
Uni-The Alarm Clock Book

 Photo Credit: Alan Cleaver

31 ideas from today’s top marketers

By The University of Montana Data Driven Marketing Class



The Alarm Clock Book... 
Is a student-run publishing project at the University of Montana. We asked our 
marketing idols how they would market a fictional alarm clock - one that starts 
brewing coffee the moment it goes off. The question asked was “If you had 
$10,000 to help get the word out about this clock, what would you do?” We 
wanted to learn how different thought-leaders would go about marketing a 
product.  We then collected and curated the best answers into this e-book to 
share with the world.

Enjoy.



To our fearless leader, Mario Schulzke, his cat, Otto, and his colorful socks.  

Also, thank you to our classmates of fall 2014 for your hard work and dedication.



Editorial Team:  
Ryan Watson 

Heather Krebsbach 

Meghan Keeley 

James Bird 

Sierra Batey

Sam Johnson

Kori Christianson



When one thinks of the American University System, images of dignified, grey-haired 
professors with leather elbow patches on tweed blazers come to mind.  Often, this is 
accompanied by a paralyzing sense of rigidity.  While traditional learning is still a staple in 
American culture, there is a clear bottleneck.  Recycled lectures from professors who have not 
worked in their field of study for decades have created a culture of complacency in education 
with the old adage, “If it ain’t broke, don’t fix it.”  The reality is that it is broken; there needs to 
be innovation.  Enter the University of Montana School of Business Administration.  
!
In an attempt to shake the foundation of the education system, the University of Montana 
instituted a new course, Data Driven Marketing.  This course is committed to providing students 
a different way of learning.  The traditional structure of lectures and tests was thrown out and 
students were simply given a support structure where they would create real content.  After the 
success of the Unbelievab.ly blog, the students were ready for a new challenge. Through 
projects such as this book, students are able to apply knowledge and gain hands-on 
experience.  
!

Preface 



Patrick grew up in Ohio and is a graduate of the University of Montana. He started his Marketing career 
as an intern for Mario Schulzke with R2C Group in 2006.  He is now the Director of Interactive 
Production for Wieden + Kennedy in Portland, Oregon.

!

Patrick 
Marzullo



I would pay world-renowned jazz saxophonist, Kenny G, $10,000 to join me in scouring the parks 
and public transit systems of a popular metropolis (i.e. NYC or San Francisco) in search of people 
who are taking a nap in public. 

When someone is found publicly napping, we'll sneak up on them and Kenny will begin to softly 
play his saxophone. The smooth jazz will quickly build until Kenny is absolutely whaling on his saxo-
phone, wakening our napper, along with anyone around them, from their slumber.

When the napper awakes in a confused, but delighted state, I will hand him or her a hot cup of cof-
fee before Kenny and I walk away without a word. The cup will be inscribed with a call to action 
such as: 

"Wake up gloriously every damn day. #CoffeeAlarm"

"More at CoffeeAlarm.com"

Kenny and I would be wearing #CoffeeAlarm t-shirts and I'd have someone follow us to film the 
day's events and then cut a short video of each person's surprise. The videos would be posted to 
the Coffee Alarm’s Instagram each day throughout the following weeks, so those who didn't witness 
the stunt in person can enjoy them as well.  

Patrick Marzullo 



Chris
Diede

Chris has been a native digital marketer and entrepreneur since the early days of the consumer 
Internet. His clients range from Fortune 500 companies with virtually unlimited marketing budgets, to 
small/medium sized businesses who watch and protect even the smallest of marketing investments. He 
sold his digital marketing agency to the largest independent full service ad agency in Orange County, 
CA in 2007, where he then became head of their digital and integrated marketing for 5 years. He 
currently resides in Austin, TX and is the co-founder of a cloud-based, consumer-facing software start-
up, MPIRICA Health Analytics.



For a new consumer electronics product launch, especially with no pre-existing audience estab-
lished, $10,000 is a very small launch budget. There is not much room for creative exploration or 
fluff, so you have got to be extremely disciplined and frugal. This usually means one thing: Guerrilla 
Marketing.

I recommend spending most of the budget giving away product and spending money on the logis-
tics related to tactical PR and social media efforts. Below is how I'd break it down, with the assump-
tion that all work would be done "in-house" without external agencies (because you don't have the 
budget for that):

1)  $20,000 Kickstarter campaign.

Even though your product is developed, Kickstarter is a great way to get initial sales and awareness 
for your product. Make top packages that are attractive, such as a trip to your "headquarters" or per-
sonalized versions of the product, as well as plenty of discounted single units. Do not start a Kick-
starter campaign, however, unless you are absolutely positive that you can achieve the first 25% of 
funding within a few days from friends and family. This assures a strong catapult to the campaign 
and will put you in a featured position to get more “eyeballs”.

Chris Diede 



2) Partnership Giveaways

Give your product to as many publishers, media outlets, and influencers as possible, with creative 
ideas attached to the giveaway. Many social media marketers and content producers are looking for 
interesting content as well as prizes to give to their audience. A few ideas, for example:

   - Synergistic big brands: Choose products with the most Facebook fans who target homemade 
coffee drinkers (such as Coffee-Mate). Contact the social media team with an offer of your free 
giveaway that they can use for contests on their Facebook page.

   - Coffee loving bloggers: Seek out bloggers who are particularly fond of coffee and have a large 
following, both as a blogger and on social media. Offer them a free product for themselves to try 
and another one to give away to one of their followers. 

   - College radio: Call college radio stations across the country. Give one to the morning DJ and 
one for a giveaway. "Caller number five gets a free Coffee Alarm Clock!”

3) PR: gift guides

Pound the pavement or hire a freelance PR expert for a month to get your product in as many Holi-
day Gift Guides as possible.



4) PR: TV morning shows at Christmas

Same as above, but in this case you'll be calling producers at morning talk shows in all the major 
markets to get your product featured in their Holiday Gift Guide segment.

5) Heavy, heavy, heavy social media

Start building your own audience on all social media platforms and creating engagement through 
synergistic conversations and the occasional giveaway.



Carrie 
Miller 

Carrie Miller is currently the Publicity and Marketing Assistant for Vandenberg Communications in 
Seattle. She helps provide media and community relations, crisis communications, and special event 
coordination for clients in the entertainment, business, and nonprofit sectors, the most recent being 
Pearl Jam and Glassybaby.



In my job, I pitch products to people and try make them relevant in order to get the product into the 
media. Based on my experience, for this product I would first develop a headline. The headline 
would include the picture of the old-fashioned alarm clock and say something along the lines of, 
“Forget about the alarm clocks you are forced to run after, you’ll want to run after this one.” To cre-
ate a better platform, I would look up facts about how the smell of coffee makes you feel more 
awake, etc. and ensure the validity.

Since you are college students, I would suggest setting up a Kickstarter program incorporating this 
platform, and then also create a Facebook page and Twitter to start to create more awareness. The 
key part to this would be keeping up with the Facebook comments and tweets, responses, and us-
ing witty humor to keep the audience interested.

Carrie Miller 



Ryan 
Bennett

Ryan Bennett is a founding team member of Idle Smart, a company that has a patented device that 
helps to reduce diesel-engine idling times. Ryan was previously the founder of Liv, a consumer Internet 
startup that allowed users to collect items they "want, love, and Liv for" all online, in one place. He 
holds a BS and MBA from Saint Louis University where he played baseball and was named Academic 
All-American by ESPN. Most recently, he was highlighted as a top Kansas City entrepreneur when he 
was named to Ingram's Magazine's "Twenty in Their Twenties" class of 2012.



