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4. “You Made an Impact” Cards: 

Overall Goal 
Our overall goal is for Old Spokes Home and Bike Recycle Vermont to build a 

community of bikers.  While this sounds nondescript, the entire organizational structure 
of Old Spokes Home and Bike Recycle Vermont is unique in that it directly fuels this 
goal.  While other bike shops in town are involved in the biking community as well, Old 
Spokes Home and Bike Recycle Vermont have ensured that everything that they do, 
sell, and make money off of, contributes back to this goal.  Both Old Spokes Home and 
Bike Recycle Vermont are passionate about “bikes and the opportunities they provide” 
for people, whether they be are riding for recreation or transportation, and we wanted to 
ensure that everything we propose Old Spokes Home implements will directly enrich 
and support this most important goal of building a community of bikers.  

 

Introduction 

  In a growing community it is imperative that Old Spokes Home and Bike Recycle 
Vermont make the public aware of what they bring to Burlington and the larger 
Chittenden County.  Old Spokes Home and Bike Recycle Vermont are here with a 
purpose; a purpose to serve those without the necessary means for a ride to work, 
school, or even general transportation. Both Old Spokes Home and Bike Recycle 
Vermont exist for the single purpose of creating a community of bikers, regardless of 
income, background, or preferred type of biking.   

As well as offering a wide array of products at a variety of price-points, Old Spokes 
Home is unique from other shops in town by its social initiative, Bike Recycle Vermont.  
One hundred percent of OSH profits go directly towards the operation and running of 
Bike Recycle Vermont, which enables biking for lower-income people in/around 
Chittenden County and all of the opportunities they provide.  In addition to offering 
affordable bikes, Bike Recycle Vermont holds classes and workshops for the wider 
community and has a focus on career building for those who may be lacking 
opportunities (e.g. previously incarcerated people). While it is necessary for customers 
to be aware of the unique dynamic and inter-relation between Old Spokes Home and 
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Bike Recycle Vermont, market research conducted revealed that first and foremost, Old 
Spokes Home needs to be a good bike shop, and while the social mission assists in 
making people want to return, it’s not what is going to get them in the door initially.  For 
this reason, we focused on ensuring that the complete experience that customers have 
with Old Spokes Home, from in the store, to with the staff, and in talking with friends, is 
as positive as it can be.  We believe that this essential “experience” needs to be 
addressed and maximized and foremost before any sort of paid advertisements or 
initiatives.  This calls for a rebranding effort along with prominent (but not aggressive) 
point of purchase marketing that highlights the excellent, fairly priced and diverse 
product selection, highly qualified mechanics, and community initiatives that make up 
the business. In conjunction with a point of purchase marketing strategy, we are further 
suggesting Old Spokes Home to focus on improving staff education and the overall 
customer experience. Consequently, the following document is an “implementation plan” 
with these three main objectives that all strategically contribute to the core goal we’ve 
established of building a community of bikers.   
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Objectives  
 

OBJECTIVE: REBRANDING 
 

Explanation: 
One of the most important aspects in building sales for Old Spokes Home is 

reducing confusion within the brand itself. We are suggesting a rebrand and relaunch of 
Old Spokes Home and Bike Recycle Vermont all under the name Old Spokes Home. 
Bike Recycle Vermont will instead become the Old Spokes Home Donation Center, 
while sticking with the social mission put forward by Bike Recycle Vermont. The ultimate 
goal is to increase sales because it benefits both shops, and the best way to eliminate 
confusion and gain recognition is to combine all social media and advertising initiatives 
under one name. In order to launch to a successful ad campaign Old Spokes Home 
must first become an organized and cohesive brand easily recognized by local 
consumers.  
 This is vital to the continued success of not only the brand but their social 
mission of providing bicycles to those in need. According to the market research done 
on OSH and BRV, the name Old Spokes Home was recognized by 93% of respondents, 
while Bike Recycle Vermont was only recognized by 63%. Another issue is that only 
30% of respondents said that the social mission very much influenced their choice of 
bike shops (MR3). This is something we believe can be corrected through signage and 
increasing customer knowledge about the brand as a whole. With less than 40% of 
respondents knowing that Old Spokes Home became a non for profit in 2015, now is the 
perfect time to join the two shops together. 
 A supporting factor in the success of this plan is strengthening the relationship 
between Old Spokes Home and Bike Recycle Vermont. There is currently a lack of 
understanding between the two businesses, their objectives, values, and overall 
operation. The respected and trusted values of Old Spokes Home as a bike repair and 
retail shop and the non-profit, community oriented objectives of Bike Recycle Vermont 
are lost due simply to a lack of understanding how the two entities work together and 
support each other. This is deterring from the successful of both businesses. In order to 
increase the success of the initiatives set forth by both shops, rebranding is imperative.   
 
