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OUR MISSION

THE TAP ROOM

PUBLICATION GENERAL INFORMATION

Welcome to the Tap Room, the digital destination where budding 
craft beer enthusiasts can learn all about craft brews. Geared 
toward the novice, this site is to serve as a primer for those curious 
about craft beer, providing articles and links with an angle on 
informing the newcomer on the ins and outs of this exciting new 
world.

WHAT’S IN A NAME?
Our first-choice name, “TheTapRoom.com” was taken by a 
website design company. We feel we can “own” the beer niche 
for this name, and will always display the website with a clickable 
link. TheTapRoom.us, so that users won’t have to remember our 
root name.  

PUBLICATION NAME
The Tap Room

DOMAIN NAME
TheTapRoom.us

DEMOGRAPHICS

PUBLICATION GENERAL INFORMATION

PSYCHOGRAPHICS

Our target audience is college educated men and women ages 21-35. They 

are middle-income earners with disposable income, and usually a budget for 

entertainment and relaxation. This demographic lives near a major metropolis 

and considers themselves casual, social drinkers. Since college, they’ve been 

consuming low-cost domestic beer brands (Bud Light, Miller) but are now 

ready to try something a little more adventurous and flavorful.

Craft beer is among the fastest growing segments of the beer market, and 

many of our target’s friends are getting into sampling craft beers. As a social 

and casual beer drinker, our target wants to keep up with their friends and 

the trends and experiment trying different tastes in craft beers. They want to 

convey an image of being “in the know” regarding social topics such as craft 

beers. And they like the fact that craft beer has a more sophisticated image.

However, the beginning craft beer drinker may feel overwhelmed at the 

many choices, and uninformed in a tasting room that’s filled with craft beer 

connoisseurs. Information in The Tap Room will be geared to the craft beer 

novice.  Users want to have fun, be informed, understand the tastes, language 

and culture of the craft world. The Tap Room understands their needs and 

starts at square one.
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PUBLICATION GENERAL INFORMATION

JESSEKATIE

PERSONAS THE COMPETITION

 - 25 years old 

 - Young professional

 - Single

 - Lives in a major city or urban center

-  Very social with a good grasp of 

technology 

 - Loves experimenting with new foods

 - Hobbies: fitness, live music and travel   

 - 30 years old

 - Casual dresser 

 - Single 

 - Likes to explore and try new foods 

 - Tech savvy and loves live music

 - Engaged with his friends, and  in 

outdoor/group activities  

 - Loves to travel

Plenty of websites and publications cater to the craft beer drinker: Online magazines such 
as Draftmag.com, Craftbeer.com, as well as apps like Untappd, and beermenus are our 
main competition. Most of these sites are general craft beer knowledge publications and 
do not cater to the beginning craft beer drinker. As this will be the main focus of our site, we 
see an opportunity to carve out a reputation as the “go to” place for the craft beer novice to 
learn everything they want to know about this world. You might say that our target is “under-
served” in this regard, and our aim is to serve up all of the relevant information they are 
looking for, at just the right “I want to drink” micro-moment. 

CONS:
Although the content offered by the online magazines and apps is robust and of high quality, 
it is more scattered and general, not clearly focused on one particular aspect of the target, 
like the beer novice. We will exploit that opportunity by focusing our efforts to the newbie 
with information that they find appealing and informative. And although direct social media 
connections are available to Facebook, twitter and Instagram, some of the more millennial-
targeted sites like Snapchat and Pinterest are not directly linked on the magazine’s home 
pages, and probably less important to the older demographic that is being targeted by these 
publications.

The use of video is another area that is lacking on both the online magazines and the apps. 
In fact, video content is minimal or virtually non-existent. We can exploit this opportunity by 
making video a major asset of our site, appealing to our target audience, millennials, who 
are voracious consumers of video content. By offering video content on both our website 
and mobile site, we can capture our target’s attention and fulfill their needs wherever and 
whenever they need us.

PROS:

PUBLICATION GENERAL INFORMATION

The online magazines, Draftmag.com and Craftbeer.com, are general craft beer knowledge 
publications that aim to provide a wide range of information, mainly distributed through 
websites and e-newsletters. Their content is high quality and articles are engaging and full of 
relevant information. They both have a strong presence on social media sites like Facebook, 
Twitter and Instagram.

The apps, Untappd and beermenus.com, provide narrowly focused information about local 
craft beers, events and festivals. They offer a strong way to connect with friends who are 
into exploring the world of craft beer and add the opportunity to engage and unlock badges - 
encouraging more interaction with their target.
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2 CONTENT

CONTENT

The Tap Room will have six verticals for our target to explore. All 
six will share a focus of educating and entertaining the craft beer 
beginner.

