,000

Promotions PR
Media Event Spend Event Spend

Medium Spend Kick off sale $50,000 Media Kit 9000
Outdoor $17,300,292 Gamer $1,000,000 Shipping 200000
Digital $384,000 Scratch off $1,000,000 Move across 1200000
Print $12,991,502 Baby bump $10,000 After School 100000
Network TV $11,760,319 Honeymoon $28,000 Point System 300000
Cable TV $211,519 Viral Video $14,000,000 Total 1809000
Radio $17,640 Academy $14,000,000 Under by: 3191000
Total $42,665,272 Cinema $1,000,000

Under by: $334,829 Runway $10,000,000
Total $41,088,000

Under by: $1,912,000



Integrated Marketing Communications

Promotions
Super Bowl and viral video ad 
Cost: $14 Million

Objective: The purpose of this initiative is to 
create a lasting buzz over what JCPenney has 
done for the consumer base over the course of 
the 1 year campaign.

Strategy: Compile clips from all of the promo-
tions and winners to place on no more than four 
:30 second Super Bowl ads.

Rationale:  Women viewership of the Super 
Bowl is at an all time high. The release of the 
year’s commercials has become a social phe-
nomenon where
watching the advertisements is just as important 
as watching the game itself.

Tactics: The most important factor of this pro-
motion is being able to have video recordings 
and/or photographs of the winners of the previ-
ous promotions. The overall tone of the final 
products should give the viewer the feeling that 
JCPenney’s is a community oriented department 
store. These emotion based :30 second spots 
will outlast the clutter of the humorous ads that 
traditionally dominate the Super Bowl.

Live it. Love it. Own it. (Sale)
Cost: $50,000

Objective: The objective is to kick off the 
campaign with a sale that is not dedicated to a 
specific holiday or time of year.

Strategy: Provide the primary target market 
with a sale that is exclusively for them.

Rationale: In an industry that is inundated 
with sales opportunities most consumers will 
only shop at stores that are providing the best 
sales value. By starting the campaign off with 
a sale, knowledge of JC Penney’s and its year-
long campaign will begin with a high level of 
recognition.

Tactics: Create a nationwide sale that is mar-
keted as a sale “Just for you”. The universal 
“you” will be perceived by the entire customer 
base, but if marketed correctly the primary 
market will believe that the sale is for them. 
The tone of this sale should follow the line 
“You do unbelievable things, so this sale is for 
you.”
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Sponsorship of the Academy Awards 
Cost: $14 Million

Objective: The objective of this 
promotion is to make a connection 
between the
glamorous lifestyle of movie stars and 
JC Penney.

Strategy: Partner with the Screen 
Actors Guild in order to be one of the 
premier
sponsors for the 2012 Academy 
Awards.

Rationale: Other than the Super 
Bowl, the Academy Awards is the 
highest viewed
program on network television.

Tactics: First, we must procure 
a sponsorship package with the 
Academy Awards.
Afterwards we will have runway 
placement and prime television spots. 
The key part of this strategy is to get 
some of the stars to arrive in exclusive 
wardrobes created by brands that JC 
Penney carries. When the age old 
question “who are you wearing?” is 
asked, famous nominees can reply 
“MNG by Mango.”



Integrated Marketing Communications

Promotions
Sponsorship of 1-3 Episodes of 
Project Runway 
Cost: $10 Million

Objective: Increase the intrinsic value of 
JC Penney by sponsoring a fashion based 
television program.

Strategy: Partner with a Lifetime program in 
order to create an image for JCPenney that is 
concurrent with popular trends in the fashion 
industry.

Rationale: Brands that sponsor events and/or 
television programs see an increase in positive 
awareness of their image. Co-sponsoring just 
1-3 episodes of Project Runway will create a 
positive “buzz” about JC Penney.

Tactics: Negotiate a sponsorship deal during 
the 2012/2013 season of Project Runway. This 
deal will provide JC Penney the opportunity 
to advertise during the show for the agreed 
length. For the shows negotiated, JC Penney 
will provide the wardrobe for the hosts/judges 
who will mention the manufacturers on air as 
well as comment that they can be purchased at 
JC Penney.
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Baby bump promotion
Cost: $10,000 (2,500 to top 4 winners)

Objective: The objective is to increase 
awareness in JC Penney’s baby shower 
registry.

Strategy: Promotion lasting from June-
August where people get incentives to 
register in JC Penney’s new baby shower 
registry. The winner will be announced in 
September.