Tactic 1: Uniting Logos, Brands and Social Media 
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Our aim is to unify the two businesses seamlessly while eliminating any 

confusion. The social media and online presence from both companies act as a primary 
source of communication between the businesses and the consumers. Therefore it will 
be utilized heavily in the rebranding process by acting as a platform of communication 
and clarifying the merger to the general public. It is suggested that Old Spokes Home 
and Bike Recycle Vermont combine their social media accounts in the following way. 
We suggest dedicating social media responsibilities to one employee or even better, an 
intern. Social media will help tremendously in creating a successful brand merger if 
executed properly.  
 
 
Facebook: 

We suggest to edit the Bike Recycle Vermont page to have all Old Spokes Home 
information, change the profile picture to an image of the Old Spokes Home logo, and 
update the cover photo to reflect the current season. The OSH Facebook page currently 
has less than 200 followers, while the Bike Recycle Vermont page has roughly 1,100 
people following them. Getting all 1,100 followers over to the Old Spokes Home page 
would be a nearly impossible task. With a small following to begin with, we feel it be the 
best move to keep the page with the most customer activity and following. The new 
OSH page will be used to communicate the new donation center (previously BRV) in 
Old Spokes Home. 

Social media, especially through Facebook acts as a great opportunity to share 
social initiatives and capitalize on earned media. OSH should be utilizing any and all 
socially responsible news Bike Recycle Vermont is generating through Old Spokes 
Home. Additionally, there should some content posted to the old Old Spokes Page 
telling people about the brand merger and urging them to follow the new Old Spokes 
Page (previously the Bike Recycle Vermont page) before that page gets deleted. There 
should also be ample content ready to be posted throughout the first couple months on 
the new Old Spokes Home page that speaks to the transition, reinforcing the merger 
and further educating people about all the great things Old Spokes Home has to offer. 
 
Twitter: 

Twitter should primarily act as a news sources for OSH. Firstly, delete the Old 
Spokes Home twitter account as it have only 60 follows and no tweets, and edit all 
information on BRV twitter to be Old Spokes Home. Content on the current Bike 
Recycle Vermont Twitter is focused around the Burlington Bike Project, which combines 
BRV and OSH into one entity, so less work has to be done here. It is still suggested to 
change the profile and cover photos to the new OSH logo and/or another graphic that 
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communicates the (actual) merger of the two companies. It is also recommended to 
either commit more time to the Twitter account, or eliminate it altogether. It currently 
acts as another platform to share instagram content on which isn’t ideal.  

Twitter is not a huge supporting factor to Old Spokes Home online presence, and 
therefore could easily just be gotten rid of. However, most consumers do expect 
companies to be present on Twitter, and it can be a great source for advertising events, 
pop-up sales, news, and exclusive content.  
 
Instagram: 

Instagram should be utilized to communicate the brand personality that makes 
Old Spokes Home what it is. This can be done by posting engaging content frequently 
and encouraging the use of hashtags. When used well, Instragram can take a business 
from being just another place to spend money, to a trusted and respected place you feel 
good about supporting. Especially with OSH and BRV, all communication through social 
media should instill the community centric feeling of a neighbor doing business with 
another neighbor. Content on Instagram should include happy customers both inside 
and outside the shop, the laid back Burlington lifestyle, as well as showcase a wide 
variety of products. Additional content could include shortening preexisting vimeo videos 
into short clips, making new video content of a positive customer experience or a staff 
member introducing a new product, or announcing events and/or sales.  
 
YouTube/Vimeo: 

Videos are also great in creating and maintaining brand personality. They also 
act as a great platform to communicate lots of information and education about products 
or the business. We suggest Old Spokes Home to continue making videos and posting 
them to Vimeo. Explain about and showcase new, trendy, or exciting products. Video 
content is great for strengthening a grassroots brand personality like Old Spokes Home. 
This way products are being featured to drive sales, yet a local, small shop feeling 
remains as the videos come from the staff themselves.  

We further suggest Old Spokes Home adding YouTube as a social media 
platform. YouTube is most user friendly than Vimeo and appeals stronger to Old Spokes 
Home’s demographic.  
 
