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To our friends at Mosaic, 
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Cheers,

We are excited. Excited to help you along your way in estab-
lishing Mosaic as an urban center. Excited to share our heavily 
researched, brainstormed and tested ideas with you guys. Excit-
ed to work with your team as we both grow, learn, and explore- 
together.  

When we first heard we were taking on Mosaic as a client, we 
couldn’t have been more thrilled. We had front row seats to 
one of Northern Virginia’s most exclusive luxury retail, dining, 
entertainment and community centers. And we took our role 
seriously. Because you take yours seriously. With over a dozen 
locally-owned, curated dining options, more than thirty hand-
picked unique retail options and a thriving, budding residential 
community - there’s no denying that Mosaic is the place to 
shop, dine and live in Northern Virginia. That’s why we are more 
than happy to share your message with our world.    

So sit back, relax, and enjoy the show. 
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MEET THE TEAM 
Cara Bernard - PR Director Lindsay Muri - Marketing Director

Marilyn Savich - Senior Research Analyst 

Emily Zabaleta - Creative Director

Katie Castellano - Digital Strategist

Edward Chang - Content Editor

Cara has always been fascinated and intrigued by political messaging. She is a Maryland 
native passionate about policy, pop-culture and prose. Cara is thrilled to bring her strategic 
communication expertise with her on the 2016 election trail. 

Originally from Connecticut, Lindsay made the move to D.C to study Communications and 
Marketing at American University. Her greatest strength is bringing her competitive and 
focused mindset from the soccer field to PUSH PR. 

Marilyn’s strengths are in writing, research, and languages. In whichever career path Marilyn 
will take after graduating from the American University School of Communication this May, 
Marilyn will connect her work with her passion for learning.

Emily loves by all things creative. Between her work as a designer and her experience in 
public relations, she has developed a specialty and deep understanding in the field of creative 
communications. She has your next big idea, and more importantly she knows how to make it 
happen. 

Since Katie declared her Public Communication major, she has had a passion for social media 
and its importance in how we communicate and tell stories. In addition to being social media 
obsessed, Katie describes herself as a bookworm, anglophile, avid moviegoer and coffee 
addict. 

Ever since he can remember, Edward has been passionate about the entertainment world. He 
has had the opportunity to test the waters in different facets of communication, ranging from 
publishing to theatre to music to film through various internships. 

What’s good for Cara? Social justice, Ireland and Beyonce. What’s good for Lindsay? The New York Giants, Jig-Saw puzzles and Law & Order: SVU.

What’s good for Marilyn? Sunshine, tea and Scattergories.

What’s good for Emily? New pens, anything chocolate and the internet. 

What’s good for Katie? Family, friends and Dave Grohl.

What’s good for Edward? Iced coffee, sweaters and 30 Rock.
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EXECUTIVE SUMMARY ][
OUR CHALLENGE

OBJECTIVES

TARGET MARKETS

TACTICS 

BUDGETTIMELINE

In a sea of loud voices, Mosaic must distinguish itself from its competitors. Mosaic is in a difficult location with a heavily vied after target 
audience, next to a massive metropolitan area. Mosaic needs to promote their distinct identity by spreading awareness about their communi-
ty. Mosaic needs to highlight the unique shopping and dining experiences that resonate with their target audience. Additionally, they need to 
increase foot traffic into stores and solidify their place in the community. 

This campaign will give active mommy bloggers a platform to further expand their influence and reach new audiences. Building off of 
prominent mommy bloggers who already host blogs with angles on family, friends, fitness, food and fashion, this campaign will actively 
engage with consumers interested in these topics and show to new audiences that Mosaic encompasses all these themes.

January: Apply to participate in events.
February: Create materials and set-up for 
booth(s).
March – December: Launch booths at 
events.
March – December: Evaluate campaign.

Follow the Bean Bag: $16,595
Spotlight Mosaic: $3,231
Then, Now, Forever: $2,55o

May: Pitch to Mommy Bloggers.
June: Film episodes with Mommy Bloggers.
July: Launch “Spotlight Mosaic.”
August: Continue to upload videos weekly.
September: Start evaluation process.

April: Partner with stores to compile list of 
items that suit the first, second, third, 
fourth, fifth, tenth, and twenty-fifth 
anniversaries.
June: Launch campaign on social media.
July: Select winner from pool of partici-
pants.

Mosaic will make it easy and memorable for couples to celebrate their wedding anniversary by tying in the year of their wedding anniversa-
ries to Mosaic’s retail, restaurants and social scene. After a couple posts their wedding picture on social media, Mosaic will showcase a series 
of wedding pictures on the big screen. Participants will be given the incentive of winning a “staycation” package involving the Hyatt along 
with participating stores and restaurants. Additionally, couples will be provided with a helpful list of items they can buy at the Mosaic shops 
that match the theme of their anniversary year. In front of the movie theater, Mosaic will have a decorative anniversary display where 
couples can take their picture.

Mosaic’s relationship with its consumers isn’t a one way street. With this demographic, it is imperative to meet them half way. Mosaic will 
participate in Arlington events, festivals and farmers’ markets by signing up to host a booth for each event taking place. The Mosaic booth 
will beautifully exemplify what Mosaic has to offer in addition to having a cornhole game through which participants can receive prizes and 
have a chance to win bigger prizes on a larger corn-hole board.

Key Message: Mosaic shares the same values of active mothers who cherish family, friends, fitness, food and fashion.

Key Message: Mosaic provides couples with a social scene where they can revitalize their marriage.

Key Message: Mosaic appeals to young people.

Strategy: Underscore how Mosaic is a necessity to balance a busy family’s life.

Strategy: Increase sales revenue by targeting young couples from Burke celebrating their anniversaries.

Strategy: Increase awareness of Mosaic’s dining, retail and entertainment options amongst young professionals.

Evaluation: Social media engagement rates, viewership, amount of subscribers, sales.

Evaluation: Media impressions, social media engagement, sales.

Evaluation: Media impressions, social media engagement, survey research, visitor attendance, sales.

• Increase foot traffic by 10 percent from the surrounding neighborhoods such as Falls Church, Arlington and Burke.
• Increase overall sales by 5 percent.
• Increase engagement across all social media platforms by 5 percent by October 1, 2016. 

Ranked by CNN Money as the largest city 
that is “rich and single,” Arlington fits well 
with Mosaic’s established target audienc-
es. Mosaic has an opportunity to appeal to 
this demographic that wants to capitalize 
on new and fun memories.

Close to Mosaic and filled with families, 
the Falls Church community would be 
drawn to fun, safe and family-friendly 
communities – features which capture the 
Mosaic scene.

