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Executive Summary: 

Starting in September 2014, we began evaluating Zeke’s internal communications structure, 

reputation in the Ames community, and reputation among clients. We wanted to understand 

Zeke’s history, strengths and weaknesses, and current performance before creating goals that 

would push the organization to a higher level of success. After interviewing Zeke’s Operations 

Director Scott Hanson, and surveying audience and band members at a concert in early 

September we set a course of action that included three overarching goals, several objectives, 

multiple strategies, and numerous tactics. 

 

After interviewing Mr. Hanson and asking him questions about the day-to-day operations of 

Zeke’s we realized that there was very little structure for performing communications tasks. In 

response, we created a goal to improve the structure/routine for shows held at Zeke’s. Our 

objectives to support this goal were to increase the percentage of shows that do advertisements at 

Zeke’s one week in advance by 50 percent, and increase the pool of volunteers at Zeke’s. Some 

of the actions we took to achieve these objectives included pushing for concert advertisements to 

be displayed on the video board outside Zeke’s one week in advance, creating a system to 

distribute concert fliers, and sending out a mass email to Stonebrook members advertising 

opportunities to serve at Zeke’s. 

 

Being a community center Zeke’s is only as strong as the bond it has to the Ames community.  

Recognizing this we set out to establish new valuable relationships for Zeke’s in Ames. We 

targeted Hy-Vee, Frank Rieman Music, Alexander Recording Kompany, Russell Nollen Studio, 
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and Iowa State’s Student Union Board as potential relationships for Zeke’s. In person or by 

email we reached out to each of these organizations to see if they would be interested in using 

Zeke’s, or advertising in Zeke’s. 

 

Our third and final goal for Zeke’s was to raise awareness of the organization among its biggest 

audience, Iowa State students. To do this we worked with Iowa State’s GENRE club to promote 

a concert the club held at Zeke’s. We created a special flier for the event, distributed it with 

GENRE members on chilly day in November in front of Parks library, and distributed it again in 

Iowa State’s Memorial Union. The promotional events were a win-win for Zeke’s and GENRE. 

 

We were able to impact a lot of the advertisement that Zeke’s did by increasing the amount of 

events that advertised one week in advance by 90%. We created two more relationships with 

GENRE and Russell Nollen Studio. We also made over 250 impressions through one event by 

passing out fliers and attendees. 

 

In conclusion, we were honored to work with Zeke’s and the volunteers that make the 

organization possible. Thank you for the opportunity to campaign on your behalf and to grow in 

our craft. We hope you feel we’ve helped Zeke’s grow as well.  
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Situation Analysis: 

Zeke’s has been in a plateau area for a while, where there has been some clients renting the space 

continuously but not many newcomers would come and rent the space. From our research, which 

involved surveying concert attendants, bands, and executives at Zeke’s, we discovered that 

Zeke’s is stagnant and underexposed in the community. Most surveyees commented on the lack 

of effort in advertising and exposure in the community.  

 

Although most surveyees mentioned the lack of advertising, the response to quality service was 

astonishing. Zeke’s received an 8.5 out of 10 for overall quality, which included quality of 

sound, comfort of seating, and space efficiency. We found that because Zeke’s is an all-volunteer 

organization, it lacks in finding the crew to make a focused effort in advertising, marketing, and 

public relations.  

 

Zeke’s reputation is known as the highest quality venue in town. It is also known as a “open, fun, 

all ages space.” We found that the reputation of Zeke’s isn’t the problem, rather the external 

communication to the publics. The other issue is other venues around campus, specifically the 

M-Shop that book more shows and bring in highly known musicians. They also have more 

connections to on-campus audiences and organizations to help bring in more musicians. 

 

The main aspect we thought would create the most impact would be to focus on the external 

communications and partnerships from an internal aspect so that it may continue to grow the 

organization and be made known. 
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Goals/Objectives: 

Goal 1: Improve the organized structure/routine for shows held at Zeke’s. 

Based upon our situation, we wanted to improve the external communications through 

internal sources. This would allow the volunteers within Zeke’s to communicate to the 

different publics that Zeke’s is trying to reach. 

