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1760

The Industrial Revolution 
was the transition to new 
manufacturing processes 
in Europe and the United 
States.

1989

The World Wide Web was 
invented and forever 
changed how businesses 
advertised.

10,000 BC

Agricultural communities 
began to develop.

1891

Farmers Mutual was 
established.

History



Real-World 
Customers
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● Represents the majority of Famers Mutual’s 
current policyholders

● Age: 50
● Occupation: Farmer   
● Residence: Burlington Junction
● Marital/Family Status: Married with children

○ Mary, his wife, is retired, but has a small 
embroidery business.

○ Three adult children, empty nesters
● Assets/Household Income:

○ Approximately 30 head of cattle
○ Owns 500 acres of land
○ $58,000/year

● Current problems:
○ Rates aren’t staying consistent; doesn’t 

know what is covered under his current 
policy

● Current insurance and insurance needs:
○ Nationwide for auto insurance
○ Blue Cross/Blue Shield for health
○ Needs home and farm insurance

● Information sources:
○ Radio, word of mouth
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● Age: 20
● Occupation: Undergraduate student, Part-time 

Taco Bell employee
● Residence: Maryville

○ Lives with three roommates in a rented 
house

● Marital/Family Status: Single without children
● Assets/Household Income:

○ $12,000/year
○ Student loans

● Current problems:
○ Doesn’t know why he needs insurance

● Current insurance and insurance needs:
○ Parents have American Family for auto and 

home insurance
○ Needs renters insurance

● Informational sources: 
○ Social media, parents



When Carter searched Google for renters insurance, this is what he found...
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● Represents the target market of new or first-time 
home buyers

● Age: 32
● Occupation: Bank Teller
● Residence: Originally from Kansas
● Marital/Family Status: Married and expecting a 

child
○ Looking to buy a house just outside of 

Maryville due to husband’s new teaching job 
as a history teacher at Maryville High School

● Assets/HHI 
○ $72,000/year 
○ Couple makes financial decisions together

● Current problems:
○ Understands why insurance is important, 

but doesn’t know what should be covered
● Current insurance and insurance needs:

○ Auto and health with Progressive
○ Needs property insurance

● Informational sources:
○ Social media, word of mouth



When Lydia asked for recommendations on 
Facebook, these were her results...



Problem 
Analysis

● Created survey to send out to current 
Northwest students

● Received 402 responses
● Age range: 18-44 years old
● Average age: 21 years old
● Class status range: Freshmen to graduate 

students
● Marital status range: Single, married, and even 

2 widowed
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Goal and 
Strategy



Our Strategy

● Rebrand the company in a modern 
direction that would appeal to the 
target audience. The age range of 
30-50 will be targeted to first-time 
home buyers. The age range of 18-30 is 
more centric to renters insurance and 
first-time renters.

● Provide social media and other 
advertisements in relevant time 
periods that are directed at certain 
demographics depending on the 
relevant events and time of year.

Our Goal

● Decrease the average age of 
policyholders for Farmers 
Mutual Insurance of 
Nodaway County by 4% 
annually from 2021-2025 in 
order to reach a younger 
demographic.

● Shift the perception of only 
offering insurance to 
farmers in Nodaway County.



Branding



02Brainstorm unique ideas to help 
rebrand and make this brand 
unique

03 Start sketching ideas for new 
logo

04Develop new logo, typeface, 
color scheme, and more

01
Compare with competitors and 
see what has been effective in 
the industry
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Name: Next Door Mutual

The new name signifies a local, 
friendly, and dependable mutual 
insurance company. The name 
also evokes a sense of comfort 
and reliability.

The logo represents the close 
relationship that Next Door 
Mutual shares with its 
policyholders. There are two 
houses interlinked that signify 
togetherness. The door in the 
middle takes this closeness 
further, implying that Next Door 
Mutual is always reachable, 
never straying away.

Brand Identity 
Tagline: Quality coverage, hometown hospitality 

The tagline emphasizes that Next Door Mutual provides 
the same quality, professional coverage that larger 
companies do, while also treating their policyholders with 
the same care and attentive service that is characteristic 
of a small town, local businesses. 