1) I would start a social media competition in which the winner gets $5,000 (or $5,000 worth of gifts, 
trips, etc.). The competition would be to create a short 20 second video on how our new alarm clock 
that brews coffee completely changes their morning. They post the video on our website or Insta-
gram page and the video with the most votes wins the award. After each vote, the person who voted 
will be taken to a 'thank you' page on our website where they can simply provide their email address 
and even pre-purchase the alarm clock. The purpose of the competition would be to attain some 
buzz around the product as well as prove that the social media campaigns can drive traffic and be 
used to drive online sales.

2) I would spend the other $5,000 on CPC ads on different platforms (Adwords, Facebook Ads, etc.), 
which allows you to send the person who clicks on the ad to a specific landing page and funnel them 
into actually buying the alarm clock. I would want to prove that if I spend $1 on marketing the prod-
uct that I gain at least $1.10 back in revenue. 

After my $10,000 has been spent, I should know if there is a demand for my alarm clock coffee 
maker, if people are willing the purchase my alarm clock coffee maker online and at the price I set, 
and most importantly, did I create a repeatable business model that can be scaled with more money. 

Ryan Bennett



Danielle 
Torriero

Danielle Torriero and Vanessa Bisetti are the founders of the chic online clothing store, Effin Shop. 
They describe their startup as a dream that turned into reality after an entertaining conversation at the 
bar led to the creation of this awesome online clothing store! From kimonos to jumpers, swimsuits to 
accessories, Effin Shop has it. But clothing is just the beginning, Effin Shop also promotes its blog, 
favorite beverages, and quotes of the week. The website is the backbone for success and as a smaller 
shop, Danielle and Vanessa make sure that the brand is constantly being communicated and marketed 
in a positively energetic light!

Danielle and Vanessa put their heart and soul into providing its target market with the perfect tools to 
have a great “effin” time.



First of all, I want (NEED) that product! As for marketing it, I would use 75% of the budget and put it 
towards "social influencers." Social influencers are people on Instagram, Facebook, Twitter, Vine 
and/or YouTube that have a large following. I would pay them and give them the product to promote 
on their social pages. I would definitely do my research on the demographic for the product and 
choose influencers that have a following that is most fitting to the product. 

The other 25% of the budget, I would put towards AdRoll. AdRoll is a retargeting method that will get 
customers who have already been on your site and shown interest in the product back on the site to 
buy!  

Danielle Torriero



Jakki 
Mohr
Dr. Mohr’s specialty is in the marketing of technology and innovation.  Most recently, she has studied 
large companies' efforts to infuse sustainability and environmental considerations into their innovation 
processes with a particular focus on biomimicry, or the conscious seeking of creativity and inspiration 
from nature to solve technical and design challenges in the innovation process. This research is funded 
by the Marketing Science Institute and presented at TEDxSanDiego and TEDxBozeman. 

Jakki is an award-winning professor and has taught marketing for 20+ years in a university setting. She 
has consulted with a wide variety of high-tech companies both large and small: Fujitsu, Level 3 
Communications, Foveon, TerraEchos, just to name a few.



Can it talk, play music, do aromatherapy, and provide inspirational affirmations and quotes for the day? How about feed 
pets, get school kids up, school lunches made, and clothes ironed?

What about record important dreams, provide reminders about the day’s schedule, and set priorities? Can it give me 
the most relevant news for the day, given what is important to me?

The point is: the alarm clock and coffee are merely the starting point of a whole sequence of things that must be done 
extremely quickly, accurately, and with human sensitivity to kick the day off right.

Hence, I would probably market it through inspirational music and self-actualized messages about people who seize 
the day, know their important priorities, and make the world a better place!

Jakki Mohr



Nate 
Warner

This is the man that put Red Bull's social media presence on the map! Nate Warner's official title was 
Digital Marketing Director for North America before he left on April 11, 2014. At Red Bull, he moved 
through the ranks to eventually spearhead the company's incredible social media existence/following 
across Facebook, YouTube, Twitter, and Instagram. He then devoted his work towards developing the 
Red Bull Media House in 2012. As a result of his work, Red Bull has seen tremendous growth in 
followers and brand awareness.



If you guys really felt like this was an innovative, buzz-worthy product, I’d spend the $10,000 on a really 
solid product video, throw it on Kickstarter, and use the rest on communications and outreach to help grow 
the campaign.

Nate Warner



Sherine 
Anderson

Sherine Anderson is currently the VP of Marketing and Product Management for Home Entertainment at 
DreamWorks Animation. Prior to that, she worked in Marketing and related fields at the Walt Disney 
Company, Mattel and Nestle.



Most people think of alarm clocks for utility only and it’s usually in a negative context. It wakes me 
up, sometimes out of a deep sleep, and the only thing I want to do is snooze and go back to bed. 
Alarm clocks aren't "fun." However, coffee drinkers like their coffee--a lot! So, you need to find a way 
to combine the joy of drinking that first cup of coffee with the not-so-fun chore of being woken up by 
the alarm clock. So, we introduce JAVA-TIME.

JAVA-TIME is an app that works with any coffee machine (that has the built-in bluetooth capability al-
lowing you to pair the machines and your smartphone to let them talk to each other). You'd partner 
with the largest coffee machine manufacturers to add this functionality to their machines. Many of 
these already have timers, but they wouldn't need this any more, saving them money on component 
parts and technology which would be replaced by this smart chip. This would give them "new news" 
making a coffee machine something more relevant for today's technology savvy consumer. 

With JAVA-TIME, you set your smart phone alarm, choose the "Brew Yes" button and that's it. Set it, 
and forget it. Our tagline would be, "When you're done sleeping, it starts steeping." You'll always get 
a fresh, hot cup of coffee that's ready when you are. It's easy, convenient, and saves you time.

Sherine Anderson



And, this wouldn't just be for the first cup when you wake up. Anytime is JAVA-TIME! Maybe you 
want an afternoon cup but you're at the store and don't want to stand in line and pay $4 for gourmet 
coffee. No problem, go to your JAVA-TIME app and have a cup ready for you when you get home. 
Maybe you want a cup of decaf in the evening. No problem. Set the app and you'll have a fresh cup 
ready when you're done with your shower.

We would target younger audiences--college students (who are the perfect target given their high 
consumption of coffee and alarm usage), and adults 25-40 (many who are starting careers or have 
young children). Both groups value their time and have high smart-phone penetration and app us-
age. We'd use social and mobile marketing to reach them. iPhones have a "today alert" so when 
their alarm goes off, we can send a note saying, "Its JAVA-TIME" with a link to download the free 
app. We would also market on social sites reaching these audiences where they spend time. 

We would make money through advertising on the app as well as a revenue-share with the coffee 
manufacturers for each unit sold. Collecting these names would be very valuable for future market-
ing efforts--not only for the coffee-maker manufacturers, but also for the coffee bean manufacturers 
as well.