An overwhelming majority of the Burke 
population is married and affluent. As 
Burke skews older, Mosaic has the oppor-
tunity to attract mature and married 
couples who would be drawn to classy and 
romantic places.

ARLINGTON

Spotlight Mosaic

Then, Now, Forever

Follow the Bean Bag

Follow the Bean Bag

Spotlight Mosaic

Then, Now, Forever

FALLS CHURCH BURKE
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SWOT 
ANALYSIS 

STRENGTHS

OPPORTUNITIES

WEAKNESSES

THREATS
• There are several iconic DC retailers and restaurants in Mosaic. 

It could be advantageous for Mosaic to highlight these iconic 
DC spots located right in suburban Virginia.

• Trends show that social places like cafes, bars and places that 
allow for face-to-face connections are becoming more popular. 
Mosaic strives to create a sense of community, especially with 
its central park. They should accelerate the events they already 
have, like free yoga sessions, to give locals more opportunities 
to socialize.

• High-end movie theaters are also very desirable among the 
affluent. Cushiony seats, as well as drinks and food being served 
while watching movies, has made traditional movie watching 
experiences obsolete. By including the Angelika Film Center & 
Café in the shopping center, Mosaic is on trend.

• We push forward big, bold ideas, 
shareable content and meaningful 
stories. 

• We understand the needs and wants 
of Northern Virginia natives. 

• We believe in Mosaic’s goal of creat-
ing an urban environment, fostering 
an inclusive community.

• We bring the good out of all our       
clients. • The building of shopping malls are declining, and city centers 

like Mosaic are popping up everywhere in the United States. 
Because of this decline, Mosaic may not be seen as unique. 

• Some shops might be too specialized for the area. In 2013, the 
retail store Ginger Boutique in Mosaic closed due to lack of 
sales and revenue. It might be the first of many specialty 
high-end stores to close in the center.

• Shopping malls, like Tyson’s Corner are Mosaic’s top competi-
tion. Mosaic has been hailed as “the anti-mall,” being that it 
is filled with mostly specialty shops. Tyson’s Corner has many 
shops and restaurants, which are mostly chains that are more 
familiar and affordable than those in Mosaic.

• Mosaic’s YouTube page isn’t very popular. It does not have many 
video views or subscribers. Online video is growing in popularity 
as a promotional device, and Mosaic could benefit from You-
Tube.

• Being that Mosaic is an outdoor space, the weather could be 
seen as a weakness to the experience at Mosaic. If the weather 
conditions are unfavorable, people will be less likely to go to 
Mosaic.

• Those who do not have a car will find it harder to get to Mosaic.
• The easiest and most convenient way to get to Mosaic is 

driving. The closest metro is 0.8 miles away, or a 16 minute walk. 
There is a shuttle service, although it’s very irregular.

• Mosaic has a wide array of shops and restaurants and a movie 
theater. Target, which is Mosaic’s anchor, is also a huge hot spot 
that can draw in many families.

• Mosaic has a well designed and easily navigable website. They are 
present on all social platforms, including Facebook, Twitter, 
YouTube, Instagram and Pinterest. 

• Parking at Mosaic is free. There are three garages and 2,000 
spaces. Parking is easy to find and available.

• Mosaic boasts unique stores that offer a one-of-a-kind shopping 
experience. 

WHY PUSH?

BRINGING GOOD TO ALL YOU DO. 
PUSH WITH US.7
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MEDIA  ANALYSIS [ ]
THE WASHINGTON 
POST

THE WASHINGTON 
POST 

THE EAGLE

MOSAIC DISTRICT IS THIS 
MONTH’S FEATURED            
NEIGHBORHOOD

TAKE A MOSAIC FOOD AND 
DRINK TOUR 

VIRGINIA’S UP-AND-COMING 
MOSAIC DISTRICT 

JULY 2014 -- The overall tone of the 
article is positive and informative. It 
is a surface level introduction of what 
Mosaic has to offer. The article includ-
ed words like intimate, transformation, 
favorite, gourmet, sizeable, community, 
friendly and gatherings. Mosaic is de-
scribed as a new, up and coming com-
munity, where you can do everything: 
eat, live, shop, have fun. The article 
included logistics that helped readers 
get a comfortable context of the com-
munity including: price ranges, mileage 
and distances on how to get there. 

OCTOBER 2014 -- This article has an 
encouraging and unique tone. It is fi-
nally getting the attention that doesn’t 
have to do with their past or location. 
It has everything to do with the unique 
experience you can get when you are at 
Mosaic. This food and wine tour gives 
an inside look at the unique places you 
can visit. Since it is posted on a blog, it 
will reach the target audience they are 
looking for: moms, or females looking 
for a good place to not only shop, but to 
experience something much more. 

FEBRUARY 2015 -- This article has an in-
vestigative and trendy outlook. Mosaic 
is positioned as the hip new spot that 
gives off a D.C. feel. The article is posted 
in the American University student 
newspaper “The Eagle”. This will help 
reach the younger demographic that 
Mosaic has been trying to attract. The 
article highlights accessibility as well 
as parking information. It also mentions 
festivals as well as farmers markets for 
the attractions. The primary message 
states that Mosaic is the place to be in 
Northern Virginia. 

“It’s becoming a microcosm of Wash-
ington’s trendy dining scene, where 
popular downtown restaurants such 
as Ted’s Bulletin, Red Apron, Match-
box, Dolcezza and DGS Delicatessen 
clone themselves for suburbanites 
who don’t want to make the trek 
downtown.”

“It probably wasn’t easy to create 
the intimate feel of a small town in 
an area known for strip malls, office 
parks and busy highways. Yet devel-
opers ... did just that with the Mosaic 
District.”

“Unlike any of its counterparts in 
the area, Mosaic has something 
for every type of enthusiast with 
D.C.-based shops that expanded to 
the Virginia location. It’s almost as 
if the District decided to colonize 
Fairfax.”

- Katarzyna Strycharz- Jodie W. McLean- Erin Bylander

http://www.washingtonpost.com/express/wp/2014/07/16/
hot-hoods-mosaic-district/

http://www.nytimes.com/2012/12/19/realestate/commercial/a-subur-
ban-wasteland-in-virginia-gets-a-modern-urban-feel.html?page-

http://www.theeagleonline.com/article/2015/02/sc-mosaic-district

COMPETITOR  ANALYSIS [ ]
MOSAIC TYSONS CORNER BETHESDA ROW

Location Fairfax, VA McLean, VA Bethesda, MD

Target 
Audience(s)

Families, young families, young couples, higher 
income singles, men 34-45 years old.