In this vertical we will give craft beer newbies an overview of the offerings available to them.

“Tap Room Talk” This article breaks down the “language of craft beers,” and how one might 
sound in-the-know when talking to a bartender or friends at a tasting room. The article will 
discuss the difference between lagers and ale, or stouts and porters, and give an idea of how 
to describe different tastes with words like “hoppy,” “malty,” “roasty,” etc.

“Craft Beer Flight School”  This article will be an introduction to the world of craft beer and 
make recommendations on how to build a beer flight. This will help the novice differentiate 
between beer styles. Emphasis will be placed on building flights of four 5 oz pours with an eye 
toward variety and exposure.

We would also link to other websites such as the Brewer’s Association for small and 
independent craft brewers which offers additional information on the “Beer Style Guidelines” 
page.

1. CRAFT BEER BASICS

Nothing goes better with food than beer and here we explore tastes that go together well. 

“Perfect Pairings” Just like wine, different beer flavors can enhance the foods we eat. Many 
articles have made suggestions about pairing certain craft beers with certain foods. For 
instance, did you know American Amber Lagers and Bohemian style pilsners are the perfect 
complement for grain flavors and remain light on the palate in dishes like a creamy risotto?  
You do now. 

“The Cooking Craft” Here we will explore cooking with craft beers and offer up recipes for great 
food that pairs with great beer. Everything from appetizers, to main courses, to desserts can 
be made with beer, and enjoyed with beer.

2. FOOD & BREWS

CONTENT

Infographics will show how different craft beer styles, like lagers, ales and stouts, pair with 
different foods. Here is one such infographic: 

Beer styles food chart pairing. Courtesy of Google.com and The Hangout

In this vertical, we will explore the future of craft beers and innovations in brewing techniques, 
and tastes like varietals, cocktails, etc.

“Sweet on Sours?” Did you know that there are at least a dozen different styles of craft beers 
that are called “sours” and they can vary widely in terms of taste, tartness and acidity?  This 
would be one example of an article that would report on the emerging craft beers. This would 
inform the craft brew beginner about what to look for and sample in these new types of craft 
beers.

3. LIQUID INNOVATION
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“Two Brews are better than one” Many craft brewers are experimenting with mixing other 
beverages with beer. One of the most intriguing is “coffee beer.” Some stouts like Guiness 
already have a deep, rich flavor akin to coffee. But now brewers are discovering all new blends 
that tease the palate and make for a delightful experience. This would be another example of 
the kinds of innovation that is going on in the craft beer space. We would also ask readers for 
comments so a community feel of craft beer drinkers would be created.

3. LIQUID INNOVATION (cont’d)

“Brews in the News” This vertical provides regional news about local breweries that are hosting 
events like beer tastings, or introducing new products.

“Local Flavor” Since our intention is to create a publication with national appeal we could feature 
a way to discover breweries near the user by using geo-targeting. Articles about beers with a 
local appeal, or events, festivals and tasting in a user’s regional area would be of great interest. 
There is the potential to work with local breweries to create articles to use as “advertorials” to 
promote their beers and tasting rooms.

New releases from local breweries are the talk of the trade, and consumers alike. When a 
local brewer comes out with a new product, they want to promote it, and the Tap Room would 
provide a forum for the latest introductions in local markets. Our beginning craft beer drinker 
would be interested in the latest beers and would most likely want to try them.

4. BREWS IN THE NEWS

“Fun is Brewing” Local and regional breweries that offer tours, upcoming beer festivals, brewery 
travel destinations. 

“Six Epic Beer Road Trips”  This is a type of travel story that we think would be appealing to 
our readers. When users show enough interest in craft beer they’ll want to really immerse 
themselves in the experience, and to meet like-minded individuals. Going on beer tours is a 
must. Think of the wine country tours that are popular with wine enthusiasts. Here we would 
offer tours of popular breweries in five destinations across the country. We would work with 
travel companies and possibly partner with tour operators to gain a share of revenue from 
those who sign up through our site.

The Great American Beer Festival is an annual event in Boulder Colorado that attracts hundreds 
of craft brewers and thousands of craft drinkers. This event is not just about sampling styles, 
but it is also a beer competition with a professional judging panel. Attendees can sample the 
beers in the competition during “tasting sessions” and see if they agree with the judges. We 
would have a live feed from this event with daily updates, and a summary of the winners in 
each category.

5. FUN IS BREWING

CONTENT CONTENT

Winners!  We will run contests in order to get users to sign up for our site, collect their emails 
for our CRM and email lists, and to generate excitement on the site. 
  