Casey Ferguson is the Creative Direct/Principal at VauthierFerguson. Casey’s past experience includes 
the unique opportunity assisting with HATCH, a festival designed to develop and foster the growth of 
creative minds in various industries through mentorship, exposure and networking, as one of the 
organization’s executive program directors. Most recently, he has been appointed to the Montana Office 
of Tourism, Gold West Country Board of Directors. As Principal and Creative Director at 
VauthierFerguson, Casey has worked with large brands like Paramount Pictures Studios and the 
International Society of Sustainability Professionals, in addition to a host of progressive Montana 
based businesses and organizations, leading the team to multiple American Advertising Federation 
ADDY Awards and other national industry excellence accolades. Casey graduated with honors from 
Montana State University earning a Bachelor’s degree from the School of Film & Photography.

Casey 
Ferguson



One of the first few things we'd look at is a solid landing page, great product visuals (even mock-up/
rendering), and probably a video.

Also, a one page website that quickly and clearly conveys the value proposition with solid and highly 
visual Order or Pre-Order buttons and calls to action.

A phase two strategy (or perhaps a strategy after a few successful use cases or reviews), would be 
a PR and SEO push. Making sure the startup product is listed on as many sites as possible that list 
startup products, services, and software to build a strong set of inbound links. Before any major 
press/blogs cover a product like this, they're going to want a few solid use cases. Not to mention a 
press release that catches their attention.

Casey Ferguson



Kim is currently a teacher in the business department at Alta High School in Sandy, Utah. She teaches a 
variety of marketing classes and college-level finance classes. Kim worked in the finance industry for 20 
years, and was an Operations Manager at Smith Barney when she decided it was time for a career change. 
Kim went back to school and received a B.S. in Education and an MBA. She has been teaching for 9 years 
now, and loves it!

Kim 
Simpson-
Batey



First, I would decide on the target market. For this product, the coffee alarm clock, I would try to fo-
cus on working men and women between the ages of 22 and 55. Because it is such a broad target 
audience, I would utilize Facebook as our primary social media platform, and instead would still 
spend a lot of time and energy on developing advertisements for television, business and profes-
sional magazines, and trade journals of some sort. However, for the big awareness push, social me-
dia would be key.

Here’s the idea: 
It would be fun to put the coffee alarm clocks in very quiet places like libraries, doctors offices, and 
bookstores. When when people are all settled in and going about their business, alarm clocks would 
start going off and brewing coffee right next to the individual. We would film their reactions and put to-
gether the funniest/most surprised reactions into a video skit, somewhat like what Ellen Degeneres 
does. The hope is that the content would be engaging enough to go viral and therefore, create 
awareness for the product.

Kim Simpson-Batey



Dean Hensley 

Dean Hensley is the Director of Commerce House which is an advertising agency that builds brands for 
clients. In the past Dean has worked as a brand manager and account manager for branding agencies 
such as Click Here Labs and Cheil Communications.



Dean Hensley 
First, with your product, you need to identify who is going to buy it. That is going to help you deter-
mine where and how to get the word out. For example, if you think that you are going to target the 
college student or young professional who already stops at Starbucks on the way into school or 
work, then you would advertise in media where they frequent. You also need to think if you are going 
national, regional or local.

With only $10,000, you can automatically rule out several things because of production + media 
costs:
- no tv
- no radio
- no out of home
- you might be able to do print, but it would be 1 insertion and very niche (low circulation)



So, that really leaves you with digital (above the line) and below the line (posters, etc.).

Having some experience in digital, that is where I would focus the $10,000.
- I would place $6,000 in paid search - It is very efficient as you only pay when someone clicks, and 

you can optimize to best performing key words and phrases.
- I would place $2,000 in promoted tweets
- For the heck of it, I would also do $2,000 in display advertising - It isn't a lot, but you can re-
purpose the creative on your website.

None of this takes into account the production of a website (or webpage) or display ads. If $10,000 
is all you have to spend, you will need to allocate some money to a e-commerce solution (some are 
free, but you still need a designer to help design it so that it looks nice, easy to function, etc.).



Colin Mangham, Principal at Level Eleven in LA, develops and communicates new and important ideas 
and organizations, chiefly as a marketing executive, innovation catalyst, entrepreneur, and certified 
biomimicry specialist.

Colin’s innovation consulting practice has supported the successes of companies ranging from 
startups to a couple dozen Fortune 500 corporations. It leverages his nearly 25 years of experience in 
strategy and communications development to create, communicate, deliver and sustain the value of 
technological, organizational, and social innovation.

Colin 
Mangham



I would budget the money to spend in three ways--mostly on inventory, some shipping, and a little bit 
of travel and event entry fees.

Relative to that, I would get a list of hot morning show hosts, including Good Morning America and 
Today, plus perhaps a dozen other hosts of morning news shows in major markets. I’d then ship 
them complementary products with an invitation for them to not only use it, but to talk about it if they 
like it.

I would also target some events like hackathons where there are highly caffeinated techies who 
would totally like something like this. Maybe something like a Code for America event.

I would also spend some inventory and shipping dollars to begin a relationship with ThinkGeek.com. 
Could be perfect for your audience.

Colin Mangham



I would then set aside about $750 to do a Kickstarter promotion-style video for it. Consider that 
budget with respect to making sure you get some friends and family to lend a hand for free. You're 
basically paying for some equipment rental, and some image assets or music licensing, along with 
some edit bay time. Use that for social media on some of the freebies like YouTube, and Facebook.

Off-the-cuff, that's how I would go about it. Also, figuring that your website and e-commerce could be 
WordPress with some plug-ins for now.

Once that's up, you could also use social media to run some things like contests, where people 
share thoughts and videos of what they do before and/or after their first cup of joe and hope for 
something viral. 



Tammy Hicklin-
Estabrook

Tammy Hicklin-Estabrook is the Regional Sales Director for the Heartland Region for Johnson and 
Johnson, an American multinational medical devices, pharmaceutical and consumer packaged goods 
manufacturer. She was born and raised in Butte, Montana where she attended Butte Central High 
School. Tammy continued her education at Montana State University in Bozeman and graduated with a 
Bachelor of Science degree in Nursing. She later received her Masters degree in Business 
Administration. Tammy worked as a nurse for several years and then as Regional Director for Hill-Rom, 
a leading provider of medical technologies for the health care industry. Tammy is happily married and 
has two daughters.



When developing a marketing plan, it is imperative to develop or create a value proposition/ or prod-
uct position. The issue is that most people try to set out to achieve the "how" without first knowing 
the "what." This can end up wasting resources for a company--both time and money.

Marketing Strategy:
Your marketing strategy is an explanation of the goals you need to achieve with your marketing ef-
forts. (What) Your marketing strategy is shaped by your business goals. Your business goals and 
your marketing strategy should go hand-in-hand.

Marketing Plan:
Your marketing plan is how you are going to achieve those marketing goals. (How) It's the applica-
tion of your strategy, a roadmap that will guide you from one point to another.
When it comes to marketing, we must always identify the what and then dig into the how. 
Strategy is the thinking and planning is the doing.
Having said all of that, it is imperative to understand what you are trying to achieve before how to 
achieve it. 

Tammy Hicklin-Estabrook



Few ideas that come to mind:

1. Partnering with local coffee roasters; provide an informational or promotion for your alarm clock 
with every pound of coffee sold. (15% discount)

2. Market to healthcare providers - MDs, Nurses, Pharmacists, etc. They all have crazy work sched-
ules requiring them to get up early.