Families, families with younger children, millen-
nials, teenagers, all incomes.

Young couples, singles 25-34, families, high-
er income individuals.

Anchors Target, Angelika theater AMC Movie Theater Landmark Theater

Access 16 minute walk from Dun Lorrig Metro Station (or-
ange line), free shuttle is offered. Free parking.

Tysons Corner Metro Stop (Silver line) is on site. 
Free parking.

Few minute walk from Bethesda Metro Sta-
tion (red line). Parking is not free.

Retail 
Offerings

Locally owned businesses/boutiques also chain 
retail. Mostly higher-end.

300+ stores ranging from department stores to 
high-end stores.

Mix of small business retail and boutiques.

Dining 
Offerings

Some fast casual, also formal restaurants. Also 
includes DC area classics.

Food court that offers a “quick bite” between 
shopping, also dine-in restaurants.

Mixture of high-end and fast casual.

Social Media 
Presence

Active on Facebook, Twitter, Instagram. Not very 
active on YouTube, don’t engage much with fol-
lowers. 

Strong presance on all social platforms. Active on Facebook and Instagram where 
they post their own content. Not much orig-
inal content. 

Events Have weekly events, most of which occur in the 
summertime. Yoga, movie, etc.

Host events regularly. Most events are geared 
toward families and kids.

Don’t host their own events, instead pro-
mote events of vendors.

Advantages Free parking, free wifi. Brings urban DC spots to 
the suburbs.

Indoor, wide range of retail and dining, high-end 
to low-end, fast casual to formal, etc. Metro ac-
cessible, stop onsite with a covered walkway.

Metro accessible, range of shopping and 
dining.

Challenges Far, not easily accessible. Outdoor. Issues with parking. No parking at the new near-
by metro stations.

Outdoor/ weather conditions, parking is not 
free.
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SOCIAL MEDIA [ ]
PLATFORM CONTENT
Website • The Mosaic website uses modern, crisp design that helps convey the contemporary, 

urban and overall ‘aware’ lifestyle the district promises to its consumers. 
• Simple, clean language in the header links like  “Dine”, “Film” and “Shop” clearly 

convey what each link will entail.
•  The website’s use of clear, high-quality, large photos at the center of the screen 

draws the visual viewer in. 

Mobile • The mobile site is similar to the website in that it has the same content blocks (made 
up of the same photos, links featured social media accounts, etc.) 

• Some of the content on the mobile site does not download.

Blog • The Mosaic Blog uses humor and simple language, short posts. 
• Many of the blog posts target women – from their recipes, fashion advice to ideas for 

events and parties. 
• The blog features links to outside content and takes advantage of cultural moments 

and holidays (i.e. the Super Bowl, Valentine’s Day and the Christmas Holidays).
• Blog features submissions from the Mosaic retailers and is updated at least once 

every workday.

Facebook • Their Facebook is very visually anchored. Almost every post is supported by a photo in 
some capacity.

• Many of their Facebook posts are linked to other social platforms.

Twitter • They post several times a day. 
• They follow locals, retailers, customers and bloggers.
• They frequently retweet their consumers and their retailers.

Instagram • They follow local groups/organizations and customers.
• They tag companies and retailers in their posts. 
• The theme of their content remains similar to their other social media accounts.

Pinterest • They follow local groups/organizations. 
• Do not have as large of an archive as the others.

YouTube • Their YouTube account has only a few videos.
• Their videos lack significant number of overall views. 
• Their YouTube focuses on stories/profiles of their retailers.

WEBSITE

BLOG

INSTAGRAM

TWITTER 

SOCIAL MEDIA [ ]
OVERALL SOCIAL SCORE 

FOLLOWER COUNT 
Website 

Website 
Website 

Mobile Mobile 

Facebook
Facebook

Facebook

Blog
Blog

Blog

Twitter
Twitter

Twitter

Instagram
Instagram

YouTube
YouTube

Instagram

YouTube
Pinterest

Pinterest

Pinterest

N/A

N/A

N/A

22,434

3,144

91

1,583

18

POST 
FREQUENCY

Average Frequency. Mosaic up-
dates their website frequently to 
reflect events and new retailers 
who are coming soon.

Strong Frequency. Mosaic posts 
to their website’s blog once 
almost every work day. 

High frequency. Mosaic posts 
daily (sometimes multiple times 
a day) to their Facebook page. 

High Frequency. They tweet 
several times a day including 
weekends. 

Higher Frequency. They post 
at least one photo every two or 
three days.

Sporadic Frequency. They only 
upload videos during certain 
times of the year (i.e. back to 
school or holidays), but not 
consistently. Their last video was 
uploaded 3 months ago. 

Average Frequency. 

14



PAST CAMPAIGNS PAST CAMPAIGNS [ [] ]
Care for Kids Campaign with Mosaic District’s 
Gypsy Soul and Timothy Paul Home

About

Strengths Weaknesses Our Suggestions

Mosaic teamed up with Care for Kids Campaign, where consumers could purchase a discount 
book to use at Mosaic with the money going directly to Care for Kids. This event occurred on 
October 17th through the 26th.

• Showcases Mosaic’s philan-
thropic side.

• Highlights two of their stores. 

• Mosaic basically had no social media presence with only one post 
on Twitter and Instagram. 

• The post on both platforms was not even about the campaign. It 
was an image of the event that was posted during it. 

• Relying on consumers to visit the Mosaic website to learn about 
the campaign. 

• No press coverage. 
• The discount book was not limited to Mosaic so consumers have 

the option of not going to Mosaic. 
• They failed to inform consumers as to why they should use their 

discount book at Mosaic rather than other shopping centers. 
• The “Sip N Style” event happened two days before the conclusion 

of the campaign, making consumers less inclined to purchase a 
discount book due to time constraints. 

• Actively promote event and cause on social media. 
• Create a hashtag, create a Facebook event, post on 

instagram, take a video of the event and post it on 
Vine.

• Generate content that promotes engagement with 
followers.

• Create a contest where consumers show how they 
are using their discount book that ties in with Mo-
saic and Care for Kids.

• Pitch to reporters to cover event to create buzz and 
insert Mosaic further in the media.

• Have the event at Thomas Paul Home as a kick-off 
for the campaign.

• Post on social media about the success of the event 
or the highlights as a wrap-up. 

2/5 4/5
Merrifield Fall Festival at Mosaic 

About Mosaic hosted the 10th Merrifield Fall Festival, an annual event where families can come out 
for activities, food, shopping, fun and more. 