Rationale: The gift and wedding registry 
needs to add a category specifically for 
baby showers. A large portion of the target 
market is entering the stage in life where 
they are having their first or second child. 
This promotion would position JCPenney as 
a caring and compassionate brand.

Tactics: Women will upload pictures of their 
“decorated” baby bumps onto JCPenney’s 
website. At the end of the year, the winner 
(as judged by the public) will receive 
$2,500 in JC Penney credit for their baby/
nursery items. This promotion needs to be 
advertised early on in the campaign in order 
to get the maximum level of participation.

Cinema Car Giveaway 
Cost: $1 Million

Objective: The objective is to break through 
the main-stream clutter and
technological obstacles of traditional adver-
tising mediums.

Strategy: Advertise on Goodrich Quality 
Theater screens across the country in
order to have full attention of the audience.

Rationale: With today’s technology, viewers 
are able to skip a majority of
television spots. In a theater, the focus of the 
auditorium is focused on one spot.

Tactics: During the ad a randomized code 
will appear on the screen. This will be
a mobile opportunity where people will send 
in the code for an opportunity to win
a new car. The proposed 1 million dollar 
budget will include the ad cost, car and
mobile technology set up.
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Integrated Marketing Communications

Online gamer--score points 
Cost: $1 Million

Objective: The objective is to capture the attention of the “casual gamers” within the primary target market.

Strategy: Design a series of in browser (Facebook) games that accumulate points toward the consumer’s JC 
Penney’s card.

Rationale: According to secondary research, half of women aged 24-35 engage
in “casual gaming”. Through in browser games associated with Facebook we can tap into this market.

Tactics: Each person allows the application to access their Facebook account or they can play through the 
jcpenneys.com website. The two websites will provide the gamer with several choices for in-browser user games. 
These games will be standard games with a JC Penney’s “spin” or atmosphere.

Promotions

Holiday scratch- Off coupons 
Cost (not to exceed): $1 Million

Objective: Create a buzz around the holiday season through scratch off coupons.

Strategy: Issue scratch off coupons for every $50 spent in a single visit to JCP.

Rationale: The scratch off coupons gives the feeling of gambling without risking
any loss to the customer. Also, the scratch offs give the incentive for a return visit.

Tactics: Scratch off coupons will be handed out to customers for every $50 spent in one visit. 
The scratch offs will contain a coupon for 5%-50% off of the next purchase.
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Integrated Marketing Communications

Public Relations

Media Kit for “Live it, Love it, Wear it” campaign
Cost: $9,000

Objective: Build a positive 
attitude within the media in 
regards to JC Penney’s new 
campaign.

Strategy: JC Penney will send 
out media kits to the Associated 
Press and magazines within the 
advertising budget.

Rationale: This effort will keep 
the campaign promotions in the 
minds of editors for the following year. In giving this information to 
the news media the promotions will be seen in a credible light, thus 
creating positive word of mouth.

Tactics: The media kit that will be sent will include the following:
CD-ROM with pre-written stories, facts, website tools, and the
information in both the promotions and PR section of the IMC.
-Towel and washcloth set
-Assortment of sample fragrances
-Sephora make-up (for the female recipients)
-Bath Robe (for the male recipients)

The media kit will be packaged in a novelty sized footlocker.

Move across America (Susan G. Komen)
Cost: $1.2 Million

Objective: To build a positive image of JCPenney.

Strategy: To create an event that is linked with 
the Susan G. Komen Foundation.

Rationale: The target market responds well to 
marketing of all kinds when partnered with 
the “Pink Ribbon” campaign. In addition, the 
Olympic Torch event will take place shortly after. 
It is imperative that this relay will be done before 
the attention is shifted towards the Olympics in 
London, England.

Tactics: Create an event that will have men and 
women sign up to pass a pink ribbon baton 
across America. Each participant will walk, run, 
bike, skateboard, roller skate etc. from person 
to person until the baton reaches the west coast. 
The movement will start in June and continue 
until it is complete. Advertising for this will begin 
on network television in February and run until 
May. This initiative will keep the eyes of America 
on the race for weeks.



32

Integrated Marketing Communications

After-School Fund Charity 
Cost: $100,000

Objective: We want the target 
market to associate JCPenney’s 
with charity or philanthropy.

Strategy: JC Penney’s will donate 
a pre-determined portion of all 
sales in a given time frame to 
their own after-school charity.