Lora 
DeVuono

Lora formed the marketing consultancy Inspira Marketing Partners Ltd. with Frito-Lay colleague Dara 
Sandland in January, 2007.  Lora DeVuono is a senior marketing consultant with over 28 years of 
consumer marketing experience and a passion for building powerful brands, driving results, and 
developing world class marketing talent. Lora began her marketing career at General Mills, followed by 
a total of 20 years at PepsiCo., including 4 years at The Quaker Oats Company and 16 years at Frito-Lay. 
Her most recent corporate assignment was the Group Vice-President of Brand Marketing and 
Advertising for $11 Billion Frito-Lay North America, the #1 snack company in the world. Frito-Lay is the 
snack division of $27 Billion PepsiCo., which also includes Pepsi-Cola, Quaker Foods, Gatorade and 
Tropicana. 



PHONE INTERVIEW: 
Lora’s initial reaction to our product was to target the millennial generation. This 20+ crowd is young, 
technology-driven, and convenience-oriented. They like to get up and start the day with the support 
of coffee. This age group is big on making a difference in the world, so cause marketing could be 
very effective by thematically linking the coffee alarm clock to a company that gives back, such as 
Starbucks’ efforts to ensure clean water in Africa. The cause could be related to the product or not, 
such as a donation to a specific associated cause with every purchase, or helping to raise money for 
education, or facilitating job searches for the millennials.

She went on to discuss e-commerce, including website development, and reaching out to compa-
nies such as Amazon to carry the product with resulting access to their program to help drive the 
product on their site. Amazon would be an ideal company because it is harder to get into places 
such as Walmart or Target until after your business has experienced some success. 

Lora also brainstormed the creation of an event through social media such as “What do you like in 
the morning when you wake up?” Customers and fans could put videos on YouTube showing what 
their mornings are like; they are then involved with the content and interacting with the product. This 
would be fun and very lifestyle driven. Our company could make a 30-second demo video to kick off 
the challenge, and the best video wins something - such as a year’s worth of coffee. She said “Make 
it visual and bring it to life!”

Her last idea was to reach out to Starbucks or Bed Bath & Beyond for a partnership. This would al-
low them to test the product in the store itself and sell it also. Keurig is another potential partnership. 

Lora DeVuono



Paul is the Director of the Blackstone LaunchPad at the University of Montana. He is the President and 
Founder of Muzeview Research, a research, training, and advisory firm in the professional service 
sector. Paul is also the Co-founder of the Hellgate Venture Network, an entrepreneurial network based 
in Missoula, Montana.

Paul 
Gladen



If someone had come into the (BlackStone) LaunchPad with this we'd have encouraged them to go 
through the “Lean Startup” process, which would mean that launching the product would be based 
on having validated the market opportunity and product/market fit. That would mean they have a 
good understanding of their target customer segments and hence, be able to identify some of the 
best ways to reach those customers. Without that information I think I would create a series of prize 
competitions that give away some GoJoes, partner with a coffee beans brand (to leverage their 
brand reach and give away some beans with the GoJoe) and then leverage social media and affiliate 
marketing and promotion via coffee bloggers and coffee websites.

Paul Gladen



Dorai 
Thodla 

Dorai Thodla is a serial technopreneur who started two startups in India and and two in the USA. He 
currently spends time mentoring students and startups.



I would use my smartphone as an alarm clock. Write an app (or use IFTTT if possible) to send a com-
mand to the coffee maker. 

See https://www.quirky.com/blog/post/2013/09/connect-to-your-coffee-introducing-starter/

Once we have a basic prototype that works, let us get it into the hands of a few people (maybe 
spend about $2,000).
1. Get a domain name and tag and set up a WordPress site (under $500)
2. Create stories on your project as blog posts:
- How did you come up with this idea (scratching a personal itch?) 
- How you hacked a prototype using your mobile device, IFTTT and 
https://www.quirky.com/blog/post/2013/09/connect-to-your-coffee-introducing-starter/
- How you bought 10 coffee makers and tried it with your friends with the promise of getting a one to 
two paragraph story from each one of them.
- A few blogs about the stories and what you learned from them.
- Start blogging about the internet of things market and what you see as the future of simple con-
nected things at home.

Dorai Thodla 

https://www.quirky.com/blog/post/2013/09/connect-to-your-coffee-introducing-starter/
https://www.quirky.com/blog/post/2013/09/connect-to-your-coffee-introducing-starter/
https://www.quirky.com/blog/post/2013/09/connect-to-your-coffee-introducing-starter/
https://www.quirky.com/blog/post/2013/09/connect-to-your-coffee-introducing-starter/


- Discuss how you went from waking up to the compelling smell of coffee to understand human be-
havior, making things simpler and building nano projects to improve people's lives
- Write stories about how you came up with the next few ideas and got started in Kickstarter and got 
funded etc.
- Discuss how you took a video, posted it on YouTube, which went viral and got a lot of traffic to your 
website and enough orders to bootstrap.
- How you used the rest of the money from 10k, donations on Kickstarter to iterate through the prod-
uct, improved your marketing and built a viable business.



Dan 
Torti

Since 2010, he’s brought 40 to 50 bands to venues around Missoula, MT per year under his Stonefly 
Productions mantle, everything from indie rock acts like Ariel Pink to bluegrass road warriors like the 
Infamous Stringdusters.

But he had to put that project on hiatus since he accepted his dream job as an adviser to UM 
Productions, where he worked as an undergrad. 

He’ll continue working his main business, Stonefly Media and Entertainment. He hopes to hire one or 
two employees to help him with that ad agency, which is responsible for buying ads for performing arts 
acts that hit 80 to 100 cities a year.



Right off the bat, I'm thinking that alarm clocks are a thing of the past for younger generations. In or-
der to combat this issue and try to turn younger folks onto this alarm clock, I think spending a chunk 
of money on developing an application for smart phones would be a must. 

Promotional Avenues:
Following suit of a younger audience, I think Google AdWords, Facebook, and other social media 
platforms would also be mandatory. I also think developing a few partnerships with major (or local) 
coffee companies or shops could be a benefit to younger audiences and would also give a way to 
stretch the $10,000 cash marketing budget. 

Beyond thinking outside of the box to get younger people to buy an alarm clock, I think standard ad-
vertising avenues like print media (and their online equivalent) and radio would be a good way to 
spread the word to an older audience. Buying spots on local morning shows and doing promotions 
with the new product would be a way to get people interested. Also, I think e-mail blasts would be a 
great way to get the word out, especially if we could access an appropriate database of folks who 
drink coffee. Of course, depending on the budget, TV spots would be worthwhile to show the product 
"in action" and to do an immediate call to action to those viewing the commercial.

Dan Torti



Manager, Marketing and Client Delivery at Anglepoint Inc.

Mike 
Heflin



Given the very limited marketing budget you are working with I would use a few options--only one of 
which has cost. Though, to a certain degree, it depends on the amount of capital you are carrying in 
addition to your $10,000 marketing budget. 

1. Kickstarter--Most people think of Kickstarter as a fundraising tool, and it clearly is, but the majority 
of people today use Kickstarter as a way of finding new products. It is essentially a sales/marketing 
channel for unfunded projects. You may want to go this way regardless, but this is definitely your 
best bet if your capital is limited. Raising production-ready funds would be very beneficial, especially 
in addition to the marketing benefits of using Kickstarter.

2. Facebook--Again, given the limited marketing funds, I would use Facebook as my sole paid adver-
tisement channel. While diversity in marketing is always the goal, attempting to diversify a small mar-
keting budget only drives to dilute it and therefore greatly decrease the value you get from any chan-
nel. Facebook has some tremendous targeting and would allow you to focus purely on whatever tar-
get market you identify (I would think working parents and college students would be your 1 and 1a).