Tactic 2: Launch Event 

 

This event will be a kick off to the biking season and a formal introduction as Old 
Spokes Home and Bike Recycle Vermont as one operating brand. For the merger of the 



 
 

 
8 

two separate brands to be successful, it needs to be thoroughly communicated to all 
consumers in a strong and supportive way. It cannot just be solidified through social 
media, staff knowledge, and in store development. An event, along with all marketing 
materials and hype that will surround it, will create some excitement to the consumers 
and drive home the changes happening to the business. 
 

The event will be a Spring meltdown taking place in the Spring of 2016. Again, it 
will act as a kick off to biking season as well as a formal launch of the new Old Spokes 
Home brand which embodies all Bike Recycle Vermont initiatives and values under the 
operating bike retail and repair business that is Old Spokes Home. The event will 
require a few streets around Old Spokes Home in the North End to be closed down for 
the event. The street will be sectioned off and the event will primarily take place in that 
space as well as inside OSH. It will feature new product demos, free (or discounted) 
tune ups, a bike swap, safety checks, tour of bike museum, music, drinks, and multiple 
food trucks. Those with a student ID or anyone who donates to a specific charity gets 
free food or drink tickets. Social media should be a primary component to the marketing 
plan behind the event as it requires a minimal budget while reaching a wide target 
audience.  
 

 
OBJECTIVE: STAFF EDUCATION 
 
Explanation:  
 At the moment, Bike Recycle Vermont and Old Spokes Home are having issues 
conveying their message. It is necessary that OSH/BRV create a unified brand that 
illustrates the changes to each organization and how the different shops will be affected 
by the new merger. 
 
Tactic 1: Staff Pizza Nights 
 

One night during the week that works for most employees at both Old Spokes 
Home and Bike Recycle Vermont, should be a pizza party that outlines specifically what 
has changed since the merger. It should be made sure all employees understand how 
the new businesses operate together.  

It is also recommended that these group meetings are held monthly so as to hear 
the employees concerns, questions and bits of advice they have. Your employees know 
the day-to-day operations of your shop the best. By giving them an outlet to brainstorm 
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and speak their ideas, it will allow innovation to be sparked internally and everybody 
appreciates free pizza. It is important the two shops remain aligned so it is seen by 
customers and will improve overall morale. From the research of one of the Marketing 
Research classes it was discovered that employees were confused on whether 
customers knew about the merger or not. From the same research conducted it was 
also realized that customers weren’t totally aware of the merger. Some knew a merger 
occurred but weren’t sure on the specifics or they didn’t know the merger occurred in 
the first place. By holding these monthly meetings employees can understand the 
changes happening to the business and stay better informed, as well as help customers 
understand as well.  
 
Tactic 2: Staff Educational Handbook 

  During the pizza party each employee will receive a small brochure that is very 
similar to the presentation they watched so they have a handy document to show 
customers if they have any questions. This needs to be done because during the 
research phase of this project we discovered a lot of employees seemed confused 
about the merger and some didn’t even know about it. This should be done during the 
winter months and be apart of the beginning phase of the rebranding campaign that 
aligns the store’s brands more closely. By having the pizza night, the employees of OSH 
and BRV can meet and get to know each other creating a better relationship between 
the two locations. 

 
 
OBJECTIVE: CUSTOMER EXPERIENCE 
 

Explanation:  

 

 Among all forms of research conducted by students of Champlain College, be it 
focus groups, surveys or intercept interviews, a key theme emerged that quality is at the 
center of why loyal customers choose to shop and return to Old Spokes Home.  For 
them, both the quality of the products offered and the quality of their experience in-store 
is of equal, top importance and remains the primary distinguisher for customers 
shopping at OSH.  Fortunately for OSH, they already offer a fantastic array of products 
with a wide variety of price-points and brands, and the personal experience many 
respondents cited in the research was a major highlight.  We are nonetheless 
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designating customer experience to be one of the three objectives necessary to achieve 
our goal of  building a community of bikers because we feel that there is some room for 
improvement with what OSH is already doing.  Ultimately, none of our proposed 
initiatives will be effective in the long run if customers actually come in the store and do 
not have a positive experience.  For this reason, the tactics we are detailing below are a 
three-pronged approach to improve the most important aspects in customer experience: 
the physical environment, the staff with whom customers interact, and the overall feeling 
you get after shopping at a store. We think that the staff, store itself, and the feeling 
customers get all need to reinforce first and foremost quality and expertise, while still 
making it very clear how the partnership between OSH and BRV works and the good 
one is doing by shopping there.    
 

 

Tactic 1: Store Layout 

 

We believe that the general flow of the showroom/store is a major component to 
the overall experience of the customer. This flow is mainly dependant on the layout of 
the store, below are several suggestions to utilize the store space in a way that will 
enhance the customer’s ability to navigate the various showrooms.  