Objective: Increase the percentage of shows that do advertisement one week in advance by 50 %. 

From our research, the main way people heard about Zeke’s is through a friend, and 

hardly any from online sources, bulletins, posters, etc. We also found that the outlets that 

were in place weren’t being used to the fullest extent. This objective would allow Zeke’s 

to communicate to the publics early on so it could get more impressions. 

Objective: Increase the pool of volunteers to five people per task by the week of November 20. 

Because Zeke’s is volunteer-based, making sure that there are enough people to run the 

tasks for each event is essential. Plus, this could open up opportunities to find volunteers 

to make some posters, fliers, etc., for Zeke’s on a volunteer basis. 

Goal 2: Establish valuable relationships in the Ames community. 

Along with getting more people to show up at Zeke’s, we thought that building 

connections with multiple different organizations and businesses would help bring in 

more people. It would also be good to possibly strike some deals with local businesses to 

help with any other community needs. 

Objective: Create five new relationships/partnerships in the Ames community by the week of 

November 20. 

We specifically thought that five would be a good number to get in contact with and try 
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to build relationships/partnerships. This means to try and get either a deal with a business 

including advertising, sponsoring a show/event, or work with to bring in more events. 

Goal 3: Raise awareness of Zeke’s on the Iowa State Campus. 

Iowa State students is Zeke’s biggest audience, and considering that most of the 

promotion that happens for Zeke’s comes from word of mouth we thought tapping into 

this young and social media savvy market has potentially huge returns for Zeke’s. There 

is also a constant turnover of students from year to year, so awareness needs to 

continually be raised. 

Objective: Have an event that makes over 100 impressions (online, in person) in the Iowa State 

community, and garners 30 Iowa State attendants. 

We had to change this objective from hosting our own event to supporting an event. The 

goals of the objective to make over 100 impressions, and garner 30 Iowa State attendants 

remained the same. More information about the changes made to this objective can be 

found in the Implementation section (pg. 20). 
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Strategies: 

1st Objective: Increase the percentage of shows that do advertisement one week in advance by 

50 %. 

Strategy: Use existing methods (billboard, fliers, business cards) and social media one week 

prior to performances to promote events. 

This strategy complements our objective to increase the advertising we do at least one 

week in advance. We also wanted to specify what outlets we were going to use for 

advertising and promotion of events. 

2nd Objective: Increase the pool of volunteers to five people per task by the week of November 

20. 

Strategy: Make all members of the community aware of the opportunity. 

There is no such thing as too many volunteers in an organization that is entirely staffed 

by them. Zeke’s currently has only a few volunteers to operate the organization, and 

could use more to share the workload.  

3rd Objective: Create five new relationships/partnerships in the Ames community by the week of 

November 20. 

Strategy: We will get in contact (in person or email) with some of the major organizations and 

businesses near and related to Zeke’s in some form.  

Like said previously, we wanted to make sure that we make a connection with the 

different businesses and organizations that would associate with Zeke’s.  

The main way we wanted to do this is by getting them in contact with Scott, so that he 
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can answer any questions they may have or discuss deals that both organizations can 

offer. 

4th Objective: Have an event that makes over 100 impressions (online, in person) in the Iowa 

State community, and garners 30 Iowa State attendants. 

Strategy: Plan a themed concert at Zeke’s and advertise the concert on campus by using a booth 

and other small events. We will also distribute fliers to residence halls and clubs that group 

members are close to. 

To raise awareness among Iowa State students we wanted to do what Zeke’s does best, 

host an incredible concert. We ended up supporting an incredible concert held by Iowa 

State’s GENRE club, instead of hosting our own.   
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Tactics: 

1st Strategy: Use existing methods (billboard, fliers, business cards) and social media one week 

prior to performances to promote events. 

Tactic: In October, Daniel will talk to Scott to post concert announcements on billboard one 

week in advance, and encourage him to train others to be able to post. 

We wanted to organize the routine of posting announcements on the electronic billboard 

outside of Zeke’s. Since Scott is the only one that knows how, we wanted to figure a 

routine of how that would be done, and maybe get a plan to train others to do it as well. 