Primary Typeface
Eloquia Display ExtraBold font is the 
font used in the official logo. The logo 
uses this font in large caps. 

Secondary Typeface
For most company-wide 
correspondence such as applications, 
letters, and legal documents, Open Sans 
Regular is recommended as a default 
typeface when the Primary Font is not 
available.



To display the Next Door 
Mutual logo properly and 
effectively, it is important to 
give it proper spacing 
without interference. The 
proper minimum spacing is 
outlined here. 

This general rule will help 
the logo maintain a strong 
presence on all applications 
and materials.

The negative space that 
surrounds the logotype is 
defined by using the logo’s 
doorknob, as seen by the 
logotype with red 
constraints. An element of 
the logo was used to define 
this space because it is 
easily accessible as a 
measurement and it will 
keep the spacing consistent 
among all logotype sizes.





Advertising



Advertising Markets
● Farmers/Current Policyholders (Age 40-50+)

○ Current customers represent a large portion of the people who live in Nodaway County and surrounding 
counties that are looking for the insurance policies offered by Next Door Mutual.

● Renters (Age 18-25)
○ College students in the area and near the other insurance branches provide the opportunity to support 

new renters for short or longer periods of time.
● New Home Buyers (Age 26-40)

○ Providing support to new home buyers presents the opportunity to create lasting relations with 
homeowners who will continue to be customers as long as they live in Missouri and near a Next Door 
Mutual Agent.

Where Next Door Mutual should advertise:

● Print Media
● Radio
● Outdoor/Other
● Digital Media 



4.0%
3.0%



Traditional Media
Advertising in traditional media works well for engaging Next Door Mutual’s largest customer 

base, those represented by Robert Moore. Traditional media advertising reaches multiple audiences; 
however, it is most effective in reaching the older demographic of Next Door Mutual’s current 
policyholders. This is why traditional media advertising makes up 50% of the advertising budget.

● Radio (25%)
● Print (18%)
● Outdoor (3%)
● Other (4%)



Radio
KFEQ (680), News Talk

Alignment: New Homeowners

Of KFEQ listeners, 67% are married and 33% have children living with them, which aligns with 
the marital/family status demographic of new homeowners. Forty percent earn under $78,000 
annually, and 85% own a home (KFEQ, 2019). In Nodaway County, the average household income 
is $78,000 or less.

Psychographically, new homeowners are interested in establishing themselves and their 
families and protecting their assets. Next Door Mutual can meet these with their homeowners 
insurance policies. 

Geographically, KFEQ is stationed in St. Joseph, Missouri, and its reach extends into the 
northwest region of Missouri including Nodaway County (KFEQ, 2019).



Radio
KKJO-FM (105.5), Adult Contemporary

Alignment: New Homeowners

The average KKJO listener is between the ages of 18 and 44, which aligns with the 30 to 
50-year-old age range demographic of new homeowners. Fifty-eight percent of listeners have 
children, which aligns with the marital/family status demographics of new homeowners. The 
average household income of listeners is $59,000, and 59% own their own homes (KKJO). In 
Nodaway County, the average household income falls within $59,000 or less.

Psychographically, new homeowners are interested in establishing themselves and their 
families and protecting their assets. Next Door Mutual can meet these with their homeowners 
insurance policies. 

Geographically, KKJO is located in St. Joseph, Missouri, and its reach extends into the northwest 
region of Missouri including Nodaway County.

The adult contemporary radio format is also the third most popular format among adults aged 
25 to 54 (The Nielsen Company, 2019).



Radio
KZLX (106.7), College

Alignment: Renters

KZLX would be a logical choice to advertise due to its demographic alignment to the renters 
target audience. KZLX’s format markets to the younger, college-aged audience in Nodaway County. 
As a student-run radio station, KZLX includes music and programming that is popular or aligns 
with the interests of Next Door Mutual’s renters audience (Northwest Student Media). This 
college-aged audience aligns with Next Door Mutual’s renters target audience. Additionally, in a 
study where the average respondent was 21 years old, 84% of respondents who currently live 
off-campus rent a house or apartment (In Our Paws, 2021).

Geographically, KZLX is in Maryville, Missouri, and its low-power frequency reaches to mainly 
this city. 