“Great Beer Town Contest” One such contest would be for a trip to a Beer Town of your choice. 
We would feature craft breweries in popular beer destinations like Milwaukee, Tucson, Austin, 
St. Louis and Boulder. Winners would get an all-expense paid trip to the location of their choice. 

“Name that Beer Contest”  We could partner with some popular breweries in a craft beer naming 
contest, where name entries for different style brews would be solicited from our followers for 
a prize. Also possible partnership with groups like the “Beer of the Month Club” to name some 
of their newest brews would attract users to sign up and participate for a prize.

6. WINNERS

VIDEO
CONTENT
All signs point to video being a key element 
of successful platforms and we will definitely 
incorporate video content as part of the Tap Room 
experience.  Our video content will work seamlessly 
in with our verticals and we will offer our millennial 
target both original and curated content that covers 
everything from a quick guide to the types of craft 
beers, to tours of breweries, interviews with master 
brewers, and even “man-on-the-street” interviews 
with people enjoying craft beer at tasting rooms 
across the country.

Video will be used across verticals when a video is available and relevant to the story. The 
home page will always have a least one video which would fall under one of the verticals.

VIDEO PLAYER SUPPORT
We have explored several different video players and feel we will get the best opportunity for 
success by selecting Brightcove as our partner. Here’s why:

Brightcove is a video cloud platform company with the best technology, a premier partner 
ecosystem, and an unmatched team of experts to help clients move business with video 

and get great results. On its landing page, Brightcove describes itself as “The Complete 
Hosting & Publishing Platform.” They seem to be billing themselves as the complete, one-
stop shop for everything you may need in video.
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3

CONTENT

VIDEO PLAYER SUPPORT (CONT’D)

Brightcove offers a marketing suite which includes consulting Services, Video Cloud, Live 
video streaming, Video Monetization and Advertising, Video and Enterprise Marketing Suite 
to marketers, publishers, broadcasters and enterprises.

Brightcove has “every screen” coverage via their “Video Cloud” that reaches every screen 
with the “fastest HTML5 video player available.” Brightcove boasts that it delivers high quality 
video experiences to your audience that “inspire, engage, educate and entertain.” They 
also promise to cover the data needs of any organization with deep insight into the target 
audience’s behavior. 

Brightcove takes security seriously as well, calling themselves “one of the most security 
minded organizations in the world.” As far as social media video is concerned, Brightcove 
offers management and measurement of social media videos to deliver optimal ROI. Finally, 
Brightcove says it can leverage all of a client’s existing technology and content in one single 
video platform. Its offerings seem complete and well-thought out.

This is an appealing partner for The Tap Room because we can work with experts in the 
category to get best in the business advice and performance for our publication. Their 
expertise in data and analytics will help us make decisions on what’s working with our target 
and what’s not. And since social media will be a huge opportunity for us, as users may be 
checking out our info at bar, for instance, Brightcove’s measurement and management tool 
help deliver the right message, to the right target at the right time. We want to be there when 
our target market has an “I want to know” or “I want to drink” micro moment!

SEARCH ENGINE 
MARKETING

SEARCH ENGINE MARKETING

An aggressive paid search marketing campaign will be launched for The 

Tap Room with the goal of achieving the maximum reach within our budget 

parameters. We explored both SEMRush and the Google Keyword Planner 

to find the most effective keywords. Below are the keywords we’ve chosen to 

launch with, and the average potential monthly searches for each keyword in 

the U.S.:

CRAFT BEER 201,000

MICROBREWERY 49,500

TAP ROOM 40,500

CRAFT BREWERY / BREW 18,200

BEER FLIGHTS 14,500

CHEAP BEER 14,600

BREWERY TOURS 9,900

BEER CLUB 9,900

WHAT IS A PORTER? 6,600

WHAT IS A LAGER? 3,600

WHAT IS A STOUT? 2,900

WHAT IS A SAISON? 1,000

WHAT IS A SOUR BEER? 390

CRAFT BEER CLUB 2,900

BEER GUIDE 1,300
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PAID SEARCH AD EXAMPLES

SEARCH ENGINE MARKETINGSEARCH ENGINE MARKETING

Although our focus is on the novice craft beer drinker, we found little interest in search terms 
like, “craft beer beginner” or “craft beer novice,” “beer education,” and even “first time beer.” We 
concluded that our target probably isn’t describing themselves, as such, but is more likely 
to be searching for the information for which they are looking. We also explored some more 
specific search terms which would anticipate the questions that our target may be asking. 
Questions such as, “What is a porter?,” or ”What is a stout?” would be keyword phrases we’d 
be interested in bidding for.

We’ve created a Tableau.com data visualization of the keyword search we’ve conducted. The 
simple term of “craft beer” is the most targeted phrase and most popular. We used tableau to 
visualize the potential of each search term or phrase so we can more clearly understand the 
kind of feedback we can expect from our target’s Google searches.