Tactic: In October, Daniel will talk to Scott about distributing fliers for concerts to dorms (all of 

Union Drive and MWL). 

We also wanted to make it a routine of distributing fliers of events happening at Zeke’s to 

the ISU campus community by going to the hall desks of dorms. The service is free and it 

only takes a couple hours to get a lot of impressions.  

Tactic: In October, Daniel will talk to John Shields about making an announcement on social 

media in advance of every concert. 

Zeke’s online interaction was minimal and inconsistent. We wanted to improve that by 

assigning a specific person to make posts and events on Facebook and Twitter. We had a 

different person take on the role and we implemented Planning Center into the process to 

help. This made it so that whenever Scott would create an event on Planning Center, the 

person would receive an email to notify him to make posts on social media. 

Tactic: In October, Daniel will create a Google Spreadsheet containing shows, dates of 

advertisements, and recordings of advertiser. 
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The Google Spreadsheet serves as a way to keep track of what advertising has been done 

for each show. Prior to this, there was no way of tracking the advertising done for a 

concert. 

Tactic: Scott will create an email and send it out to the existing volunteers to inform them of the 

request process from Planning Center to keep events updated on position status. 

This tactic arose out of an issue where Zeke’s volunteers were receiving requests to work 

but not responding. If no response is given, it’s impossible to guarantee that all positions 

for an event are covered.  

2nd Strategy: Make all members of the community aware of the opportunity. 

Tactic: In October have a conversation with Matt H. about sending out a mass email to 

Stonebrook Community Church about the opportunity to serve. 

Members of the Stonebrook Community Church are the people most likely to volunteer 

at Zeke’s because the church owns Zeke’s. A mass email was the fastest and easiest way 

to make all members of the church aware of the need to serve. 

Tactic: In October, have an announcement be made at church in front of the congregation. 

Not only did we want people to receive an email about volunteering at Zeke’s, we wanted 

to create multiple ways to bring attention to the need of volunteers. This would increase 

the possibility of someone volunteering at Zeke’s. 

 

Tactic: For getting volunteers trained, Zeke’s will set up a time to train the person in the specific 

position, then be added to the list of volunteers on Planning Center.  

We also wanted to discuss with Zeke’s about having a process of people getting trained 
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on our systems. Every venue has a different setup and system running the lights and 

sound. A lot of times, volunteers come and are interested in volunteering, but are lost 

after no contact being made.  

3rd Strategy: We will get in contact (in person or email) with some of the major organizations 

and businesses near and related to Zeke’s in some form.  

Tactic: During the week of October 14 Mark will go in person to SUB’s office in the Memorial 

Union and speak with them about a partnership and them using Zeke’s as space for events. 

As mentioned previously, Zeke’s largest audience is Iowa State students, and we thought 

that a partnership with SUB would be the best way for Zeke’s to reach that audience. 

SUB organizes all of the concerts held at Iowa State, and manages The Maintenance 

Shop.  

Tactic: During the week of October 14 all group members will go in person to Hy-Vee in west 

Ames and speak with them about doing advertising at Zeke’s. 

We decided that Hy-Vee would be a great partner to bring local music into Ames and 

business to west Ames. Possibly have them be a sponsor for an event and bring in 

catering food for the event was one idea that we came up with, but nonetheless, having a 

big chain food corporation involved in the event making process would be very 

beneficial. 

Tactic: During the week of October 14 all group members will go in person to Frank Rieman 

and speak with them about doing advertising at Zeke’s in exchange for a new drum set. 

Zeke’s could use a new drum set to replace its old one. We thought that if Frank Rieman 

Music was interested in advertising at Zekes a new drum set could be given as payment 
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for advertising space. 

Tactic: During the week of October 14 all group members will go in person to Russell Nollen 

Studio & Dennis Haislip (Arc Recording) and speak with them about doing advertising at 

Zeke’s. 

We looked at a couple of different recording studios to possibly do some advertising at 

Zeke’s to bring in bands that might be looking to record. Having them as a partner would 

help encourage local music. 

Tactic: During the week of October 14 all group members will go in person to Alexander 

Recording Kompany and speak with them about doing advertising at Zeke’s. 