Strengths Weaknesses
• High presence on Twitter during 

and after the festival. 
• Maximized the event by high-

lighting their stores and restau-
rants during the festival. 

• More people showed up than 
any of the previous festivals. 

• Created a sense of communi-
ty by having activities for the 
whole family as well as individ-
ualized activities. 

• Twitter was their main social media outlet where the Fall Festival 
was mentioned aside from the one Facebook and Instagram post.

• None of their posts generated any engagements.
• Since the festival was celebrating their 10th year, that could have 

been an angle to explore but they did not.
• Mixed messaging if the Mosaic brand does not want to be associ-

ated with Merrifield. 

Our Suggestions
• Actively promote the event on social media. 
• Create engaging content. 
• Have a higher presence on Instagram as it is a great 

opportunity to showcase Mosaic having a successful 
event.

• Highlight that this year is the 10 year anniversary of 
the festival.

• Create messaging that shows audiences what 
makes this year special or different versus the pre-
vious festivals. 

15 16



PAST CAMPAIGNS [ ] 3/5
Mosaic’s Film in the Park

About Mosaic hosts a series of films that are played on the big screen in Strawberry Park throughout 
the summer. 

Strengths Weaknesses
• Making the event free allowed 

for a higher turn out. 
• Created a sense of community 

by targeting families. 
• Mommy bloggers from DC 

Thrifty Mom and Kids Trip pro-
moted the screenings.

• The film listing was hard to find, as most people were asking 
where they could find it. 

• Low social media presence as they only promoted a few of the 
screenings

• Mosaic did not have a Twitter at this time. 
• They play the film rain or shine with no alternative day sched-

uled. 

Our Suggestions
• This event would have been a great opportunity to 

start their Twitter account. At the time they did not 
have one in place at the time. 

• Actively post the list of films and reminders so the 
screenings remain fresh and relevant throughout 
the summer. 

• Pursue the mommy bloggers even more by partner-
ing up with them.

SUMMARY & 
OPPORTUNITY

As a new complex with attractive amenities and liberating space, Mosaic has 
the opportunity to be a hit destination among the Northern Virginia community. 
However, Mosaic’s ability to stand out from the crowd will require intense plan-
ning and proactive initiatives as it competes with the established reputation 
and easy accessibility of its rivals, Tyson’s Corner and Bethesda Row. Compared 
to its competitors, Mosaic currently receives minimal media coverage and lim-
ited social media engagement. While Mosaic animated the local community by 
hosting the Care for Kids Campaign, Merrifield Fall Festival, and Film in the Park 
series, its future campaigns will need to generate greater awareness in order to 
attract a larger audience that matches up to Mosaic’s long-term goals. Based 
on the research, Push PR recommends that Mosaic foster stronger relationships 
with the public by giving their target audiences bolder incentives to come.
 
Potential challenges that threaten Mosaic’s ability to widen and deepen its 
connections include the competing influence of online shopping and weath-
er-friendly, easy-access shopping spaces. Additionally, potential customers may 
have negative perceptions of Merrifield as a run-down community, thereby pre-
venting them from taking the time to drop by. Since Mosaic’s suburban location 
makes it difficult to attract the unplanned visitor, Mosaic will need to create 
motives for audiences that present Mosaic as an enriching experience rather 
than a second retail block. Through stronger customer relationship manage-
ment and outreach, Mosaic will build greater awareness, vivid interest and 
increased sales’ activity from new and existing consumers. 17



ARLINGTON: 
FOLLOW THE BEAN BAG

FALLS CHURCH: 
SPOTLIGHT MOSAIC

BURKE: 
CELEBRATE LOVE
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Overarching Goal

Objectives

To establish Mosaic as the place to 
shop and dine in Northern Virginia.

• To increase foot traffic by 10    
percent from the surrounding 
neighborhoods such as Falls 
Church, Arlington and Burke.

• To increase sales by 5 percent.
• Increase engagement across 

all social media platforms by 5    
percent by October 1, 2016. 

TARGETS 
& TACTICS
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Young, modern, single professionals. Seeking a fun, stimulating outlet where 
they can maintain a social life post-grad without having to trek back into the 
city. 

target

Brad is an attractive 29 year-old bachelor who works as a program analyst for the U.S. Environmen-
tal Protection Agency. He currently makes $80,000 a year. He completed his undergraduate studies 
at the College of William & Mary. Coming from a rural college town, Brad moved to the D.C. area 
for his master’s degree at Georgetown University. He lives in Arlington but commutes 35 minutes 
every morning into D.C. for his job.

As an environmentally-conscious political advocate, Brad is extremely active on social media. He 
checks his Facebook and Twitter multiple times a day on his smartphone and uses his Twitter to 
catch up on local, national and international news. Brad is an avid podcast listener and tunes unto 
local public radio stations, such as WTOP, WMAU and NPR 88.5, on his way to and from work in 
his car.

Brad is very interested in progressive politics and grew up in a liberal household. Though he is 
very busy, he will often go out of his way to support restaurants, businesses and companies with 
an environmental focus.

Mosaic offers an urban social scene to young 
professionals in the area.
• Though Brad appreciates the trendy atmosphere D.C. provides, Brad is 

tired of commuting back and forth. Accordingly, he desires to build a 
community near his home in Arlington. From dates, to social gatherings 
to office parties, Mosaic offers Brad a nearby location to meet and cul-
tivate his social life without giving up the urban conveniences of a city.

• Mosaic is the perfect location for Brad to take women out. It has all his 
favorite D.C. based restaurants.– Ted’s Bulletin, Matchbox, Dolcezza etc. 
without the commute or the crowds. Using the restaurants he already 
loves as anchors, Mosaic offers countless new eateries for Brad to ex-
plore with the special ladies in his life.

key message

Brad Dobson

pain needs
• Does not have time to meet 

people.

• Huge fan of Washington-based 
restaurants that he familiarized 
himself with since moving to 
D.C.

• Tired of traveling all the way 
to D.C. 

• Refreshing, private places 
where he can think and be 
himself.

• Suburban community closer to 
home that offers the diversity 
of a metropolitan area.

ARLINGTON
FOLLOW THE BEAN BAG

Population: 224,906

Gender Make-Up: Female 49% Male 51%

Median Income: $103,208

Distance From Mosaic:

 Miles: 10 miles

 Drive Time: 16 minutes
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INFLUENCERS

Jad Abumrad Pete Holmes Becca Clara Love & Cori Sue Morris 

Jad Abumrad is an influential, award-winning 
radio talkshow host for RadioLab with a sizable 
following on social media. Statistics show that 
the majority of listeners of RadioLab are afflu-
ent, educated, high-profile and cultured.