Mike Heflin



3. Bombard your local market--again, given the marketing budget of $10,000 I’m going to assume 
the company does not have a large working capital, likely making distribution a key challenge. Any-
time that is the case it’s best to learn from companies like Starbucks. Sometimes all it takes is taking 
over your own local market to stimulate word of mouth. Position your product everywhere you can 
locally--trade shows, neighborhood markets, campus store (if relevant), etc. Places that you can 
keep personal touch on the product and it’s display/marketing.

I think the third one is important and something people often overlook. I did a sales and marketing in-
ternship for Nestle when I was in undergrad and my role was to essentially be the brand representa-
tive in my block of stores. This meant setting up end-cap displays (marketing material), ensuring the 
shelves were stocked appropriately, swapping out any expired material, order in units with low inven-
tory, etc. All these are ESSENTIAL to maintain a strong brand. Every single interaction a customer 
has with a company is important. Large companies can afford to pay sales people all over the coun-
try to do this for them; small companies can’t, so they should focus their resources in a market they 
can control and look to be as perfect and well-marketed in that market as possible. If you can win 
that market you can build a fund base that allows you to expand to the next town, and then the next, 
and then the next with a stable and quality controlled growth process.



Mario 
Schulzke

Mario is a first generation German immigrant to the USA.  He graduated college at the University of 
Montana and began his marketing career with Wongdoody and R2C Group. He is now the University of 
Montana's assistant Vice President of Marketing. He oversees marketing, branding, social media and 
website development for The University of Montana and instructs the Data Driven Marketing course at 
UM’s School of Business Administration (from witch this book project was assigned). As the founder of 
the entrepreneur community network IdeaMensch, his top concern is to inspire people to start working 
on their ideas by learning from others who've done so already. 



Here is how I would market this incredible innovation in the world of alarm clocks. 

Strategy 1 - Blogger outreach
First of all, to begin with there is very little awareness for this clock. To change this, I would spend 
$1000 to have an intern who I pay $10 an hour spend 100 hours doing email outreach to gadget 
bloggers and journalists and anyone who writes about coffee. I would invest another $500 into prod-
uct costs, so we can give away free demo clocks to all who're interested in writing about this. This 
would be the first thing I'd try. 

Total investment: $1,500

Strategy 2 - PR "Gift Guides" outreach
Every fall, all sorts of print media and blogs are publishing holiday gift guides. Common topics in-
clude headlines such as "The Ultimate Holiday Gift Guide for Nerds, Dads, Moms, etc." I would hire 
an entry level PR person on a $1,500 per month (for two months) retainer in the early fall to try and 
get our alarm clock into some of these gift guides. 

Total investment: $3,000

Mario Schulzke



Strategy 3 - Facebook advertising

Next I'd spend about $3,500 to test and run various forms of Facebook advertising. The idea here 
would be to target a) coffee lovers such as people who like various other coffee brands (for example, 
Nespresso has 3.8 million fans) and b) folks who're fans of any of the blogs or publications that 
wrote about us. In those ads, I would try and use positive quotes and testimonials taken from who-
ever wrote about us. Given that we're selling online, I would want to start seeing what demographic 
of people end up visiting our site (taken from Google Analytics + surveying). Based on that data, I 
might also try and run Facebook advertising targeting that demographic. 

Total investment: $3,500

Strategy 4 - Retargeting 

I would spend $1,000 in retargeting folks who came to our website or added things to their shopping 
cart. Based on those behaviors, we'll offer them various discount and free shipping incentives via 
coupon codes.

Total investment: $1,500 

I'd keep $500 in the reserve coffers to invest wherever we see some potential. It will most likely go to 
blogger outreach. 



Michelle 
Huie

Michelle is Founder and President of VIM & VIGR, LLC. With an extensive background in sales and 
marketing in the pharmaceutical and healthcare industry, Michelle applies her experience and 
innovative ideas to the VIM & VIGR brand. Her professional background and family of entrepreneurs 
and small business owners primed her for starting her own groundbreaking company. Michelle earned 
a Bachelor of Arts degree from the University of Chicago in economics and a Masters of Business 
Administration from Kellogg Northwestern School of Management where she majored in marketing, 
management, and entrepreneurship.



$10,000 – Alarm clock that brews coffee as soon as it goes off

An alarm clock is ubiquitous and everyone dislikes the sound of an alarm clock. However, you’re try-
ing to create a positive experience--almost a reward mechanism by waking up to an alarm clock. 
This coffee-brewing alarm clock has to be cool and trendy and there’s no better way to make a prod-
uct cool than using social media. Given this, I would invest most of the money on social media and 
PR to further hype up the product. I would also invest in a fun video or a series of videos with the 
hopes that they'll go viral to generate more awareness. I would also create a Kickstarter campaign. 

Michelle Huie



Luke 
Peters
Luke Peters is the owner, founder and president of Air & Water, Inc. Founded in 2002, Air-N-Water.com 
is an online website retailer focused on meeting the heating and cooling needs of its customers. Since 
its early start as a simple website run out of Peters’ condo, Air-N-Water.com has grown into one of the 
Internet’s premiere retailers of heating, cooling and home appliances. Recently, the company was even 
named to Internet Retailer’s prestigious Top 500 list, ranking No. 19 in the Home Improvement category.
Luke Peters began his professional career as an environmental scientist with the state of California. 
With a background in microbiology and chemistry, Peters spent several years working for the state 
while simultaneously building Air & Water in his free time. After rolling out the website right out of his 
condo in Southern California, Peters was eventually able to leave his work with the state and focus on 
the online retailer full time.



First, I would get the idea in front of customers and make sure there is interest. But, how would I mar-
ket this idea. What I would do is get the product to influential bloggers and other influencers. If the 
cost is, say, $50, then 100 units out to the influencers only costs you about $5,000. The key is to get 
the influencers to write, photograph, and even do some videos. Just as important is for them to write 
reviews on retailers about their thoughts on the product. More than PPC or any other advertising this 
will get sales going fast and the content is evergreen so the results will continue over time. With 
$5,000 left you can work on a very professional-looking website along with a professional video and 
perhaps some other marketing devoted to word of mouth activities. For such a small product I would 
also sell this direct through Amazon using FBA.

Luke Peters



David 
Levine

David Levine just launched his 40th product and has started to finally figure out the product 
development thing. He is the co-founder and CEO of Wireless Environment, maker of the Mr. Beams line 
of wireless LED light fixtures.



It's a fun idea so I would rely on a fun concept to spread the word. Create a simple one page website 
similar to your site now, with your alarm clock as the focus. Tell people that over the next 2 minutes 
the alarm will go off and they need to click "snooze" within 3 seconds. If they do they get a $1.00 
Starbucks credit (easily turned into a scan-able phone code once they Like or Tweet and then pro-
vide their email and phone number). I would put $4,000 into the website (simple is better - use your 
entrepreneurial skills to find the right designer at the right price) and offer 5,000 $1 Starbucks cred-
its. Keep $1,000 for opportunities - possibly Facebook ads, more likely to improve or fix the website.

David Levine



Chad 
Rea

Chad Rea is a writer, Creative Director, and social impact entrepreneur who creates brands, art, and 
activism though ecopop (.com). He lives in Austin, Texas and hopes you will send him a personal note 
on LinkedIn to collaborate on other ideas he types up on his phone while drinking his morning Joe.