Alexander Recording Kompany is an Ames based recording studio. We saw this 

organization as one that would likely have an interest in a space that hosts numerous 

concerts and young musicians. 

Tactic: Talk with Paul Johnson about the relationship with GENRE about current relatioship. 

During the week of October 14, Mark will talk to GENRE about doing advertising at Zeke’s. 

Instead of talking with GENRE advertising at Zeke’s we worked with them to promote 

their showcase at Zeke’s. This served as a great opportunity to build the relationship 

between Zeke’s and GENRE. 

4th Strategy: Plan a themed concert at Zeke’s and advertise the concert on campus by using a 

booth and other small events. We will also distribute fliers to residence halls and clubs that group 

members are close to. 

Tactic: On October 5 or 6 Dan will have a meeting with Zeke’s staff to discuss budget for 

promotions and make plans for a free concert on November 8. 
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We did attend the meeting, but the budget for the event was pushed back because the plan 

was changed to support another event that already had a DJ come in and have a dance 

party. The second plan didn’t go through and we decided to support GENRE’s showcase 

event on December 6. 

Tactic: Jill will create a flier the week of October 14 for the November 8 event. 

Instead of creating a flier for the November 8 event Jill created a flier for GENRE’s 

showcase event on December 6. Jill also created a promotional flier for Zeke’s that can 

be used in the future. The promotional flier includes information about renting Zeke’s for 

concerts and other events. 

Tactic: On November 4 and 6, have a booth in front of Parks Library where all three group 

members will distribute fliers. 

The plan was to do this for the created event, but because of the switch, we still handed 

out fliers in front of Parks Library on November 13th and in the Memorial Union on 

December 5th. 

Tactic: As soon as Jill is done creating the flier we will have them printed and then distribute 

them as soon as possible to MWL and Union Drive residence halls. 

This tactic was meant for the event we planned to have. Because we supported an event 

instead of having our own we didn’t have time to perform this task. 
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Implementation: 

Goal 1: Improve the organized structure/routine for shows held at Zeke’s. 

Most of this goal was implemented through meetings and emails. We had several 

meetings with Scott to discuss the several implementations we wanted for Zeke’s on an 

internal basis. One conversation we had was about the frequency of posts on the 

billboard. We were able to work out a plan to have Scott post the event information on 

the billboard right when he made the event on Planning Center.  

 

We also distributed fliers to the ISU dorms (Union Drive & MWL area) for events. This 

amounted up to 150 fliers, which equals to one flier per house on campus; totaling up to, 

on average, 7,500 impressions from fliers. 

 

We also discussed with other volunteers within Zeke’s to help promote online and keep 

followers up-to-date on the events. We planned to have John Shields do the social media, 

but found another person that would be available. We emailed Michael Smith to discuss 

some of the main points that should be made when posting things online. We also were 

able to set up a position on the Planning Center program to notify him whenever Scott 

would schedule an event. 

 

We thought that it would be good for an organization like this to keep track of who is 

doing advertising for each event and when they did it. So we made a Google Spreadsheet 

and shared it with several volunteers to update the spreadsheet when they have done any 

advertising. After a while, we realized that another way to do this would be better and 
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hope that something incorporated in Planning Center would be better. 

 

One issue that Zeke’s was facing internally was volunteers not responding to their 

scheduled positions for an event. In Planning Center, Scott would schedule an event and 

assign people for positions in that event. It will send an email to those people for 

acceptance or denial. Most people would either accept it or not respond at all, which was 

resolved by an email being sent out to all the volunteers. 

 

To address the lack of volunteers at Zeke’s, we decided to seek out more volunteers 

within the Stonebrook Community Church, which owns the property to Zeke’s. There 

were several things that we wanted to do in this section. One was sending out a mass 

email to all members of the church asking for volunteers and to contact Scott if 

interested. Below is a picture of the email that was sent out. 

Along with an email being sent out, there was an announcement made during the next 

service asking for volunteers. There was even some text put into the bulletin that each 
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person receives as they go into the church service.  