Newspaper

Print isn’t dead! Studies have shown that newspaper advertising boosts the effectiveness of a 
campaign and stimulates growth in other media for advertising (Goodfellow, 2016). Another 
benefit of newspaper advertisement is that newspapers are tangible and personal. People are 
more likely to save copies or clippings that they deem important to their lives in some way. 
Newspapers also typically capture higher amounts of attention than other media. People take 
their time reading, reviewing, clipping, and saving newspapers (Sadmin, 2015). 

● The Maryville Forum / The Post
○ Circulation: 1,600 / 11,333

● Northwest Missourian 
○ Circulation: 4,000

● Nodaway County News Leader



Outdoor

Billboards

Next Door Mutual should continue to run its billboard advertisement. The average number of 
impressions of the seven Lamar billboards located in Nodaway County equates to 17,536 
impressions per week and more than 900,000 per year. Individually, billboards that could be 
viewed while driving towards Maryville received higher impressions than billboards that could be 
viewed driving away from Maryville (Lamar Advertising, 2021).



Digital Media
Next Door Mutual should focus on digital media advertising for the 
following reasons:

● The competition is already using social media and digital media 
advertising

● Most businesses allocate most of their advertising budget towards 
digital media

● Most consumers are not only using digital media, but are using it 
regularly

● Digital media advertising can help build a brand
● Different social platforms can aid in reaching different target 

audiences, including new homebuyers and renters
● Digital media advertising allows advertisers to specifically target 

demographics, psychographics, and geographics relating to their 
audience

● We live in the digital age and digital media advertising is more 
encompassing of the times (Smith, 2020).



Social Media Calendar

Monday Tuesday Wednesday Thursday Friday

Facebook - Meet an Agent 
Monday @ 1 PM 

Instagram - Tuesday Tips 
@ 8 AM -- sponsored post

Twitter - Why Us 
Wednesday @ 4 PM 

Instagram post @ 8 AM Facebook - Fun Fact 
Friday @ 1 PM



Hootsuite

Hootsuite is a social media managing website that will allow Next Door 
Mutual to manage multiple social networks, connect with customers, and 
grow its brand on social media. Next Door Mutual would also be able to 
quickly respond to messages, brand mentions, and comments across all 
social networks through a single dashboard. Analytic reports are also 
available to show Next Door Mutual what’s working and what isn’t, and learn 
about your audience and improve your campaigns (Hootsuite, n.d.).





Facebook

Facebook is a logical platform for advertising to new homeowners. In the U.S., 74% of 
35-to-54-year-olds use Facebook, which aligns to the age range demographic of new homeowners. 
Of social media users in America, 54% cite Facebook as the platform they use most frequently 
(Newberry, 2021).

Due to recent trends of supporting local businesses in 2020, 23% of Facebook clicks on local 
businesses increased. Additionally, approximately 66% of users visit the page of a local business at 
least once a week (Newberry, 2021). This aligns well with Next Door Mutual, as it is a local business 
and prides itself in being so.

In relation to advertising costs, Facebook ad prices have decreased 9%, making them a little 
less expensive for advertisers. Facebook users click 12 ads per month on average (not applicable to 
impression-based ads) (Newberry, 2021).



Facebook 
“Meet an Agent 
Monday”



Facebook “Fun 
Fact Friday”



Instagram

Instagram is a logical platform for advertising to renters. Nearly 51% of Instagram users fall 
between the ages of 18 to 34, which includes the 18-to-29-year-old age range for Next Door Mutual’s 
renters target audience (Tankovska, 2021). 

Of Instagram’s users, 79% use the platform to search for information about a product/service. 
Approximately 66% of user visits to business profiles on Instagram come from users who do not 
follow the account yet (Gotter, 2020). This gives Next Door Mutual the chance to advertise its services 
to users who are new to the company and are actively seeking more information about services 
related to it.

Engagement rates on branded posts also tend to be higher on Instagram compared to other 
dominant social platforms (Gotter, 2020). In this way, users typically interact with more branded 
posts/ads on Instagram than other social platforms.