Pete Holmes is a comedian who regularly per-
forms at DC Improv, which draws in a strong 
young adult audience, according to Yelp  
reviews.

Becca Clara Love and Cori Sue Morris are the 
co-founders of the DMV’s popular restaurant 
and lifestyle blog, “Bitches who Brunch.” The 
duo have transformed their weekend passion to 
one of the area’s most influential and popular 
food blogs.  

• Influential NPR talk show host on RadioLab.

• RadioLab won the John Foster Peabody award.

• The RadioLab podcast is downloaded over four million 
times every month and the program is carried on 437 
stations across the nation. 

• Considered a McArthur Fellow in 2011.

• He has 271k followers on Twitter.

• DC comedian star who performs regularly at DC Improv.

• He has 198k Twitter followers and 330,000+ subscribers 
on YouTube. 

• Appeared in John Oliver’s New York Stand Up Show, Late 
Night with Jimmy Fallon, Conan, College Humor and 
Comedy Central.

• Co-founders of “Bitches who Brunch” food blog. 

• They write about review and recommend local restau-
rants, retail locations and social events on their blog.

• Awards include: “Best Blog” by the Washingtonian, 
“Best Food Blog” by the Washington Post and “Best 
Travel Blog” by the Washington Flyer.

• 13.5k followers on Twitter.  

INFLUENCERS
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FOLLOW THE BEAN BAG
STRATEGY

TACTICS

SOCIAL MEDIA
To increase awareness of the Mosaic brand in the Arlington County area amongst young professionals by 
bringing a traveling corn-hole game to community events. 

Set Up:
• Three month traveling campaign with opportunities for brand and services awareness gains. 
• Starting June 1st, Mosaic will set up a branded cornhole board and informational booth at various   

local Arlington county events. 
• The  bean bags used for the game will be branded with Mosaic store and retail location logos.
• For staffing and informational purposes, Mosaic small business and restaurant owners will rotate as 

‘booth moderators’ at the events. If possible, they will be specialized depending on the event type.
 i.e: Swirl and Sip: Wine Festivals 
  Red Apron Butchery or MOMS Organic Market: Farmer’s Markets
  Ah Love Oil & Vinegar: ‘Best Of’ Food Tastings 
• Using the hashtag #FollowTheBeanBag, participants will be able to follow the Mosaic booth as it 

‘travels’ around Arlington. 
• Participants will attend the different events in the area and win more and more bean bags as the 

summer progresses. 
• Each bean bag can be traded in for a small store incentive, 
• At the end of the summer campaign we will finale even with a giant corn-hole board for participants to 

throw their bean bags in to win bigger Mosaic prizes. 
• At the finale, Mosaic will have a local comedian celebrity hosting to gain media coverage.
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MEDIA TYPES

RATIONALE

DELIVERABLES

FOLLOW THE BEAN BAG
Owned: Social media posts.
Shared: Instagram posts, tweets, Facebook shares.
Earned: Pitch Northern Virginia journalists and bloggers to cover the story. 

• Photos and videos of people at the events playing on the 
corn-hole board to be displayed on ‘Lucy’ the giant yard 
screen.

• Sample bean bag. 
• Sample corn hole board. 

• One of the biggest impediments preventing people from Arlington going to Mosaic is a lack of aware-
ness of brand and retailers. 

• According to the U.S. Census, 41.7% of the population in Arlington is single. It was also chosen as one 
of the best places in America for wealthy, unmarried people to live.

• Corn-hole remains popular amongst millennials.  
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FOLLOW THE BEAN BAG
MEDIA TARGETS EXPECTED HEADLINES EVALUATION
Julian Van der Tak- On Tap Magazine 
Columnist 
Twitter- @julianulian
Julian@ontaponline.com

Kristen Wright- NBC News 4 
Reporter 
Twitter- @kwrightnbc4

Andrew Chriss- DCist 
Blogger
Twitter- @andrewwchriss
awchriss@gmail.com

Ashley Dejean- WAMU 88.5
Editor 
Twitter- @ashleydijon
news@wamu.org

• Measurement of awareness 
 -  Distribute survey before and after the campaign. 

• Measurement of Engagement 
 -  Number of people who participate in the corn-hole game. 
 -  Number of social media shares, comments, likes and uses of #followthebeanbag hashtag.

• Measurement of Sales 
 -  Evaluate increase of sales before and after the campaign.
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Busy, hardworking families occupied with extra-curriculars and commitments. 
Spending time with each other is of utmost importance to this target.

target

The Moores are a family of four. John, 48, the dad works full-time as a Senior Software Devel-
opment Engineer at Dell and makes $114,000 a year. John is passionate about technology and 
loves his career. Kathy, 43, the mom of the Moore family, works full-time at Food & Friends and 
makes $37,000 a year. She tries to do as much of her grocery shopping at the farmer’s market in 
Falls Church because it supports local farmers and is environmentally friendly. Their two children, 
Thomas and Sarah, are 11 years old and 8 years old respectively. Thomas keeps busy after school 
with his traveling soccer team practices. Sarah, on the other hand, is still exploring her identity. 
While she figures that out, she likes to hang out her friends after school.

John works very hard at Dell and enjoys his commute to work when he can listen to the radio and 
catch up on the news. Kathy likes to wind down before bed by reading her favorite health, fitness 
and nutrition blogs. Thomas and Sarah spend a lot of time on the internet watching YouTube vid-
eos when they hang out at home.

The Moore family is very busy. With both parents working full-time, and both kids participating in 
after-school activities and hanging with friends, they find it hard to spend time together and do 
something they all enjoy. Mosaic is the perfect place for the Moore family to spend quality time 
together and do things that spark their individual interests.

An active family needs Mosaic to balance their 
busy lives.

• Mosaic has something for everyone, and this is especially 
true for the Moore family. From Gypsy Soul that strives to 
use local ingredients, to the Tiny Dancers dance studio, and 
everything in between, there is something at Mosaic to sat-
isfy each member of the Moore family.

• The Moore family are a busy bunch, and can feel stressed 
by their work and daily activities. In 2011, the American Psy-
chological Association conducted a survey that revealed 
that a significant number (40%) of DC-area residents felt 
overwhelmed as a result of stress. Mosaic offers a nearby 
getaway for the Moores. 

key message

The Moores

pain needs
• Not enough time to spend with 

each other.

• Tired of having to commute to 
Tyson’s Corner or DC.