Partner with coffee company(s) for co-promotion. An exclusive with an influencer brand like Stump-
town Coffee would help spread word-of-mouth, as well as share the costs and communication ef-
forts. To make it worth their time, you could create a limited Stumptown edition model and distribute 
and/or feature at ACE hotel (and other boutique hotels). This, in itself, would maximize your story in 
the press and social media. Not knowing if your budget includes PR or production costs, etc., I 
would also add a sticker campaign to be placed on Stumptown’s coffee bags.

Chad Rea



Robin Kelman is a 15+ year public relations veteran, specializing in strategic communications for 
technology and innovation clients. Kelman’s innate ability to provide her clients with sound judgment 
and strong strategic direction for their companies makes her a trusted advisor. Her expertise in the 
consumer arena in building strong media relationships and leading teams that deliver results is both 
highly valued and sought-after. Kelman’s strengths also lie in creative campaigns and programming as 
well as creating strategies that deliver top media placements.

Robin 
Kelman



Spend at least half your budget with a PR firm that focuses on startups, such as The Cline Group. 
Many firms that focus on startups have the keen experience and knowledge on how to get their cli-
ents in top tier press. Top tier means a bigger audience and sometimes those outlets get syndicated, 
meaning the article will get published on more than one site.

The more exposure you can get from third-party influencers, the better. These type of influencers 
have a way of telling your story, which will be more appealing to your targeted audience, i.e. those 
making the purchasing decisions. The benefits will far outweigh any other marketing you take on and 
will have a much broader reach. 

Robin Kelman



Klaire graduated from the Loyola University New Orleans in 2001. She has worked in Brand Management 
for The Richards Group for 11 years. In those 11 years, she has helped manage brands for businesses 
such as The Home Depot and is currently working on 1-800-CONTACTS and Glasses.com.

Klaire Hensley is Dean Hensley’s wife (p.26), both are marketers!

Klaire 
Hensley



I agreed with Dean on targeting and budget parameters. I think he has some good ideas on how to 
allocate the $10,000 as well. 

Here’s another way since your budget is so limited: 
I think I’d go the PR route. Do some sort of stunt. Get a team on the ground in a highly trafficked 
area, like Times Square in New York City, or perhaps a city that has a coffee name, and bring a mo-
bile billboard or gigantic alarm clock. When the alarm sounds, the coffee pot begins. 

Then we have our ground team distribute free coffee to the passersby. The cups would have your 
product name, website, or Facebook page. You’d want to get Good Morning America or other media 
to pick it up for national coverage. I think they’d get really into that because morning crews always 
need coffee! Maybe they would even have the inventors or the team on the show to demonstrate 
and give coffee to audience and crew members. 

Leading up to the big day, I’d be sure to use your owned media (website, social channels) and 
earned media (press-related activity) to spread the word and tease it out. I’d use the $10,000 for 
your team, gigantic alarm clock/mobile billboard, coffee cups, coffee and t-shirts for your team.

Klaire Hensley



Nick 
Jekogian

A NYC based real estate entrepreneur. As an Ultramarathon runner Nick finds himself with lots of time 
and trying to solve the worlds problems (like how to wake up to hot coffee) during his long training 
runs.



Instead of connecting the coffee machine to my clock, let’s connect it to friends. Let’s have an oppor-
tunity for friends to wake others with the smell of coffee. Use Facebook ads and shares to spread 
word and have people invite others to wake them up. Have friends share the wake up stories on 
Facebook. How about a IFTT function so that if a photo gets enough likes on Instagram before 7am, 
then you get coffee made for you. 

Friends don't let friends wake up groggy campaign.

Nick Jekogian



Paul Hammond was born and raised on Martha’s Vineyard. After graduating from Northfield Mount 
Hermon, he went on to get a bachelors in Digital Media from the University of Denver. Paul is a 
competitive tennis player, and lover of all sports. He has worked in advertising and with consumer 
goods. More recently Paul received his MBA from the #1 school in Entrepreneurship, Babson College. 
While getting his MBA, he also worked with CoachUp, a tech startup in Boston. About a year ago, Paul 
reached out to his current partner and co-founder Dan Sandland. They had grown up together, but 
hadn’t talked in years. After discussing the concept, together they formed Startup Rounds, offering 
online crowdfunding competitions, to create opportunities for entrepreneurs to (1) find customers, (2) 
validate a product, and (3) win growth capital and resources.

Paul 
Hammond



Keep as much of the $10,000 as possible. Use grassroots or guerrilla marketing tactics. Run a 
crowdfunding campaign, or even a few back-to-back. This is a great way to get exposure, get early 
adopters, and generate pre-sales to help with working capital. Plan some cheap or free press to coin-
cide with the timing of this. Get everybody on the team to reach out to their networks to contribute 
and be early adopters. 

Blog about this innovation and share those articles extensively. Become a thought leader in the 
space, and once manufacturing and supply chain is figured out, reach out to every appealing sales 
channel possible (i.e QVC, Skymall, Hammacher Schlemmer, etc.). One yes for every twenty no’s is 
still one YES.

Paul Hammond



Jake graduated from Indiana University Bloomington and is the Chief Marketing Officer of Tie Society.

Jake 
Kuczeruk



Well, it's a fun idea that is sure to get the press buzzing, so I'd start by finding a PR team to take the 
lead in building some exposure around the product. Try a team out for 3-4 months and depending on 
their efficacy, either extend your agreement or look elsewhere. This should run you around $5,000.

You're going to run into some issues with visibility on Google Search, as there are apparently a few 
of these projects out there (and some already have launched). I'd budget $1,000 towards a Google 
AdWords campaign to keep you ranking in the sponsored position for a few months.

Team-wise, you'll need a strong developer and designer to take the lead in refining your site and 
overall brand image. Try to find an individual willing to be hired on as CTO and compensate him in 
equity. Chances are you'll have to pay him a small monthly amount as well, so be sure to budget that 
in.

Leverage the intern workforce by making a few hires from sites like InternMatch.com. There's a 
wealth of marketing, design, and promotional talent available for you to take advantage of. If they're 
willing to work without payment, the least you can do to compensate them would be to allow them to 
pick their own title, actively teach them skills to succeed in the industry, and write them a solid recom-
mendation down the road. 

Jake Kuczeruk



Since you have such a fun (and potentially viral) product, social media is sure to be your best friend. 
Throw a few hundred towards promoting on Facebook and Twitter to build your following and encour-
age sharing to enhance exposure. Try running product giveaways to really get your followers moti-
vated!

I'd allocate the rest of the budget towards retargeting channels like Adroll, but only after running a 
test for a few months to gauge its impact on your ROI. If the numbers aren't making sense, then it's 
time to scrap it and try your luck elsewhere. Cross-promotions and partnerships are a great way to 
get the word out to an audience who is likely to be receptive to your product. Never underestimate 
the value of reciprocal social media and email promotions. I'd team up and run giveaways with life-
style websites (like CoolMaterial), menswear blogs (WhiskeyGrade would love this) and even 
celebrity/tabloid press (People and US magazine--they have massive followings and would be recep-
tive to this product). Find similar or competing products and look to see where they're channeling 
their advertising budgets.



Mike 
Munter 

Mike Munter founded an SEO, web design, and online marketing firm called MikeMunter.com in 2011 to 
help companies increase sales through the internet. The firm is headquartered in beautiful city of 
Portland, Oregon.