Instagram 
“Tuesday Tips”



Twitter

Twitter can be used to target new homebuyers based on its alignment to age demographics. 
The largest age group of Twitter users are those aged 30 to 49 and comprise 44% of total Twitter 
users (Barnhart, 2021). 

Relating to advertising, Twitter ad engagement has increased 27% and cost per engagement 
(CPE) has decreased 9%. In this way, Twitter ads are being interacted with more by users and the CPE 
decrease makes Twitter ads less expensive for advertisers (Newberry, 2021). 



Twitter “Why Us 
Wednesday”

.



YouTube

YouTube can be used to reach both target audiences if Next Door Mutual creates ads that have 
different messages designated for each audience. In this way, the ads that will be shown to new 
homebuyers will not be the same as the ads shown to renters. 

Approximately 77% of Internet users aged 15 to 35 use the platform, which aligns with the 
target audience of renters. Slightly lower, 73% of users aged 36 to 45 use YouTube, which aligns 
more so with the new homebuyer target audience (Newberry, 2021). 

According to a recent study, 70% of YouTube viewers aged 18 to 64 bought from a brand after 
seeing it advertised on the platform. Seventy percent of short ads on YouTube led to an increase in 
brand awareness (Newberry, 2021).



Google

Google is the most viewed website in the world and owns more than 92% of the search engine 
market share (Freedman, 2020). In terms of consumer behavior when seeking out a product/service, 
46% used Google as the first step in their search (Mohsin, 2021). 

Google ads are available on a cost-per-click (CPC) basis. Advertisers are charged based on the 
number of people who clicked on an ad as opposed to impressions, or the number of people who 
simply saw the ad (Freedman, 2020). In this way, advertisers are only spending money on users who 
are wanting to see more about/from the advertiser.



Google (Continued)

Success relating to Google search engine result page (SERPs) lies in a business’ ability to rank 
higher for specific keyword searches. Looking solely at paid advertising, Google ads allow advertisers 
to target individuals who are actively searching for the products a business offers. 

Google keyword ads are highly competitive due to businesses wanting to appear as the first 
result on a page. Advertisers are actively seeking the top position as it places them over their 
competition and the top search result on a page receives the highest amount of clicks. In a 2018 
survey, 90% of survey participants reported they would likely click on the first set of results on a SERP 
(Mohsin, 2021). The best way to ensure keyword advertising puts Next Door Mutual at the top of the 
search results is to buy the keyword for its highest price. Next Door Mutual is buying some Google 
ads, but their rankings are not at the top due to this. 



Farmers Mutual has bought Google ads for the 
“homeowners insurance” keyphrase. However, 
their ad is the 29th result and is displayed on the 
second SERP.

48

Farmers Mutual has bought the keyphrase “homeowner’s insurance,” however they are on the ninth 
results page. As previously stated, 90% of survey participants reported they would likely only click on the first 
set of results on a SERP (Mohsin, 2021). Therefore, this keyphrase is wasting money. Buying a keyword or key 
phrase for the highest price is the best way to ensure Next Door Mutual is at the top of the results.



Current Website The current website is not mobile-friendly, as shown below.



Website Changes

When recreating the new website, information was added about each type of insurance 
offered. This will allow potential policyholders , especially young renters, to better understand what 
type of insurance they need and are looking to purchase. The layout and flow of the website was 
also changed to make it more user friendly and easy to follow. The new layout will allow current and 
potential policyholders to find the information they are looking for when going to the company 
website, whether on a desktop or phone. 

A screen mock-up image is shown on the next page.





Search Engine Optimization (SEO)

Search Engine Optimization (SEO) is the process of making the Next Door Mutual website appear at the 
forefront of Google search engine results pages (SERPs) based on the specific keywords the user, or potential 
policyholders, searches. Google search results rely on a ranking system that is based on the merit of a specific 
keyword (paid for by the company) and the quality/relevancy of the website to the user’s keywords when searching 
(Hardwick, 2020). 

The first three to four search results are paid for by the company who bids the highest on a specific keyword. 
Typically, an ad icon appears next to the result and is considered paid advertising. Paid advertising results appear 
at the top of the search page and organic results follow. Organic results are based on many factors, some of which 
include the quality of the website, and the relevancy of the users keywords (Hardwick, 2020). Businesses cannot 
pay for these search results. There are 10 organic results per Google SERP.