• Continually stressed due to 
their hectic schedule. 

• A place to bring the family 
together.

• Something nearby where all 
members of the family can do 
the things they enjoy. 

FALLS CHURCH
SPOTLIGHT MOSAIC

Population: 13,508

Gender Make-Up: Female 52% Male 48%

Median Income: $113,131

Distance From Mosaic:

 Miles: 3.5 miles

 Drive Time: 10 minutes
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INFLUENCERS

Larry O’Connor Sheila Cordaro Josh Sundquist
Larry O’Connor entertians many commuters to 
and from work everyday, like John. John keeps 
himself well informed with the latest news by 
tuning in every morning and afternoon. He val-
ues his opinions as he also keeps up with his ap-
pearances on Fox and Friends. O’Connor, being 
based in Washington D.C., is a local influencer. 

Sheila is very influential in the Northern Virgin-
ia area, and is known for her health and fitness 
expertise. She is also a mom, which Kathy can 
relate to as well. Kathy has attended some of 
Sheila’s classes and workshops, and finds her to 
be an inspiring mom.

Josh Sundquist has a huge following on vari-
ous social media platforms, especially YouTube. 
He has thousands of subscribers and millions 
of video views. Thomas and Sarah like to watch 
Josh’s videos because they are entertaining 
and give them something to talk about. Josh is 
based in Washington, DC, making him a local in-
fluencer as well.

• Radio host for two shows on WMAL 105.9FM: Mornings 
at the Mall and Washington’s Drive at Five with Larry 
O’Connor.

• Editor at IJReview.

• His Twitter account has over 18K followers. 

• Frequent guest appearances on Fox’s morning show Fox 
and Friends.

• Voted “Best Personal Trainer” by readers of Arlington 
Magazine.

• Founded FIT 4 MOMS LLC in 2006 - a company for moth-
ers interested in balancing healthy lifestyle and time 
with kids.

• Founded FIT 4 KIDZ, LLC in 2010 – an after-school fitness 
program for children.

• Served as Lululemon athletica brand ambassador, 
where she led classes in the Clarendon store.

• YouTube personality based in Washington, DC.

• His YouTube channel has over 20 million views and over 
200,000 subscribers.

• He has also written two books, one of which is a best-
seller.

• Appearances: CNN, USA Today, NPR, Forbes, and The 
Washington Post.

INFLUENCERS
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SPOTLIGHT MOSAIC
STRATEGY

TACTICS

SOCIAL MEDIA
Establish Mosaic as the place to shop and dine for families in Northern Virginia.

Set Up:
• Mosaic will create a YouTube series called “Spotlight Mosaic,” featuring five prominent mommy bloggers.
 The series will have five categories:
  - Family
  - Friends
  - Food
  - Fashion
  - Fitness
• Release one video every week with the categories alternating.
• Feature each mommy blogger paired with a Mosaic business within their respective specialization each week.
 For example, a mommy blogger who specializes in food and recipes will be paired up with one of the chefs of Gypsy   
           Soul. The mommy bloggers will teach viewers new recipes or cooking tips.
• Promote the series on their social media as well as the mommy bloggers promoting it on their own blogs.
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MEDIA TYPES

RATIONALE

DELIVERABLES

SPOTLIGHT MOSAIC
Owned: YouTube episodes.
Shared: Instagram posts, tweets, Facebook shares and featured bloggers sharing on their own networks.
Earned: Pitch community writers in local Northern Virginia papers.

• Mommy Blogger 
brand Advocates. 

• YouTube page.

• A YouTube series featuring the area’s hottest mommy bloggers will be extremely beneficial to Mosaic 
for several reasons:

 -  20% of moms in the DMV have read, contributed or run their own blog (according to Scarbor  
             ough Research).
 -  55% of active social media moms make purchases because of recommendations from a personal                                       
    review blog (Punchbowl).
 -  81% of moms will engage with more brands if they are offered a reward (Punchbowl).
 -  70% of moms have posted about a brand’s product or service on social media (Punchbowl.)
 -  Mosaic’s YouTube page currently has 18 subscribers and a total of 1,685 video views. This new      
    YouTube series has the potential to create more leverage on Mosaic’s YouTube page.
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SPOTLIGHT MOSAIC
MEDIA TARGETS EXPECTED HEADLINES EVALUATION
Jody Fellows - Falls Church News-Press 
Managing Editor
Twitter - @FCNP_Jody

Julie Walters - Falls Church Times
Food Writer
Email - FCTFood@gmail.com

Ethan Rothstein - ArlNOW 
Reporter
Twitter - @EthanARLnow
Email: rothstein.ethan@gmail.com

Angela Bobo - Northern Virginia Magazine
Fashion and Beauty Writer
Twitter - @angienaomi1

Josette Keelor - The Northern Virginia Daily 
Staff Writer
Email: jkeelor@nvdaily.com

• To evaluate the success of the objectives set by Mosaic, PUSH PR implements the following measurements:
 - Measurement of media attention 
  - To evaluate the garnered media attention, conduct an in-depth content analysis.
     Mosaic should see an increase since 2014 in: 
   - Media mentions. 
   - Media impressions. 
   - Media placement in relevant outlets (blogs of Northern Virginia natives).
 - Measurement of audience attitude
  - Track brand recognition and appeal in Northern Virginia.
  - Track sentiments toward Mosaic as being a family-friendly place.
 - Measurement of action
  - Track sales increase.
  - Track engagement of social media campaign posts and shares on YouTube videos.
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Target Audience: Trendy, hardworking couples, who are already or soon to be 
empty-nesters. Trends and culture are very important to this audience.

target

Christina is a 47 year old female who lives in Burke. She was born and raised in the Southeast 
DC area. After attending George Washington University, she pursued her dream of teaching. She 
eventually became a teacher at the local public elementary school, White Oaks. She is a second 
grade teacher.

When she was in graduate school, she met her husband, Jason, a hardworking and very intelligent 
chemical engineer. Jason has a special appreciation for the latest digital trends and technology. 
He is well traveled and is exhumed in international culture after he met the love of his life. To-
gether they have an annual household income of about $150,000.

Christina and Jason have one son, Ryan, who is 17 years old. As Ryan gets older, he becomes more 
involved and spends less time at home and more time interacting socially with friends and class-
mates.

Christina and Jason have more alone time, but do not have many activies to fill their time with. 
Since Ryan is going off to college in a year, they need to start branching out and enjoying their 
newfound alone time. Over the past 10 years Christina and Jason have been distant. Besides the 
occasional farmers market and bunko meeting, Burke does not have much of a nightlife. Christina 
and Jason are not looking for a crazy city nightlife, as they are creeping up into their 50s, but they 
do want a place to have fun and enjoy a unique setting.