 

The last thing that we did that addressed the internal issues was figuring up a process for 

Zeke’s to follow in training volunteers for the events. We contacted Scott about getting 

together with the interested volunteer and going through the process of sound that needs 

to be addressed. The other position for training was transferred to another volunteer that 

currently does lighting during the shows. 

Goal 2: Establish valuable relationships in the Ames community. 

In order to establish valuable relationships for Zeke’s we identified five organizations in 

Ames that are similar to Zeke’s in that they have a focus on music, the Ames community, 

or both. To build a relationship with these organizations we decided we would either go 

to them in person or email them. Our main goal was to get them in contact with Scott, 

and allow Scott to have further discussions with them about advertising or hosting events. 

 

We first reached out to Iowa State’s Student Union Board because they put on the 

majority of concerts at Iowa State. SUB uses both the M-Shop and Durham Great Hall 

for their concerts, and we saw Zeke’s as being a venue option for them that falls in 

between those two spaces in terms of size. We first went to SUB’s office in the Memorial 

Union and expressed our interest in partnering with SUB and gave them Scott’s card. 

Because SUB’s coordinator wasn’t present we also sent him an email expressing our 

interest and sharing Scott’s contact info.  

 

West Hy-Vee was the one organization that we tried to partner with that doesn’t have a 
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music focus. We wanted to pursue a relationship with them because they are focused on 

the Ames community, they are in close proximity to Zeke’s, and we wanted to exchange 

advertising space at Zeke’s for catering at concerts. Ultimately we didn’t seek to provide 

advertising space to the west Hy-Vee, but because Zeke’s is an all-volunteer community 

center tried have them cater GENRE’s showcase for free. We went to the Hy-Vee in 

person and filled out the donation request form. 

 

We attempted to build a relationship with Alexander Recording Kompany, Russell 

Nollen Studio, and Rieman Music because we thought all three would be interested in 

advertising at Zeke’s, considering their target audience is probably similar to Zeke’s. We 

reached out to all three of these businesses by sending them an email expressing our 

interest in partnering with them, sharing Scott’s contact info, and giving them a link to 

Zeke’s website. 

Goal 3:  Raise awareness of Zeke’s on the Iowa State Campus. 

In order to raise awareness and visibility of Zeke’s on the Iowa State Campus, we 

implemented several ways to reach and construct these goals. The main goal was to get 

Iowa State Campus students to know the existence of Zeke’s and that it is a family, fun 

center that welcomes the community to use for events.  

 

We designed two different flyers for Zeke’s to raise awareness. One of the flyers would 

be the general flyer of Zeke’s, which consists of brief information about Zeke’s, Scott’s 

contact information, and social media links of Zeke’s. This general flyer was designed to 

be given to everyone in the coming future. We have given this design to Scott, as he will 
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be able to print and hand it out to people in the coming future even after this campaign 

has ended.  

 

 

The second flyer that we designed was for the GENRE’s showcase. The purpose of this 

flyer is to raise awareness among the Iowa State campus that GENRE bands will be 

having their showcase in Zeke’s. The flyer consists of music related graphics, 

information of the event (day, date and time) and lastly where will it be held at. We have 

chose the best places to hand out our flyers and measured by monitoring impressions and 

conversations. Generally, we tried to hand out our flyers in front of as many people as 

possible within our target audience. We have handed it out in front of the library at the 

free speech zone and also at the Memorial Union at lunch time where most of the 

students will be at.  
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Lastly, in order to raise awareness on campus, we made an announcement at the 

Malaysian Association Club graduation event regarding GENRE’S showcase and invited 

them personally. Malaysian Association Club contains more than 200 members and by 

the word of mouth, this has raised awareness among the people on campus.  
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Pictures From Showcase: 
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Evaluation: 

Objective 1: Increase the percentage of shows that do advertisement one week in advance by 

50%. 

Evaluation: For the months of October and November, keep track of the different types of 

advertising that was done and when they were done. 

The way that advertisement was done was hardly anything. Sometimes it would go up on 

the billboard a week in advance and sometimes fliers would get distributed. The amount 

of advertisement that was done one week in advance compared to advertisements done in 

total was about 10% for the year.  