It is important that Next Door Mutual’s website appears on the first page of relevant search results, as only 
25% of users look at the second page of Google search results (Web FX, 2021). The right combination of paid 
advertising and high-ranking organic search results from an improved website can traffic more potential 
policyholders to Next Door Mutual.



Google Keyword Recommendations
Renters New Homeowners Local/General

Keyphrase CPC

“How do I get renters 
insurance”

$15.09

“How much is renters 
insurance”

$15.41

“Is renters insurance 
worth it”

$22.74

“Do I need renters 
insurance”

$24.28

“Renters insurance near 
me”

$30.78

“Cheap renters 
insurance”

$34.47

“Renters insurance” $36.71

Keyphrase CPC

“Good homeowners 
insurance”

$27.82

“Best homeowners 
insurance”

$32.27

“Homeowners insurance 
near me”

$47.67

“Home insurance” $50.37

“Homeowners insurance” $53.44

“Cheap homeowners 
insurance”

$56.26

“Missouri homeowners 
insurance”

$59.86

Keyphrase CPC

“Insurance near me” $58.87

“Maryville MO insurance” $38.33

“Missouri insurance” $34.91

“Local insurance agent” $30.00

“Local insurance agency” $30.00

“Insurance agency near 
me”

$29.15

“Local insurance” $29.08



Public Relations



Public Relations Materials 
Public relations materials provide value for policyholders while also increasing brand 

recognition and visibility for the company.

Brochure

● Informational piece to increase brand awareness
● Leave in local businesses and hand out at trade shows, state and county fairs, as well as 

community and sporting events
● Examples of businesses that would allow brochures:

○ Maryville Chamber of Commerce
○ Priority One Realty
○ Shirley’s Realty LTD
○ Twaddle Realty, Inc. 
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Public Relations 
Materials 
Newsletter

● Publication to keep 
policyholders updated on and 
connected with Next Door 
Mutual

● Distributed every two months 
via email

● Includes agent features, human 
interest stories featuring 
policyholders, highlights of Next 
Door’s community service work, 
and announcements of 
upcoming policy changes, 
scholarship opportunities, and 
policyholder events



Sponsored Events
Next Door Mutual has a good reputation among its current policyholders for being a trustworthy company with 

dependable agents. However, many people throughout Missouri have never heard of Next Door Mutual. Financially 
sponsoring local events allows for increased brand visibility and recognition through signage and sponsor 
recognition. Sponsoring events also allows for targeted marketing to niche audiences which transfers to more 
efficient lead generation (FreeLogoServices, 2021). Seventy-four percent of consumers say that engaging with 
branded event marketing experiences makes them more likely to buy the products being promoted (Event Marketing 
Institute, 2016). In addition, a sense of community goodwill is established when local companies sponsor community 
events; this is important to building brand loyalty. 

Sponsored Events
● Northwest campus events

○ University athletics live-stream game ads in addition to radio; Contact Troy Katen 
(tkaten@nwmissouri.edu) 

● Nodaway County events
○ American Legion dinners/Lions Club events
○ Golf and fishing tournaments at Mozingo Lake
○ Continue sponsoring Nodaway County Fair, Nodaway County Cattlemen’s Association, and Hospital 

Foundation Golf Tournament 
● Missouri events

○ Missouri State Fair

mailto:tkaten@nwmissouri.edu


Attended Events
Participating in events allows Next Door Mutual to be present at functions where it will have direct access to its 

target markets through personal interaction with consumers. Events provide opportunities for Next Door Mutual to 
build relationships with current policyholders and connect with potential policyholders. Event participation reflects 
that Next Door Mutual values community and allows the company to foster a more relational image.  When agents 
represent the company at events, they have the opportunity to educate consumers on topics like the importance of 
property insurance, provide information about Next Door Mutual’s services, and answer consumer questions directly 
(MeetingPlay).