Our geographic target will be the United States, with a concentration in major metro areas. 

Our demographic study targets millennials living “near a metro center.” We also explored 
using paid search in Canada and Australia. However, the gains in reach were minimal in the 
case of Canada. And Australia, though favorable, may be a future market for us, once we are 
established in the states.

We’ve created three attention-grabbing paid search ads that speak to the customers’ needs 
and incorporate a call to action, to check out the site.
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4 SOCIAL MEDIA 
STRATEGY

SOCIAL MEDIA STRATEGY

In evaluating our target audience, we plan to focus on Facebook, Twitter, 

Instagram, Pinterest and Snapchat to build our presence on social media. 

U.S. smart phone penetration was more than 75% in 2015 and is steadily 

increasing. 

In deciding which social media platforms would help up build our audience, we 

considered the demographics of our target market and their digital habits. A 

study by the Brewers Association states that millennials increasingly use social 

media to make their purchasing decisions and more than 60% percent said 

that if a brand engages with them via social media platforms, they are more 

likely to become a loyal customer.

Our digital publication will include a responsive web design easily accessible 

to the 57% of Americans who use their mobile phones to go online. To 

incorporate the popularity of mobile in our publication, it is important for us to 

capitalize on some of the most popular social media platforms to share and 

disseminate our content.

FACEBOOK

SOCIAL MEDIA STRATEGY

Facebook serves as the de facto platform for many new companies, organizations and 
initiatives and is a valuable source of information as we glean data and target ads, posts and 
content toward our desired audience. Our Facebook page will complement our website and 
be used to disseminate our websites’ featured content. Utilizing Facebook is one of the best 
ways, if not the best way, to build our following and attract users on social media to our site. 

Facebook is an invaluable platform allowing us to share our Tap Room Talks videos, content 
related photos such as recipes using craft beer and images of breweries across the country 
and written content about 
brewing basics and contests with 
our followers. It also allows us to 
increase our reach by 
engaging with users and sharing 
user generated content. For our 
digital publication, Facebook 
gives us the opportunity to 
nurture social relationships with 
consumers due to the amount 
of information available on the 
platform and its number of users.

Our site will contain a wealth 
of content from our varying 
verticals, thus giving us plenty 
of content to choose from when 
sharing on Facebook and other 
social media platforms with 
direct links back to our site. In a 
given week, our goal is to post 
2-3 times a day, which is a 
few posts less than our main 
competitor. A few examples of 
content will include an article 
relating to craft beer basics 
called ‘Decoding Craft Beer: Pale 
Ale, Microbreweries, IPAs’, news 
about growing craft breweries, 
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SOCIAL MEDIA STRATEGY

We will also feature custom content from our local flavor and food and brews verticals 
sharing delicious dishes from local restaurants that serve craft beer and highlight brewing 
spaces across the country. This will enable us not only to share the experiences of others, 
but to show our followers the craft beer options near them. The shared experiences of others 
and knowledge of what’s nearby will hopefully encourage  our followers to take the leap into 
learning and tasting what craft beer has to offer.

Instagram will also complement our website and tease visual content on our site like recipes 
using craft beer, food pairings, craft beer ingredients and craft beer cocktails, driving traffic 
to our site to learn more. With Instagram, perfecting designs to capitalize on visual appeal is 
monumental.

SOCIAL MEDIA STRATEGY

INSTAGRAM
In addition to nurturing social relationships using Facebook, we will have a presence on 
Instagram, building our visual relationships with consumers. Instagram has rapidly evolved 
since its launch in 2010 enhancing its appeal as a social media app for all things visual. 

With the inclusion of stories, video and the use of grid postings, Instagram’s ability to 
attract and appease with photos and short videos is aligned with what our target demos 
crave.  According to Hootsuite, Instagram in the U.S. is used by 31% of women and 24% 
of men giving us ample opportunity to get in front of rarely targeted women beer drinkers. 
Additionally, Hootsuite reports that Instagram users “like” 4.2 billion posts per day, an 
encouraging sign of engagement for brands.

Knowing this, we plan to continue with our standard 2-3 posts per day centered around 
website content, but add an additional 2 – 3 posts per day with visual posts like photos and 
video. 

The majority of visual posts will be user-generated content, sharing unique individual 
journeys and experiences from brewery tours, festivals and  beer tastings. 

a cooking craft article called ‘5 Craft Beer and Food Pairings for Your Holiday Dinner’ and a 
brewing innovation article called ‘Brew or Blunder: Coffee Beers’. 