Rationale: Women aged 25-34 are more likely to 
appreciate a charity that is both community based and 
focused on children.

Tactics: For one week before the kick off of the Back to 
School Sale,  1%  of all sales will be donated to the After-
School Fund. This initiative will have to be advertised just 
before the back to school ads in order to build awareness. 
In addition to increasing awareness of the charity, 
awareness of the back to school sale will increase.

Public Relations
No more shipping costs with on-line purchases to home locations.
Cost: $200,000

Objective: Position JC Penney as one of the first department stores to 
eliminate shipping costs from on-line purchases.

Strategy: Eliminate shipping charges for purchases made on the JC 
Penney website.

Rationale: Research is projecting that all costs for on-line shipping 
will cease toexist in the next few years. JC Penney will create 
longtime awareness by being known for being one of the first retail 
stores to eliminate the cost of buying on-line.

Tactics: After removing all shipping expenses, JC Penney will 
purchase spot advertisements announcing this move. These 
purchases will be bought on network television during the months 
of February, March and April. This move will create positive word of 
mouth among the press as well as consumer to consumer.

Point system
Cost: $300,000

Objective: Provide an incentive to shop at JC Penney’s more often through a point accrual system linked to a JC Penney card or key chain.
Strategy: Set in place a computerized system that tracks how much and what a customer is buying. After the system is in place, direct mail will be 
sent to the consumer with discounts in relation to what the individual purchases. 
Rationale: Shoppers will be more likely to change their shopping habits from seasonally to frequently.
Tactics: After the database system is integrated, marketing needs to be extensive so that the promotion becomes common knowledge. With this 
system, customers will more likely choose JC Penney’s because they already have their money invested in the point accrual system.
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Store Operations: Our recommendation is that 
JCPenney provide a comprehensive plan to remodel 
existing stores and to become more environmentally 
friendly. The company can do this by using sunlights, 
which will in turn provide a brighter and more 
friendlier environment for customers to shop in. We 
also recommend the company take steps to expand 
aisles in order to accomodate for those with children 
or those that are handicapped. By doing this, it will 
also clean up the appearance of a cluttered store. 

Public Relations: Our recommendation is that 
JCPenney make customer service a number one 
priority and to establish a greater understanding 
of the customer’s wants and needs through the 
relationship that is built upon that great service and 
trust. This can be accomplished through professional 
employee training programs.

We also recommend that a greater awareness is made 
regarding the After-School programs that JCPenney 
supports and urges the company to maintain its 
recognition of being a socially responsible company 
through various messages on behalf of its causes. 

Rewards Program: Our recommendation is that 
JCPenney reintroduce their JCP Rewards program so that 
it provides a greater incentive for customers to make repeat 
purchases. One way to do this is to offer greater discounts 
and easier access to points on one’s JCPenney card.

We also recommend that there are additional incentives for 
registry users. If such a dollar amount is purchased from 
the registry list, one would be able to receive unpurchased 
merchandise from the list based upon a point accrual 
system. 



Campaign Measurements
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Campaign Measurement Methods

Click-through/Click-through rate (CTR): The percentage 
of click-throughs to banner views.

Search engine optimization (SEO): Increasing JCP SEO 
ranking not only increases traffic to the
JCP site but also acts as a means of advertising for JCP.

Couponing: Coupons would be measured by consumers’ use of 
traditional newspaper insert
coupons or downloading coupons from online or through a 
mobile device. Online coupons
would be effective because it would drive consumers to the JCP 
site.

Surveys, survey research: conducted both online (JCP.com) 
and through traditional methods
(receipts), is employed to determine consumers’ awareness and 
attitudes toward the site/store.

Page Impressions/Page Views: the number of times the JCP 
website has been requested by the
server

Conversion Rate: the percentage of JCP online shoppers who 
actually make a purchase.

Cookies: When consumers’ view a JCP banner ad, visit the JCP 
website, or put a JCP product in
a shopping cart, the banner server will keep from showing the 
consumer the same ad, or perhaps
show the consumer ads they might be more interested in seeing. 
Cookies also allows JCP to
track which banner ad a consumer saw that brought him to the 
JCP site, and which banner ads
resulted in actual sales.

JCP sales: a prime indicator of effectiveness is the number of 
sales generated. Adding
information regarding demographics, consumer behaviors’, and so 
on, can increase the
effectiveness of this measure

Focus groups: Focus groups will be conducted quarterly at each 
of the 23 DMA’s to monitor
effectiveness.