1) Reach out to a national chain such as Starbucks, Dutch Bros., or McDonalds and try to build an 
exclusive relationship whereby a package off their select coffee would be bundled with the product. 
Deal might include in-store sales opportunities, sampling events, etc. The idea here is to get in bed 
with one of the big boys and attempt to leverage their national advertising budget. This wouldn't cost 
a thing, only time, and could be a home run.

2) Build relationship with a nationwide charity (perhaps as part of the idea #1 above) and offer a por-
tion of proceeds to the charity. In turn, the right charity should have a huge database it can directly 
market the product to. Charities are also likely to have media relationships where they can get free 
publicity. Leverage all of that.

3) Approach Walmart, Target, and other national resellers about licensing the product for exclusive 
sale in their stores.

4) Approach national hotel chains and try to build a strategic relationship whereby the product is fea-
tured in rooms. Have collateral on the unit, so consumers know they can buy the product for their 
home.

These first four ideas cost nothing other than time and could be much bigger than anything de-
scribed below. Striking gold on just one of them could be awesome for sales. Just consider how 
much free PR U2 gets from the ads Apple pays for. That's the sort of relationship we're going for.

Mike Munter 



Aside from that, use the internet marketing methods below to reach a wide audience, test the prod-
uct and find out demographics.

5) Make a funny, short, sweet video that shows how the product works and upload it to Youtube, Vi-
meo, and other video sites. Include buying info and promote it via Youtube ads. Consider putting a 
dog or cat in the video, so it goes viral. $1,000 budget for video production. $4,000 for ads/viral mar-
keting.

6) Use Facebook ads to geo-target cold weather cities around the holidays, such as Portland, Seat-
tle, New York, and Boston. Position as a holiday gift idea and feature the video, if possible. This 
would ideally amount to a $2,500 ad budget.

7) Get the product listed on Amazon.com and purchase ads to promote it in colder weather cities. 
From this campaign and the Facebook campaign, gather demographic data on buyers, so you know 
who to target with mass media in your next round of advertising. $2,500 ad budget.

8) Submit an interview to IdeaMensch. (Of course!)



Varju is a graduate from the University of Montana and the Director of Communications and Marketing 
DAISY Consortium.

Varju 
Luceno



I would call this product SnoozeBrew, then would hire a marketing professional (love for coffee is a 
requirement!) to create a marketing strategy including a short marketing plan and a product story 
($2,000.00).

Next, I would send a letter asking to promote the SnoozeBrew with the product prototype to the 
NBC's Today Show hosts--they have to wake up super early and perhaps could create a demo video 
of how this product works for them. I would also send the product prototype to all major coffee com-
panies. Creating a small batch (100) of SnoozeBrews would probably cost about $3,500 with ship-
ping costs. Oprah will also be on my list. 

I would then create a SnoozeBrew blog site (WordPress - $1,500) and a short YouTube video 
($500). Main focus will be on the energizing powers of the SnoozeBrew. I would then organize the 
Best Morning Coffee story contest (videos & articles are welcome) for coffee lovers. Links to Snooze-
Brew blog posts and videos will be tweeted and retweeted by a Community Manager ($2,500) who 
will manage and maintain the online presence and conversations for SnoozeBrew for first 3 months. 

Varju Luceno



Chris 
Wright

Chris Wright is a technology marketer and strategist for Google. He graduated from the 
University of Montana School of Business Administration in 2002 with a emphasis in marketing. 
He has driven many product marketing strategies at Google and is currently working on leading 
paid media and acquisition for Chrome Browser, Chromebooks, and Chromecast.



Here are a couple of thoughts on how to spend $10,000 for a project like this:
 
Philosophy of the investment:
 
The goal is to bring your message to as many people as possible (although not through any tradi-
tional, paid media channels—they are too expensive). This can be accomplished by focusing on the 
right message, and the right audience (it sounds simple, but is actually pretty tough).
 
Right message:
 
You need to communicate the vision of this product in a super interesting, compelling, meaningful, 
and potentially humorous way. Focus on a sharable piece of media (such as a single image, ani-
mated gif, or video). I personally would create a video, budgeting around $1,000 for it, which is not 
much, but doable if you're scrappy. Success is measured by one metric: does the viewer of the con-
tent share it? As you work through your message, survey friends and family members who fall in 
your target market, asking if they'd likely share your piece of content after being exposed to it.
 
Capture demand:
 
After your hero piece of content is as utterly amazing as it can be, you should think about capturing 
demand. Less is more; have an awesome image on a website, and collect email addresses until 
you're ready to take orders.
 

 

 



Relevant case:
Dollar Shave Club
The founder spent $4,500 on his video. Now 17 million people have seen it, and it's pretty much the 
only marketing he did. This is a great example of this strategy at work.
 
Right audience (consumer):
Segmentation is key, especially when you have a small budget. Your target market likely falls into 
one of three buckets:
1. Product is perfect for me
2. Product is perfect for someone I know
3. I am a trendsetter and influencer among my peer groups, and I'll share something that is hilarious/
interesting/compelling
 
Conventional wisdom might tell you to focus on the first two groups, but you'll eventually hit them if 
you prioritize the third.
 
Most of this boils down to social - how are you finding these folks, and what message do you have 
for them? Either way, it shouldn't cost much (other than your time, which is no thang). You should 
have a team wholly dedicated to your social strategy. Maybe every time someone sleeps in, or de-
sires coffee, you have a message and a hashtag to pull it together? Give these folks a free clock, 
and plenty of coffee.
 
Protect your brand with SEM on search engines (just run on your own brand; no need to get crazy 
just yet). This will cost about 100 bucks a month.



Right audience (PR/Influencer/Celebrity):
 
It's worth spending time to reach this group. If even one person is interested they can reach the 
masses. Think about social messages for folks like Ellen DeGeneres or Stephen Colbert; what mes-
sage about the product would resonate with them? And at what time? Maybe you're tweeting Colbert 
every morning at 6:30 to remind him that he could already have coffee in his mug.
 
On Facebook you can pay to message folks. This could be worth an exploratory budget of $10. 
Think about publications that may be interested in your story, and get them really good content (the 
video is key, but you also need dead sexy product pictures to help sell the vision/dream). Spend $50 
on pizza and beer for a good photographer, and tell him/her that they will get one of the devices 
once they come out.
 
Relevant case:
Clocky, another alarm clock, was released a few years ago to change the world. See the publica-
tions that picked them up. Maybe these are relevant for your device as well.

Outside the box thinking:
 
After you've addressed the core of your communications strategy through some of the blocking and 
tackling above, you should think through a few 'long shot, crazy ideas'. Important for you to wholly 
believe in anything you invest in, but recognize that they all may not pay out. You could dedicate 
$1,000 to funding three of your strongest ideas. Ideas should be judged on their ability to reach 
mass markets through influencer support (celebrity or otherwise). The tweets to Colbert are an op-
tion, or maybe someone camps out at Ellen; or stands behind Good Morning America with a sign.



Budget:

Based on the above, your $10,000 would be spent something like:
Amazing video: $1,000
Website design: $100-200
Team to run social: $500 (includes coffee expense & snacks)
Direct message to relevant people on Facebook: $10 (could spend more if it works)
Protect your brand on SEM: $100
Amazing product shots: $50 (beer/pizza for photographer volunteer)
Actual alarm clocks to give your team (who is working for less than market value): $500
Outside the box craziness (3 ideas): $1,000
Beer and more coffee: $400
 
So, the final budget is just shy of $4,000. This is deliberately less than 10k, and here's why--it’s very 
important that you vet an opportunity before investing more. Any funds spent above and beyond the 
$4,000 should go to a 'tried and true' experiment from the above. You'll need to be nimble/dynamic/
reactive, and that means having some cash on hand (for when Colbert says 'Can you be on the 
show this Thursday?' and you need to buy that plane ticket).