Taking our social media listening for Facebook into consideration, we noticed that an 
increased posting frequency by our competitor didn’t translate into more engagement from 
the brand. Realizing this, we’ve decided that posting 2-3 times a day and actively engaging 
with followers by responding to comments within 24 hours, liking tagged posts and asking 
follow-up questions will be better for our brand reputation. Since this plan is flexible, we are 
prepared to increase posting frequency if we do not see the desired results. We also expect 
to post more frequently when there are contests, giveaways, big festivals and new Tap Room 
Talks video content.

This foundational plan for Facebook will be replicated across each of our social media 
platforms with the help of Hootsuite, a social media and marketing management dashboard, 
and tweaked to suit individual each platform by adding different types of content to the 
posting mix. 

FACEBOOK (cont’d)

PINTEREST
Our target demographic is also active on Pinterest - in more ways than one. Hootsuite 
published an article about Pinterest for business and revealed insightful insights for brands 
to consider when engaging the platform.
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“
”

ON PINTEREST, 
MALE USERS HAVE 

GROWN 120% 
IN THE LAST YEAR. 

A few statistics include:

•Active Pinners have 9% higher average income than non-users: This statistic   
correlates with the psychographic characteristics of our target audience as having   
disposable income and connected digitally. 

•87% of Pinners have purchased a product because of Pinterest - If a user is a heavy 
Pinterest user and has to make a beer run, we want them to be able to rely on our 
Pinterest page for information about which beers to purchase depending on the 
occasion. While users are not directly buying from us, we can influence in-store 
purchasing decisions and become more valuable to advertisers. 

 •Male users have grown 120% in the past year - the article states that men often   
 search Pinterest for items related to categories such as technology, travel,    
 camping and recipes to name a few. With verticals that offer content relevant to each  
 of those categories, we can provide direct and valuable content directly to them. 

Pinterest will be used differently from Facebook and the other social media platforms 
because its overall setup and purpose is different as a social media platform. It is similar to 
Instagram because it is very visual in nature, but it is mainly used to gather ideas and plan 
using visuals, therefore, our posting strategy will not follow the foundational plan as laid out 
with Facebook. 

We will have boards directly related to our content verticals and will populate them as new 
content is posted to our website, so our Pinterest boards will contain more content than our 
other social media platform. 

PINTEREST (cont’d)

SOCIAL MEDIA STRATEGY SOCIAL MEDIA STRATEGY

Snapchat is a gold mine for our target age group and demographic. We envision using 
Snapchat for its entertainment value as we attend and sponsor craft beer events rolling out 
custom filters, augmented reality and gamification to interact with event attendees gaining 
brand awareness and differentiating ourselves from competitors who rely solely on content 
and information sharing to attract visitors and increase page views. 

In our infancy, Snapchat will solely be used for takeovers by certain breweries and for custom 
filters during festivals and other sponsored events.

SNAPCHAT

-HOOTSUITE STUDY

Similar to Instagram and Facebook, though, each pin will link back to our website. 

We plan to engage with our followers on Pinterest using the site’s “Tried It” feature which 
allows pinners to note and comment if they’ve tried what you suggested in your pin. This new 
comment-type feature lives with the pin and is visible by anyone who is curious to see how 
the noted suggestion with the pin worked for others. 

Since Pinterest works best for listicles, how-to’s, guides and evergreen content, we will not 
use Pinterest for contests, giveaways and time-sensitive matters. While we will mention 
festivals and general events through pins like the one illustrated below about craft beer 
workshop, the pin will link  to our site with more information about timing and location of all 
workshops, festivals and events. 
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SOCIAL MEDIA STRATEGY

COMPETITIVE INSIGHTS (cont’d)
app that had a large following and allowed for discovering and sharing beer types and 
locations. 

Researching competitors online presence aside from social media, revealed a direct 
correlation between relevant content and social media sharing. There were numerous 
mentions of several of the verticals we’ve created: Contests, Foodies, Beer Basics, and 
Innovations. With these insights, we can focus our verticals and make sure our topics are 
narrowly focused to speak to our target, the beginning craft beer drinker. In monitoring our 
competitor on social media, there were a lot of posts (3-4 per day), but not much interaction 
with followers. This showed us that engagement may not be a priority for other digital 
publications social media presence.

As we grow and refine our content and product offerings, we will rely heavily on what our 
followers and critics are saying about our brand and publication. Since this publication is 
digital, we fully expect the feedback to be the same - with the potential to be far reaching and 
lasting within the digital space. 