 
Upstairs Layout: Upon our site visit, we developed several suggestions with the 

general setup of the upstairs used bike section of the store. Initially, we had concerns 
with the entrance to the upstairs, which is located in the back of the store next to the 
repair station. Although there is no way to change the physical location of this entrance, 
one thing OSH could do is make this entrance more of a destination by designating that 
area using signage. Another issue with the entrance is that the door is constantly 
closed, making it seem that this is an off limit area that is only meant for OSH 
employees. To improve on this, we purpose that the door should stay open at all times, 
as well as having a some sort of roping system that guides people in the right direction 
towards the stair entrance. Regarding the actual upstairs used bike showroom, we 
observed that the entire area was very cluttered and unappealing. There is almost an 
intimidation factor for someone looking to buy a bike from this section due to the fact 
that they would not even know where to start, all the bikes seem to just be thrown 
together on the racks, with little to no structure. In order to improve on this, we thought 
that better overall organization of the bikes would be a big help. This would involve 
separating bikes into categories(IE: mountain bikes, road bikes, children’s bikes), as 
well as creating signage for these various bike sections. Lastly, we think that OSH 
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should attempt to make these different bike categories further away from each other, to 

avoid confusion and intimidation.  
 

 
 
Front Store Room Layout: The major issues with the front storeroom is that it is 

a very small space to begin with, once there are multiple bikes and other merchandise, 
it becomes very different to avoid clutter. In regards to the “fat bike” section, which is 
showcased in the middle of the store on both sides, we propose that this section be 
brought to one side of the store. Having more defined areas will help with allowing more 
space for customers to walk around, as well as allowing customers to be less fixated on 
strictly the “fat bikes”. Another improvement that we are suggesting is that there be a 
more designated area in a central location of the store that serves as a neutral area 
where sales personnel are able to greet and converse with customers entering the 
store. Currently, there is a fair amount of gear taking up the majority of the of the 
showroom, we felt that this in a way forced customers to pace throughout the space, 
instead of waiting to converse with an employee's, which is vital for OSH to establish 
their overall message.  
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Tactic 2: In-Store Signage 

Old Spokes Home (OSH) sells a wide variety of products that meet many 
customer’s budget; but that’s not the only reason why long term customers keep 
returning. There is a strong social mission that the company stands for that not all OSH 
customers may know about.  With these interior signage concepts, I believe they will 
express they quality products that OSH has to offer to its customers as well as the 
social aspect behind the company. 

         Our first concept was figuring out how to inform customers entering OSH 
about the bikes being displayed upstairs on the racks. When you walk into OSH there is 
no indication that more bikes are being offered upstairs. You are greeted with a small 
selection of fat bikes, hybrid, and road bikes and you could walk out of OSH believing 
that’s all they have to offer. I wanted to create something that customers would notice 
right when they walk into the store and this is what I came up with. Creating a (Bike) 
chain that would be hanging past the doorway but before the mechanic stands. The 
chain would have a sign hanging off or draped over it saying “More Bike Upstairs.” (This 
chain must be easily removable from one side so mechanics can pass through with 
bicycles when necessary.) Ideally, the sign would be visible when entering through the 
front door so the customer instantly is aware this is not OSH full selection of bikes. 
When customers walk through the front door and notice a chain behind the doorway in 
front of them they will want to walk through the doorway to see where it will take them. 
Having a chain separating the mechanics from the stairs would guide the customers up 
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the stairs but not before having a talk with the mechanics if they want. Giving the 
customers that social aspect with the mechanics is another great way to continue 
building the community of bikers inside the Burlington Area. 

         The second concept is located in the stairs leading to the 2nd floor. I 
noticed flyers on the walls of the stairs as I was walking up and saw an opportunity in 
this. Adding facts about OSH to the riser of each stair would give OSH customers 
something interesting to indulge in while making their way to the museum and other 
bikes. These facts can be anything regarding OSH; examples are as follows: “OSH 
receives 40 bike donations each year”, “OSH hosts 7 community biking events each 
year”, “100% of profits from OSH go towards running BRV.” The goal of these signs are 
to have customers more informed about OSH when they are leaving than when they 
came in. This is also a great way to promote upcoming events to locals. 

         The third concept plays off the first. it’s a similar idea but different location 
of the store. Applying sprocket decals to the floor with facts in the middle of the sprocket 
is a fun and eye catching way to disclose what OSH has done in the past, present, and 
what’s to be expected. Not only can these sprockets include facts about OSH but they 
can also have arrows in the center of them pointing through the doorway towards the 
stairs leading upstairs. This is an inexpensive way to inform OSH customers about what 
social missions go on as well as direct them to specific area’s of the store. 