Mosaic is the perfect place for this couple since there is a lot to do. This couple has a disposable 
income to spend on movies, dinner, and drinks. Mosaic is the place for Christina and Jason to get 
the urban nightlife feel, while also having a unique and controlled experience. 

Mosaic is trendy shopping community that 
gives each customer a unique experience tai-
lored to their interests.

• Mosaic has diverse restaurants that give customers a 
healthy and cultured experience.

• Burke is boring and doesn’t offer many fun activities. 
Burke has a large population of couples in their 40s 
who are smart, savvy and eager to find a fun place 
that is nearby.

key message

The Reynolds

pain needs
• Finding time for their relation-

ship after kids. 

• Having “us” time.

• A dynamic place to accomplish 
practical tasks and have a fun 
time.

• A city out of the city. 

BURKE
THEN, NOW, FOREVER

Population: 41,454

Gender Make-Up: Female 50% Male 50%

Median Income: $150,588

Distance From Mosaic:

 Miles: 8.1 miles

 Drive Time: 13 minutes
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INFLUENCERS

Kellye Lynn Shelly Kramm Gal Borenstein
Kellye Lynn is the host of Let’s Talk Live and key  
blog contributor on Local new station ABC 7 New 
Channel 8 WJLA. She is an influential woman in 
the Fairfax area who will catch the ear of many 
other women like Christina. Her tastes match 
up perfectly with those in Burke, VA.

Kramm and her millennial daughter are the 
co-founders of DC culture blog “The DC Ladies,” 
where they focus on metro-area food, culture, 
and entertainment. She is a great  resource to 
help reach the mature DC woman looking to 
find something new to do on her weekend out.   

Gal is a successful CEO of Borenstein Group, a 
marketing firm in Fairfax, VA with a large fol-
lowing on Twitter and LinkedIn. He values com-
munication, digital marketing and family time. 
His understanding of Mosaic as a community 
rather than a shopping strip makes him an ideal 
influencer for Burke.

• Majored in broadcast journalism at Howard University. 

• Silver Spring native. 

• Special interest in international and culture topics. 

• Began working for News Channel 8 as a general reporter 
in 2013. 

• Passion for entertainment, fashion and trends. 

• Full-time mom with a full-time job. 

• Founder and Editor in Chief of “The DC Ladies” lifestyle 
and culture blog. 

• Self credited “Mompreneur.” 

• Featured in People, Washington Post, Landscape Archi-
tecture, The Gazette and Washingtonian. Named Wash-
ingtonian of the year in 2005.

• This blog focuses on the best and most engaging ele-
ments of DC culture today from both her perspective 
and the perspective of her millennial daughter. 

• Interior designer and a special needs advocate. 

• 22 years of experience in marketing, public relations 
and strategic planning.

• Big supporter of creative and quirky content.

• Author of two books about business leadership.

• 4,518 twitter followers.

• Father of three who lives in Fairfax.

INFLUENCERS
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THEN, NOW, FOREVER
STRATEGY

TACTICS

SOCIAL MEDIA
To increase retail revenue by targeting couples from Burke County celebrating their anniversaries through 
a social media campaign.

Set Up:
• Five week social campaign with retail benefit.
• Couples will engage on social platforms and have the opportunity to impress their 

partner with a thoughtful and creative gift.

 1 Year: Paper- Paper Source
2 Year: Cotton- South Moon Under
3 Year: Leather- Take 5 Boutique
4 Year: Linen- Anthom
5 Year: Wood- Anthropologie
10 Year: Aluminum- Capital Teas
15 Year: Crystal- Lou Lou
20 Year: Silver- Alex & Ani

• Mosaic will promote a campaign to encourage couples to post their wedding picture 
on Twitter, Facebook or Instagram and then get their photo taken at Mosaic with the 
branded frame.

• Using the hashtags #mosaicanniversaries and #thennowforever, participants will 
receive the perfect guide to buying an anniversary gift. 

• All participants will get a chance to win a “Staycation” package at the end of the 
campaign, compliments of Mosaic’s Hyatt.
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How to Participate
1. Then- Share a wedding photo.
2. Now- Come to Mosaic and pose in 
front of our giant frame.
3. Forever- Purchase a gift that your 
partner will remember forever.



MEDIA TYPES

RATIONALE

DELIVERABLES

THEN, NOW, FOREVER
Owned: YouTube video highlighting romance, social media posts.
Shared: Instagram posts, tweets, Facebook shares.
Earned: Pitch NOVA journalists and bloggers to cover the story.

• Promo of all submitted photos to be played on the 
large screen outside the movie theater. 

• Social Media deliverales and branding. 

• Burke is boring. Older couples need a place to rekindle and celebrate their love in a 
     romantic atmosphere.
 Burke has the 7th lowest nightlife and restaurant presence and also the 9th lowest arts presence in      
 Virginia per capita. It is evident that while there is a clear lack of traditionally fun businesses   
 within Burke, the fun and variety of Mosaic is only 13 minutes and 8.1 miles away.
• Sure-fire way to get customers in the stores and buying items.
 64.8% of the population is currently married. 84.5% of these are family households.The median   
 resident age is 40.9 years old. Essentially, this statistic indicates that there is a large chunk of this  
 population on the cusp of being empty nesters with money to spend.
• Celebrating Burke couples relationships, aligns with Mosaic’s goal to become the go-to community 

center. Mosaic is a place for couples to let their romantic love flourish.
• In 2009, more than 600,000 people ages 50 and over got divorced, which indicates that long-term 

relationships are a challenge to maintain; Mosaic will help couples preserve a thriving relationship. 
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THEN, NOW, FOREVER
MEDIA TARGETS EXPECTED HEADLINES EVALUATION
Tom Jackman- Writer, Washington Post
Blog – The state of NoVA
Twitter @stateofnova
Email - tom.jackman@washpost.com

Melanie Hastings-Talk Show Host, WJLA ABC 7 
Blog- Let’s Talk Live 
Twitter- @melanienews8 
Email - melanie@tbd.com

Ann Limpert- Writer, Washingtonian 
Blog- Best Bites and Best of Fairfax 
Twitter- @annlimpert
Email - almipert@washingtonian.com

Amy Austin- Washington City Paper 
Publisher 
Twitter-@aaustin
Email - aaustin@washingtoncitypaper.com

• To evaluate the success of the objectives set by Mosaic, PUSH PR implements the following measure-
ments:

 - Measurement of media attention 
  - To evaluate the garnered media attention, conduct an in-depth content analysis.
  - Mosaic should see an increase since 2014 in: 
   - Media mentions 
   - Media impressions 
   - Media placement in relevant outlets
 - Measurement of audience attitude
  - Track brand recognition and appeal in Burke county. 
  - Distribute survey before and after Then, Now, Forever to evaluate the attitude and percep    
    tion of Mosaic.
 - Measurement of action 
  - Track sales increase. 
  - Track engagement of social media campaign posts and shares. 
  - Track number of participants in Then, Now, Forever.
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TIMELINE

JAN. FEB. MAR. APR. MAY. JUN. JUL. AUG. SEP. OCT. NOV. DEC.