Physically attending events gives Next Door Mutual a competitive advantage over big insurance companies 
who don’t have local agents, and other small companies that may not be putting in the time and effort to do so. Next 
Door Mutual should participate in events that align with the values of their target markets. Attempts to reach 
consumers in this interactive, face to face setting may have a greater return on investment than other marketing 
strategies (MeetingPlay).

Attended Events
● Attendees are incentivized to stop at the booth by spin-the-wheel and prize giveaways 
● Booth will need a tent, signage, tablecloth, as well as brochures and  promotional items to give away 
● Example of events to attend:

○ County fairs where Next Door Mutual currently writes 
○ Missouri State Fair trade show
○ Annual town festivals/celebrations in small communities
○ Maysville Country Harvest and Atchison County Old Fashioned Saturday Night



Future Events
Next Door Mutual should consider hosting policyholder events in the next two to three years as 

the company grows and expands its service range. Research shows that sixty-eight percent of 
consumers leave a business or stop using its services because they believe the company doesn’t care 
about them (Jurnecka, 2019). 

Appreciation events are a great way to build engagement with, and express gratitude to loyal 
policyholders. These events can boost company credibility and brand loyalty. Hosting events 
provides opportunities to interact with policyholders and show them that they matter to the 
company. In addition, customers who are treated well by a company are more likely to refer it to 
friends and family (Jurnecka, 2019).



Future Events (Continued)
Future Events 

● Annual Policyholder Golf Outing 
○ Event to thank existing policyholders or get to know 

potential policyholders; each agent invites three 
policyholders to golf with them

○ Mozingo Lake Golf Course
○ Coffee and donuts from HyVee 
○ Grab and go lunch in clubhouse conference room 

provided by William Coy’s

● Annual Policyholder Appreciation Grill-Out
○ Policyholder and family event 
○ Hosted at local parks in each of the 12 counties where 

agents are positioned 
○ Have HyVee cater or plan and grill the meal internally



Partnerships

Partnerships allows Next Door Mutual to collaborate with other organizations and businesses to mutually 
benefit both parties, as well as consumers.  

● Maryville Public Safety Department
○ Participate in and support fire department safety events

● Agriculture Cooperatives in Next Door Mutual communities
○ Participate in and support farm safety events

● Home and farm auction companies and utility companies in Next Door Mutual communities 
○ Advertise through auctions and send direct mail to utility customers
○ Have utility companies hand out brochures to new homeowners

● Landlords in Nodaway County
○ Agreement to include a list of local landlords on the website in return for their recommendation to 

renters
● Northwest Missouri State University

○ Paid digital media and marketing student internships
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Digital Media Intern
● Preferably a Mass Media or Art major
● Manage all of Next Door Mutual’s social 

media accounts
● Brainstorm campaign ideas
● Provide online customer service via social 

media
● Design and schedule content for various 

social media platforms including Twitter, 
Instagram, YouTube, and Facebook

○ Experience using the Adobe Suite 
including Adobe InDesign, Photoshop, 
and Premiere Pro

○ Strategize content to fit each platform 
as well as larger social trends

● Be cognizant of current social and political 
atmospheres when using social media

● Collaborate with the marketing intern to 
discuss what’s working and what’s not

Marketing Intern
● Preferably a Marketing or Data 

Science major
● Utilize Hootsuite to collect 

quantitative and qualitative data 
from digital ad campaigns

○ Preferred experience using 
Hootsuite and Excel

● Perform market analysis and 
research on competition

● Collaborate with the social media 
intern to discuss what’s working and 
what’s not

● Assist in organizing hosted and 
attended events



Conclusion



Thank You!

Farmers Mutual of Nodaway County, 

Thank you for granting our team the opportunity to evaluate your company in order to better serve you and your 
policyholders. It has been our goal to offer you valuable insights and effective, applicable strategies that are 
feasible both timewise and financially. We believe these solutions will ensure the company’s viability, help it play a 
dynamic role in the property insurance industry statewide, and allow it to grow and serve policyholders for 
generations to come.

We hope you see success in implementing this plan. It has been a pleasure working with you through Knacktive. 
Please don’t hesitate to reach out to our project manager Nathan if you have questions!

Thank you, 

Nathan White
(816) 673-8959

nathanwhite1511@gmail.com
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