Glossary 



SEO - the methods used to boost the ranking or frequency of a website in results returned by a search engine, in an effort to maximize user 
traffic to the site:
The first step in search-engine optimization is to generate keywords that are relevant to your site's content.

PR - the actions of a corporation, store, government, individual, etc., in promoting goodwill between itself and the public, the community,em-
ployees, customers, etc.
2.the art, technique, or profession of promoting such goodwill.

AdRoll - is a retargeting method that will get customers who have already been on your site and shown interested in the product back on 
the site to buy

Guerrilla Marketing -  A marketing tactic in which a company uses surprise and/or unconventional interactions in order to promote a prod-
uct or service. Guerrilla marketing is different than traditional marketing in that it often relies on personal interaction and has a smaller 
budget, and it focuses on smaller groups of promoters that are responsible for getting the word out in a particular location rather than on 
wide-spread media campaigns.

Lean Startup - Lean startup is an approach to business development that is based on the principles of lean production, a manufacturing 
methodology that values a business' ability to change quickly.The term lean startup is often associated with author Eric Ries.

Kickstarter - Kickstarter is a crowdfunding company which helps bring backers and inventors/creators together in order to create products 
and services.

IFTTT (app for android or iPhone) - If This Then That, a service that lets you connect two different applications together based on specific 
parameters, which you define.
 
Bootstrap - (of a person or project) using one's own resources rather than external help.
OR
-a technique of loading a program into a computer by means of a few initial instructions that enable the introduction of the rest of the pro-
gram from an input device.
 
Pay per click (PPC) - also called cost per click or CPC, is an internet advertising model used to direct traffic to websites, in which advertis-
ers pay the publisher (typically a website owner) when the ad is clicked. It is defined simply as “the amount spent to get an advertisement 
clicked.”

Third-Party Influencers - These third parties exist either in the supply chain (retailers, manufacturers, etc.) or may be so-called value-
added influencers (such as journalists, academics, industry analysts, professional advisers, and so on) 
 

http://www.ifttt.com/
http://www.ifttt.com/


Grassroots - Grassroots marketing, sometimes known as guerrilla marketing, starts from the ground up. Instead of launching 
a message you hope will appeal to many people, you target your efforts to a small group and hope the group will spread your 
message to a much larger audience. Grassroots marketing often uses unconventional or nontraditional methods. Grassroots 
marketing often costs less than more conventional marketing efforts, but can produce big results. (see also - guerrilla market-
ing)
 
Guerrilla Marketing Tactics - innovative, unconventional, and low-cost marketing techniques aimed at obtaining maximum 
exposure for a product.
 
Early Adopter - An individual or business who uses a new product or technology before others. An early adopter is likely to 
pay more for the product than later adopters, but accepts this premium if using the product improves efficiency, reduces cost, 
increases market penetration or simply raises the early adopter's social status. Companies rely on early adopters to provide 
feedback about product deficiencies, and to cover the cost of the product's research and development.
 
Google AdWords Campaign - AdWords (Google AdWords) is an advertising service by Google for businesses wanting to dis-
play ads on Google and its advertising network. The AdWords program enables businesses to set a budget for advertising 
and only pay when people click the ads. The ad service is largely focused on keywords.
 
Website Developer - A web developer is a programmer who specializes in, or is specifically engaged in, the development of 
World Wide Web applications, or distributed network applications that are run over HTTP from a web server to a web browser.

Web Design - Web design encompasses many different skills and disciplines in the production and maintenance of websites. 
The different areas of web design include web graphic design; interface design; authoring, including standardised code and 
proprietary software; user experience design; and search engine optimization.
 
Chief Technology Officer (CTO) - is an executive-level position in a company or other entity whose occupant is focused on 
scientific and technological issues within an organization.

Viral - relating to or involving an image, video, piece of information, etc., that is circulated rapidly and widely from one Internet 
user to another.
"a viral video ad"
 2. an image, video, advertisement, etc., that is circulated rapidly on the Internet. "the rise of virals in online marketing"



Retargeting - Retargeting is a cookie-based technology that uses simple a Javascript code to anonymously ‘follow’ your audi-
ence all over the Web.
Here’s how it works: you place a small, unobtrusive piece of code on your website (this code is sometimes referred to as a 
pixel). The code, or pixel, is unnoticeable to your site visitors and won’t affect your site’s performance. Every time a new visi-
tor comes to your site, the code drops an anonymous browser cookie. Later, when your cookied visitors browse the Web, the 
cookie will let your retargeting provider know when to serve ads, ensuring that your ads are served to only to people who 
have previously visited your site.
 
Return on investment - ROI, is the most common profitability ratio. There are several ways to determine ROI, but the most 
frequently used method is to divide net profit by total assets. So if your net profit is $100,000 and your total assets are 
$300,000, your ROI would be .33 or 33 percent.

Cross-promotions - the cooperative marketing by two or more companies of one another's products.
 
Partnerships - A business organization in which two or more individuals manage and operate the business. Both owners are 
equally and personally liable for the debts from the business.

Seed Units - ”Produce some of the devices as seed units, possibly with custom paint of a catchy name or imagery to make 
them memorable.”
 
Marketing Collateral - ”Have collateral on the unit, so consumers know they can buy the product for their home.
 
Demographics - the statistical data of a population, especially those showing average age, income, education, etc.
“The target demographic for our product is…”
 
Marketing Plan - A marketing plan is a comprehensive blueprint which outlines an organization's overall marketing efforts. A 
marketing process can be realized by the marketing mix, which is outlined in step 4. The last step in the process is the market-
ing controlling.

Marketing Strategy - is the goal of increasing sales and achieving a sustainable competitive advantage.



Brand/Product Storytelling - 
Brand storytelling is:

• The reason why your company came to be
• What motivates your team to wake up and come to work everyday
• How your product came to be
• What types of customers find value in working with your brand and why
• A transparent view into the people behind the company
• A relationship-building tool
• More subtle than you realize
• A concept that underscores your entire web presence
• Something that your entire team, at organizational levels, embraces
• A look into who you are as a company
• Direct 

Mass Media - any of the means of communication, as television or newspapers, that reach very large numbers of people.
 
Demographics - the statistical data of a population, especially those showing average age, income, education, etc.
“The target demographic for our product is…”
 
Landing Page - when discussing landing pages within the realm of marketing and advertising, it’s more common to refer to a 
landing page as being a standalone web page distinct from your main website that has been designed for a single focused ob-
jective. This means that your landing page should have no global navigation to tie it to your primary website. The main reason 
for this is to limit the options available to your visitors, helping to guide them toward your intended conversion goal.

Capital - wealth in the form of money or other assets owned by a person or organization or available or contributed for a par-
ticular purpose such as starting a company or investing.
 
Sales Channel -  A way of bringing products or services to market so that they can be purchased by customers. A sales chan-
nel can be direct if it involves a business selling directly to its customers, or it can be indirect if an intermediary such as a re-
tailer  or dealer is involved in selling the product to customers.
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