As a brand that aims to engage with 21-35 year-olds, we understand the importance of 
good communication and customer service when “speaking” with our followers. Part of 
our strategy will be to encourage conversations with our followers. This will include asking 
questions in social media posts, promptly replying to comments and using user-generated 
content to boost engagement. Here are some examples of social media posts:
 •7 Ways to Upgrade Your Beer Game
 •They say Millennials love craft beer. Do you agree?
 •Pale Ale, IPA, Microbreweries: Decoding Craft Beer
 •Tap Room Talks: Connor Horrigan, Master Brewer, Half Full Brewery (video)

BRAND REPUTATION

SOCIAL MEDIA STRATEGY

SOCIAL 
LISTENING

Social media influencers have become 
more popular over the years, especially 
with sponsored posts and reviews on 
platforms like Twitter, YouTube and 
personal blogs. Finding a craft beer 
influencer is key to connecting and 
engaging with our audience. We will 
explore social media personalities and 
celebrities as key influencers. We can 
do this by researching desirable social 
media interactions with individuals 
using keywords and hashtag searches. 
A key influencer can really help us 
shape our messaging and drive content 
to the 21-35 year old demographic. 

While we do not have many direct competitors, there are lots of people conducting 
searches about craft beer and the differing varieties. Some of our preliminary searches from 
competing Twitter accounts revealed content about breweries in the news we discovered an

COMPETITIVE INSIGHTS

KEY INFLUENCERS 

Social media listening 

offers a wealth of 

industry intelligence to 

help inform our brand 

and social strategy. 

We will focus on three 

areas as we evaluate 

and plan our strategy. 

20 21

With no immediate content plans for Snapchat, we want to capitalize on the visual nature of 
the platform by letting users inform their friends where they are and what craft beers they’re 
trying with custom filters using geo-tagging and potentially virtual reality. 

Knowing this, it is evident that while we will be on Snapchat, its priority isn’t as great as 
Facebook and Instagram. This is partially because we expect the Snapchat usage to increase 
during the evening hours and on certain days of the week when people are most likely to be 
visiting breweries and experimenting with craft beer. We will coordinate with breweries to do 
Snapchat takeovers and publicize on our other social media channels accordingly. 
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21

Periodically, we will run social media posts 
publicizing our email marketing sign up 
and will include a similar “ask” as a call to 
action at the conclusion of our ‘Taproom 
Talks’ video series. Our social media “asks” 
will market the benefits of signing up to 
subscribe to our website.

SOCIAL MEDIA ASK

POP UPS / INTERSTITIALS

On the site pages will be the second method 
we will use to capture email addresses 
of visitors. We will test out two methods: 
triggers based on time on page and/or 
number of clicks; and only offering a sign 
up to first-time visitors.  We will test these 
two methods to see which one is more 
appropriate per visitor behavior. 

On our site, www.thetaproom.us, there is a 
place in the footer of the homepage and all 
site pages offering visitors a place to sign up 
so they can stay informed and receive timely 
news about craft beer. We will only require 
an email address and a name, eliminating 
a lengthy sign up process. Collecting first 
names allows us to send personalized 
emails from our marketing automation 
platform en masse and touches on an 
important way of communicating with our 
young demographic - personalization. 

According to Business Insider, email isn’t 
going anywhere and is a powerful tool for 
marketers to connect with consumers. 
The writer of the article reported on a 
survey conducted by Adobe in which 
approximately 50% of respondents said 
email was their preferred mode of receiving 
marketing material.

WEBSITE FOOTER

In addition to our social media push to get 
subscribers, we will have three ways in which we will 
collect email addresses to build a list.

EMAIL

EMAIL Our standard email marketing plan will consist of weekly emails highlighting the most recent 
content from our website all of which will be relevant to our verticals. Each content headline 
in our newsletter will link to its respective page on the website. 

On certain occasions, we will increase the 
frequency of our emails. For example, if we are 
running a contest or giveaway for a brewery trip 
or tickets to a beer fest, we will send campaign 
specific emails to subscribers to increase 
engagement and highlight the content, so it 
doesn’t get lost in the weekly email content. 
Additionally, we will reformat our mailings during 
spring and summer months to highlight the 
increase in activity surrounding festivals, tastings 
and outdoor events.

The overall design of our newsletter will coincide 
with the design of our website - good use of white 
space and standard brand colors. It will include 
minimal text and colorful images to draw attention 
to the content. Each call to action button says 
something different but still features our brands 
bright orange accent color which is also found 
throughout our website. The main goal of our 
marketing email is to drive traffic to our website 
which is why we’ve chosen to create a minimalistic 
design without side columns, menus or an infinite 
number of article choices. Our content delivery will 
feature between four and six stories depending on 
the week and what’s relevant to our readers. 