Follow the Bean Bag

Spotlight Mosaic

Then, Now, Forever

April 1-31, 2016 May 1-30

May 1, 2016 June 1 June 15

July 10 Aug. 1May 1, 2016

June 1-15 June 15 - July 31 Aug. 1 - Aug. 27 Sep. 1

Aug. 28

• Research Arlington 
event dates 

• Find requirements to 
holding a booth at each 
place and prepare 
accordingly 

• Finalize Arlington event 
dates 

• Confirm booth rotations 
with Mosaic businesses 
and retailers 

• Construct branded corn 
hall board and have 
bean bags made  

• Start searching for a 
celebrity to MC the final 
event

• Promote campaign with 
flyers on social media 
and at Mosaic 

• Make Giant picture 
frame and beautify 
Mosaic green with 
flowers 

• End of campaign
• Create post 

campaign 
collateral:slideshow 
and YouTube video 

• Pitch to media 
outlets for more 
coverage

• Start evaluation 
process

• Pitch to mommy 
bloggers

• Acquire partnerships 
with mommy bloggers

• Film with each 
mommy blogger, 
depending on their 
availability

• Each films for 1-2 
days

• Finish filming end 
of June

• End of June/beginning 
of July - edit film

• Launch first episode 
of “Spotlight Mosaic” 
on July 6th 

• Post a new video 
every Monday 
throughout July

• Continue uploading 
every week through 
August

• Upload final video on 
September 7  

• Start evaluation 
process (video views, 
shares, likes, 
comments).

• Start promoting 
campaign over 
social media 

• Hold first booths  
• Pitch to media to 

get local coverage

• Blast on social 
platforms

• Promote different 
stores each week  

• Periodically check for 
participants on social 
media 

• Periodically upload the 
participant pictures on 
the Mosaic screen

• Pitch to media to get 
more coverage and 
mentions 

• Continue to hold corn 
hole booths all over 
Arlington 

• Garner interest over 
social media  

• Continually pitching to 
media to get local 
coverage 

• Confirm  celebrity  MC 
for  the final event

• Construct giant corn 
hole board for the final 
event 

• Pitch final event, with 
celebrity MC, to local 
media

• Continue to hold last 
corn hole booths in 
Arlington

• Arrange incentives from 
retailers for corn hole 
winners at the final 
event

• Begin evaluation 
process 

• Hold final event with 
celebrity MC

• Promote over social 
media 

• Disperse prizes to 
winners

May 1, 2016 June 1-30 July Aug. 1 Sep.



BUDGET
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ITEM COST PER UNIT NUMBER OF 
UNITS

TOTAL COST NOTES

Booth rental – de-
posit fee, tent, 
tables, and chairs

• $800 x rental fee 3 $2,400 3 events.

Printing of bro-
chures, leaflets, and 
posters

• $2.36 x 1  set
• $23 x 1 poster
• $89 x 1 banner

• 3,000 sets
• 3 posters
• 1 banner

$7,230 Set includes 1 brochure ($1.36) and 1 leaflet ($1). Materials for four 
events: 3 Arlington events and 1 Mosaic event.

Local comedian $2,000 x event 1 event $2,000 Will run cornhole at Mosaic event

Mosaic-branded 
bean bags

• $16 x 1 roll  of 
burlap

• $9 x 1 bag of rice
• $12.99 sewing kit
• $5 x logo

• 1 roll of burlap
• 1 bag of rice
• 2 sewing kits
• 7 logos

$111.96 Roll includes 10-yards of burlap and bag of rice includes 20-lb of rice.

 Cornhole board • $170 x 1 board • 1 board $170

Promotional gifts • $19.25 x 1 bottle of 
olive oil

• $2 x 1 piece of 
chocolate

• 75 bottles of olive 
oil

• 1,500 pieces of 
chocolates

$4,443.75 One gift per participant in Cornhole game. Olive oil from Ah Love Olive 
Oil and vinegar. Chocolate from Artisan Confections.

Refreshments for 
staff managing the 
booth

• $79.81 x snacks for 1 
event

Snacks for 3 events $239.43 Snacks for development team, communications team, retailers, and 
store owners coming in and out. 

TOTAL $16,595.14

ITEM COST PER UNIT NUMBER OF 
UNITS

TOTAL 
COST

NOTES

Gifts for blog-
gers

$100 x 1 gift set 5 $500 One gift package for each 
blogger bought from Mosaic 
stores

Video crew • $100 x videographer
• $150 x 1 hour of footage
• $75 x 1 hour edit

• 1 videographer
• 5 hours of footage
• 12 hours editing

$1,750

Professional 
photographer

$150 – 1 hour session 5 hours $750 Photographer for headshots

Printing of signs, 
banners,  and 
posters

$23 x 1 poster
$89 x 1 banner
$27 x 1 sign

5 posters
1 banner
2 signs

$231 Featured around Mosaic

TOTAL $3,231

ITEM COST PER UNIT ITEM PER UNIT TOTAL 
COST

NOTES

Printing of gift-idea 
lists, signs and posters

• $1  x 1 leaflet
• $27 x 1 sign
• $23 x 1 poster

• 1,000 leaflets
• 5 signs
• 5 posters

$1,250 Shops will offer lists of ideas 
for participants. Posters will be 
featured in Mosaic stores

Song license for “I only 
have eyes for you”

$500 x 1 year 1 year $500 Payment to BMI, ASCAP, and 
SESAC

Graphic designer fee for 
branded cover photo

$500 x 1 project 1 project $500

Decorative anniversary 
display

$300 x display 1 display $300 Creation of anniversary display 
in front of the Angelika Film 
Center

TOTAL $2,550

Follow the Bean Bag

Spotlight Mosaic

Then, Now, Forever



NOTES
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BROUGHT TO YOU BY THE 
GOOD PEOPLE OF 

PUSH PR