 

During the months of October and November, Zeke’s has done advertisements on the 

billboard for every show at least one week in advance, along with some social media and 

flier distributing. The percentage of shows doing advertisement one week in advance is 

100%. We would like to have seen it also for the social media and flier distributing, but 

sometimes we weren’t able to get those things out as fast.  

 

Even with the flier distribution for events that we did do, we made over 7,500 

impressions just from handing them out to each house on campus. We would like to 

expand that distribution to not only ISU campus residents who live in the dorms, but also 

to students who live in apartments, campus buildings, classrooms, restaurants, cafes, and 

many other places. 
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Objective 2: Increase the pool of volunteers to five people per task by the week of November 20. 

Evaluation: Planning	  Center	  (Zeke’s	  paid	  event	  planning	  service)	  keeps	  track	  of	  how	  many	  people	  are	  

available	  per	  task.	  Count	  how	  many	  we	  have	  by	  that	  time. 

Zeke’s had around three volunteers doing sound at events and one doing lights.  

This was one area that we felt was really difficult to improve. Even though we did a lot to 

try and promote volunteering at Zeke’s, it depended upon people to actually go out and 

serve. With that in mind, the amount of volunteers didn’t shift and there was no progress 

in the amount of people volunteering at Zeke’s.  

 

This will have to be something to improve in the future to allow a variance in the amount 

of people available to do the tasks at Zeke’s. Some possible things that need to be 

considered are: putting up a position on the job board in Access+ for students to see, 

talking to ISU to allow it to be on the CyHire website, or advertising the volunteering 

positions on the billboard, fliers, etc. 

Objective 3: Create five new relationships/partnerships in the Ames community by the week of 

November 20. 

Evaluation: Within	  the	  two	  months	  of	  the	  campaign	  track	  how	  many	  new	  partnerships	  (sponsors,	  

collaborators,	  etc.)	  are	  gained. 

We set out to try and make five new relationships/partnerships with other businesses and 

organizations in the Ames community. We targeted some main businesses that we 

thought would be able to make some deals with Zeke’s for equipment, advertise 

continuously at Zeke’s, or sponsor some events. 
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We contacted seven businesses and organizations to offer up the possibility of partnering 

with Zeke’s. Out of the seven, two have either contacted Scott or have started working 

together during shows, events, etc. One was GENRE, which is a music club on ISU 

campus that uses Zeke’s for band practice every week and hosts a showcase for the bands 

that meet up in GENRE to play for a big audience. The other was Russell Nollen Studio, 

which is a recording studio in Ames. We contacted Russell about getting in contact with 

Scott to work a deal, especially since we get a lot of bands at Zeke’s; the possibility in 

having bands wanting to record their music at the studio is high. 

 

We didn’t meet our objective of getting five relationships/partnerships going with other 

businesses or organizations, but we believe that there was a lot accomplished of getting 

those relationships started.  

 

We think that continuing to pursue those relationships would be a great thing for Zeke’s 

to do, especially with SUB (Student Union Board), because they bring in a lot of concerts 

for the M-Shop. 

Objective 4: Have an event that makes over 100 impressions (online, in person) in the Iowa State 

community, and garners 30 Iowa State attendants. 

Evaluation: Use	  social	  media	  analytics	  to	  find	  online	  impressions,	  track	  the	  number	  of	  tickets	  

distributed	  on	  campus	  and	  at	  event,	  and	  track	  the	  amount	  of	  tickets	  returned. 

Since the event that we were planning fell through, we couldn’t get the online presence 

that we were hoping to get. We did get the chance to support the event that GENRE put 
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on and promote Zeke’s at the same time. There were two main times we spent time 

distributing flyers: one in front of Parks Library and another in the Memorial Union. We 

passed out around 140 fliers in all.  

 

During the time of the event, there were over 100 people that attended the event. Some 

attendees came and left, but at the time of count there were roughly 95 people, so to 

account the variance of amount of people coming and going, we calculated it to be over 

100 people. Overall, we made over 300 impressions in person, which doesn’t count the 

amount of impressions from the billboard outside of Zeke’s made every day, the amount 

of people sharing it on social media, or the advertising GENRE did for the event. 