Here is an example of what our email will look like:

EMAIL

EMAIL FREQUENCY, CONTENT & DESIGN
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6 ADVERTISING

ADVERTISING

The craft beer industry’s best practices for business, brewing and 
marketing are defined in detail by the Brewers Association and 
the Brewers Association Marketing and Advertising Code. As a 
publication which hopes to be a content leader in the industry, 
The Taproom has directed its strategy with the Association’s best 
practices in mind as it relates to accepting and running ethically 
sound and appropriate ads that do not disparage competing beers 
and breweries and promote unhealthy, illegal or irresponsible habits 
or lifestyles. An overview of the guidelines can be found here.

Advertising within our digital publication will be one of the main revenue streams for our 
company, so we have opted to make advertising a premium on our site. Our digital publication 
will have many opportunities for advertising. While not an exhaustive list, the following have 
potential to be advertisers on our site:

 • Regional and local craft breweries
 • DIY home suppliers of Craft Brewers
 • Beer Festivals/Events
 • Liquor stores that carry craft brews
 • Restaurants 
 • Associated lifestyle brands: BMW dealers, cigar shops
 
On many websites, including our competitor’s sites, advertising takes form as horizontal and 
vertical banner ads and square display ads. We plan to offer the same types of paid content 
space on our homepage and individual landing pages to maximize the advertising potential. 

Alternatively, our ads will remain stationary - no pop up or full page roll out ads - as those can 
be distracting, and our focus is to provide quality content of value to the reader. There will be an 
abundance of ad space on each page with plenty of options for advertisers, including premium 
and non-premium space. Ad space will not be exclusive to the outside of the webpage, rather

advertisers will have the option to place banner ads between content paragraphs in the middle 
of the page. As is standard of many sites we’ve researched, premium ad space found at the 
top of the page directly beneath the header will be available for purchase. Non-premium ad 
space will include bottom of page banner ads and skyscraper or square ads on the bottom 
right hand side of the page. 

As a feature of our site and part of our overall content marketing strategy, we will have 
opportunities for content contributors and craft beer experts to write compelling stories for 
our six verticals. We will also offer native advertising that will mimic the look and feel of a 
contributor story, but instead will be a paid feature. This offers craft beer brands that specialize 
in technology, research and beer recipe apps or publications an opportunity to have a full-page 
advertisement that is not a distraction to readers. 

ADVERTISING
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7 WEBSITE 
IMPLEMENTATION

WEBSITE IMPLEMENTATION

The Tap Room team has a website visitor mindset. For the inbound 
marketing strategy, the team will use WordPress Business to 
create The Tap Room website and mobile web (see mobile web). 
The WordPress Business option will host The Tap Room website 
for free and allow for customized domain name such as The Tap 
Room. 

CONTENT MANAGEMENT
WordPress allows for different users to edit 
and manage the web and mobile content, 
decreasing costs for increased revenues 
for The Tap Room. It will also allow for 
accountability with a viewable audit trail 
and allow The Tap Room team to maintain 
consistency to empower the brand’s integrity.

WordPress is easy to learn and use so that 
a non-expert in web building may create and 
manage content postings. It is intuitive for 
a user. The attributes that signal usability, 
which WordPress, offers are a conceived web 
page layout and navigation, operable links, 
functionality, and interactive components. 

The Tap Room team wants to build trust with 
the high-quality design available in WordPress, 
use the principles of page layout for The Tap 
Room effectively, and also use graphic design 
principles such as scale, positive font pairings,  
complementary color palettes, white space

To use Google Analytics effectively the team will set up the code as Google instructs and 
attach a value system for goal values to give The Tap Room team a better understanding of 
the story being revealed. Google Analytics will improve The Tap Room visitor experience and 
optimize the goals in advertising and conversion rates.

WordPress Business also adds tools such as a SEO ensuring The Tap Room’s content will 
be found online easier on search engines and social media. Further, the WordPress Business 
option will remove WordPress Ads and WordPress branding to highlight The Tap Room’s 
content and sponsored content. 

To increase The Tap Room’s online presence, WordPress allows for intuitive methods 
of sharing content. Overall, WordPress will improve communications and reduce costs 
associated with overall content managing and publishing.

and alignment. Design and aesthetics 
are important for The Tap Room team 
as well as being pleasant to use to retain 
visitors at The Tap Room site. The content 
tone will be welcoming with easy-to-read 
content that motivates users to engage 
with the content.

Because data is important in digital 
communications, another ideal advantage 
of WordPress Business is the data 
analytics integrated in this package. Data 
is another way of storytelling. It reveals. 
Google Analytics is integrated for a deep 
dive of understanding website visitors and 
customers. Google Analytics will reveal 
The Tap Room’s top content and also 
underperforming pages, determine social 
media traffic to the website, and whether 
visitors came from a Google search or 
from The Tap Room campaign.

