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Current Situation/Background 
 
 

Litographs is a Massachusetts-based company that incorporates text from classic books, poems, 

speeches, plays, and scripts onto t-shirts, infinity scarves, tote bags, and posters. The text is used 

to illustrate a theme or character, and becomes fully legible up close. Customers can buy an 

existing product or have their own work custom printed on a scarf or t shirt. Litographs is 

primarily based online, with their products being sold in select retail locations throughout the 

United States. 

From a communication’s stand point, Litographs caters to their customers’ adoration of 

literature. Along with marketing material and user generated content, their Facebook, Twitter, 

and Instagram accounts includes famous literary quotes, “Must read” book lists, a “Book of the 

Week” a “Word of the Day” and other literature related images and articles. Customer 

complaints and comments are usually redirected to the Facebook page and are responded to 

within a timely manner. While engagement with company posts is not huge, this is 

understandable as they are a relatively new company marketing a very specific product. For 

2017, they will attempt to steadily increase engagement by continuing to appeal to all literary 

genres, characters, time periods, and age groups. 

There is a blog on the company website that mainly consists of recycled images and 

announcements from social media with few substantial blog posts. For a company whose 

audience is for the most part voracious readers, the lack of in-depth, text based content does not 

make sense. The website also includes a poll entitled “Which books would you like to see added 

as Litographs?”. While this is a clever strategy itself, the poll is hidden in the “Support and 

Feedback” section of the website, which is not immediately accessible to customers. 

One of Litographs biggest partnerships is with International Book Bank (IBB), an organization 
that seeks to increase literacy by providing books and other educational materials to developing 

countries. However, content that explicitly advocates literacy or advertises IBB is rarely featured 

on the website or any of the social media channels, which makes it difficult to tie the two 

companies together. 

 
 

Company Objectives 

 

The company objectives for 2017 are to: 

1. Further promote Litographs as an advocate of literacy and their partnership with IBB. 

2. Continue to appeal to a wide literary audience. 

3. Maintain their reputation as a company with philanthropic, intellectual merit and 

therefore maintain product credibility. 

 

Communications Objectives 
 

 
To accomplish the 2017 company objectives, the aligning communications objectives are to: 

1. Facilitate discussion around topics related to literature. 



2. Post content that that covers various books, authors, themes, and characters from 
multiple literary genres. 

3. Add a face to literacy through testimonies from both Litographs and IBB staff members. 

 
 

Target Audience 
 
 

The primary audience is older millennials between the ages of 18 to 35. They typically hold or 

are completing at least a bachelor’s degree and work in fields such as journalism, teaching, or 

other professions that involve reading and writing. Since most them are educated, the best way 

to engage them is on an intellectual level through articles, sophisticated literary memes, and 

other references to literary, characters, themes, and famous quotes. 

 
 

Platforms 
 
 

In 2017, Litographs will expand its company blog and YouTube channel to include in-depth blog 
and video content to facilitate discussion and awareness around literature and literacy. It will 
also maintain its current presence on Facebook, Twitter, and Instagram. These platforms are 
ideal for Litographs’ audience as their combined demographic is in the age range of 18-29. 

 
 

Message 

 

The content and message for each channel will be as follows: 

 
 

Blog 
 
 

In 2017, Litographs’ blog will include weekly posts that expand on a character, theme, or author 

related to a newly released product, the “book of the week”, or reviews of a newly released book 

or book-to-film adaptation. A comment section will provide direct customer engagement, and a 

poll will be posted biweekly on Twitter and Facebook to assess customer interest in future blog 

topics. By posting content that doesn’t directly market their product, Litographs will present 

themselves as a company that cares about the intellectual and emotional merit of literature, 

which actually adds more credibility to their products. 

 
 

YouTube 
 

 
Litographs will expand their YouTube channel to include the biweekly video series “I Love Books 

Because….”. The series will feature a Litographs or IBB staff member explaining what reading 

means to them and why it is essential for all children to have access to books. At the end of each 

video, the viewer will be encouraged to learn more about IBB’s mission by visiting their website. 

This will promote Litographs’ partnership with IBB and increase their reputation as an advocate 



for literacy, and the inclusion of staff members in the videos will add a level of personal value 
and intimacy. The videos will be advertised on Facebook and Twitter the day they are posted. 

 
 

Facebook & Twitter 
 
 

To promote consistency, the same content will be posted on Twitter and Facebook. Each 
morning, a post titled “Iconic Character of the Day” will commemorate an iconic character from 
a book, play, or movie. Throughout the day, marketing material, memes, links to articles, 
famous quotes, author tributes, the “book of the week”, and user generated content will reflect 
various literary decades, age groups, characters, genres, and themes. This maintains Litographs’ 
status as a company that appreciates literature in all its forms and adaptations. The monthly poll 
“Which books would you like to see added as Litographs?”  will be used to gather market 
research in a way that is directly accessible to customers. Image-based content will also be 
shared on Instagram. 

 
 
Timeline 

 

 
Litographs’ communications timeline for 2017 will be as follows: 

 
 
 

 
Daily 

• “Iconic Character of the Day” posted each morning at 9:00 AM 
EST. 

• 3-4 other posts throughout the day such as links to articles, 
author tributes, memes, famous quotes, and user generated 
content. 

 
Weekly 

 
Company blog posts. 

 
Biweekly 

 
“I Love Books Because…” video series 

 
Monthly 

 
“Which books would you like to see added as Litographs?” poll. 

 
 
 

Budget 
 
 

Litographs’ proposed budget for 2017 is as follows: 
 
 
 

Expense Cost Per Hour Hours Total Cost 
Freelance Writer & Editor $45.00 180 $8,100 



Designer $45.00 40 $1,800 
Photographer/Videographer $45.00 160 $7,200 
Social Media Manager $27.00 160 $4,320 

Total   $21,420 
 
 
 

Evaluating Success 
 

 
By the end of 2017, Litographs’ communications strategy will be considered a success if the 

following goals are achieved: 

• 30% increase in blog readership and engagement. 

• 25% increase in YouTube channel subscriptions. 

• 20% increase in social media followers 

• 50% increase in overall sales. 