         The fourth concept is the most simplistic. It is to add signage to help foot 
traffic run more seamlessly through OSH. When the bikes are organized the way that 
seems best fit, having signs that directing where the hybrid, mountain, road, and kid’s 
bikes are would help customers find what they are looking for easier. If customers find it 
difficult trying to locate a specific product and they can’t, they will most likely be leaving 
the store having a negative experience. If OSH can avoid this experience all together by 
strategically placing signs up around the store, we believe it would be very beneficial for 
them.  

 

Tactic 3: Social Mission Takeaways  
 As revealed by the market research, the social mission of OSH is not singularly 
the reason why customers choose OSH, but it helps to improve their overall sentiments 
towards the establishment.  OSH’s partnership with Bike Recycle Vermont and their 
larger social mission is a definite distinguisher from the other bike shops in town and 
therefore OSH should still ensure their customers know about it, but should also be 
careful to not inundate their messaging with the social mission.  As highlighted above, 
the quality of the shop needs to be first and foremost, and the social mission is an 
added benefit.  For this reason, we are proposing small but meaningful physical 
“takeaways” for the customers to receive every time they shop at the store.  A common 
issue with many nonprofits not appearing credible, often with much confusion about how 
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one’s participation in the organization actually affects anything positively. With BRV and 
OSH, every dollar of profit goes right back into funding BRV and the impact that 
customers have on enabling this dynamic should be proven.  Our intentions for the 
social mission are two-fold: first, to let customers know specifically how they’re 
positively impacting the organization; and, secondly, to simply make them feel good 
about participating with such a unique organization.  Our idea of what these social 
mission takeaways might look like are detailed below.   
 
● You Made an Impact Cards: As previously mentioned, one of the most important 

factors in running a successful nonprofit is letting donors know exactly how 
they’re impacting the operation.  In addition, there’s a tremendous opportunity in 
featuring the customers, employees, volunteers and all of their special stories 
through visuals because they are highly compelling.  For this reason, we think 
OSH could very easily hand out small cards at the point of purchase letting 
customers know exactly how they made an impact on their organization and 
feature some of the faces and stories that are benefitting from their business.  
We envision it to work by establishing pre-determined price realms and assigning 
each to typical aspects of the business that are usually benefitted by such sales.  
For example, for $10 of business, you provided kids like Scott with a new helmet; 
by spending $100 here, you enabled the repair of 2 bikes for people like Bill and 
Joe (with visuals like those featured in the appendix). 

 

Conclusion 

  Imagine Burlington where every car you see is a bike instead. Everyone is 
socially conscious where they ride their bikes to work, to school, to the grocery store 
and everywhere else in the city. There are community bike rides everyday riding along 
the Waterfront bike path, the UVM bike path, up and down all of the  the hills of the 
Queen City. Families of all diversities ride bikes together, children ride their bikes home 
from school or soccer practice. Everyone in the city has a bike and uses it as their main 
mode of transportation. 

This image may be a long shot but if Old Spokes Home can make the 
recommendations we have laid out to create a community of bikers in Burlington, they 
can be a driving force of social change to help make this wonderful city, even better. 

 



 
 

 
15 

  



 
 

 
16 

 
 
Appendix: 
Sample Content 

 

1. Event promotion: 
 

 
 
Copy: Warmer days are ahead and we are celebrating with beer and free tune-ups. 
Coming to you in May, check out oldspokeshome.com for more information.  
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2. Introducing merger:  

Catchy content about welcoming the new partnership. Could be used on Facebook, 
Twitter, or Instagram.  
 

 
 
Copy: It’s always better when we’re together and two is always better than one, right? 
We are excited to announce the new Old Spokes Home as your all encompassing bike 
retail and repair shop dedicated to putting everyone on a bike and giving back to our 
community through social initiatives driven by Bike Recycle Vermont.  
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3. Showcasing Products:  
Make engaging videos that highlights the features of the products in store and 

show staff having fun in the area using their great products. Make segments of the 
video into Instagram posts, or post a screenshot to Instagram to drive viewers to 
YouTube or Vimeo page.  
 
Example: A little snow is no excuse to put the bikes 
away. Check out this sweet video our staff created 
after our Fat Biking adventure through Vermont’s 
NEK last week. Guaranteed to make you rethink 
your plans for this weekend.  
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4. “You Made an Impact” Cards: 

 Samples of visuals to be utilized featured below, as well as a mockup.   
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