WEBSITE IMPLEMENTATION

E-COMMERCE
Initially, The Tap Room will not host an online store for premium content, products or 
membership. However, if that should change in the future to make the website a merchant, 
Paypal and Shopify will be the merchant options for The Tap Room website. WordPress has 
Shopify integrated and PayPal has a simple button integrated. In other words, WordPress has 
built in functions to make The Tap Room website a merchant.

One E-commerce imperative is a SSL to encrypt data. WordPress has a SSL plug-in. The 
plug-in secures a monetized site such as The Tap Room, regarding sponsored content and 
advertisement. Also, WordPress has a program to profit from impression known as WordAds.

MOBILE
WordPress integrates Responsive Web Design (RWD) across multiple devices including 
mobile devices. Users will be able to access The Tap Room from virtually everywhere. Users 
will not have to deal with a redirect such as an app. Apps typically take mobile disk space so 
a mobile web is preferred. RWD is known to improve SEO as servers send the same HTML 
code to devices. One standout recommendation from Google about RWD is that a single URL 
is used to link to The Tap Room content. RWD will offer users an interface of uniform quality 
and is future proof, meaning any new screen size put into the marketplace RWD will continue 
to acclimate to any given screen size in the future. The Tap Room team wants to maintain 
consistency and with that brand integrity, RWD ensures this goal.

The Tap Room’s mobile web will offer a few more verticals such as a blog, two APIs, Yelp!® 
and Uber®, a hyperlink for time sensitive opportunities such as sponsored ads for the 
Christmas season.
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8 APIS & INTERACTIVE 
ELEMENTS

APIS AND INTERACTIVE ELEMENTS

The Tap Room team strives to enhance user engagement, especially 
in its mobile web interface. Now more than ever, more people access 
websites with their digital device. It is safe to say that digital devices 
are decreasing the digital divide. An Uber® API and a Yelp!® API are 
two APIs that will enhance user engagement.

Uber®: The Uber® API will allow users to access its services from 
The Tap Room’s mobile web. Data will be gained from Uber® as to the 
frequency of visits to breweries and the audience of novices using The 
Tap Room mobile web to generate a top 10 List of breweries novices’ 
visit.

Yelp!®: Users also will have access to the Yelp!® API from The 
Tap Room’s mobile web. Users will be able to access Yelp® 
recommendations of a brewery in a simple touch. Data points from 
Yelp!® reviews will demonstrate which breweries novices are viewing. 
The Tap Room will feature the more popular brewery choices novices 
are viewing in its content.

Another interactive element will be the first interface after the user 
navigates to The Tap Room website. It will be an interstitial pop-
up box to allow users to share their email address or opt out and 
continue to the content. 

APIS AND INTERACTIVE ELEMENTS

WIREFRAMES
The Tap Room encourages a well-conceived page layout and navigation such as the one 
illustrated in the wireframes. The homepage offers the following elements: the site ID, 
which is also known as the brand logo and serves as a homepage hyperlink; a header with 
social media tools; a global navigation bar of six verticals; main content area with at least 
one patterned graphic illustration with appealing multiple tones and at least one video; a 
secondary content area with at least one infographic with hand drawn sketches to maintain a 
fresh appeal; three sponsored content areas, and a footer with site tools. Fresh content such 
as videos, capitalizing on time-sensitive content encourages return users.

Other elements include a search bar. Also, micro-
interactions will occur when the user hovers over 
the global navigation verticals.

In keeping with the concept of the eliminating 
content beyond the fold, the first scroll will occur 
from left to right on a carousel activated by the 
user. The homepage also maintains a top to 
bottom scroll option with content. A sense of 
finite scroll will be implemented to stave off an 
infinite scroll feel. Users are quicker, so The Tap 
Room team strives for a simpler website.

To maintain a CMS second generation aesthetic 
for The Tap Room’s online presence, social 
media buttons will appear and operate in the 
header. The social media buttons include: 
Facebook, Twitter, YouTube, Snapchat and 
Pinterest.

HOMEPAGE

Homepage
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THANK YOU

The landing pages will receive more emphasis than the homepage in a clear and concise 
manner. The Tap Room will continue to capitalize on the time-sensitive opportunities such 
as ads related to the holidays and continued fresh content use (see the illustration). Newer 
elements will be introduced such as imaginative heading styles.

LANDING PAGE

The mobile web version will continue to maintain a 
clean aesthetic and a clear and concise interface. It 
also will capitalize on time-sensitive opportunities. 
For instance, in the slider menu there will be a 
hyperlink for gift ideas by The Tap Room. Other 
verticals will be a blog and the two aforementioned 
APIs: Yelp!® and Uber®.

MOBILE WEB

Landing Page

APIS AND INTERACTIVE ELEMENTS
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