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Executive Summary 
 

Sewer systems across the globe have been negatively affected by the invention of the 

convenient flushable wipe, including the City of Fayetteville. The marketing plan explained 

below will guide the City of Fayetteville through a one year marketing campaign, utilizing the 

billing process along with social media and online advertising to reach our target market: City of 

Fayetteville bill-payers and their children.  

The majority of the population is not aware of the negative effects that flushable wipes 

have on our sewage systems, as shown by our survey results. They think that because the label 

on the package reads “flushable,” there are no negative consequences of flushing them. Our plan 

focuses on consumer awareness to bring this issue to attention. The plan utilizes visually 

appealing images, a catchy slogan, and interactive “games” to grab the attention of the target 

market.  

In the marketing plan presented, the target market is clearly defined by the bill-payers of 

the City of Fayetteville, including surrounding areas who receive the service. Following the 

target market definition, you will find results of a survey our group conducted on social media 

that shows how unaware consumers are of this issue. Next, we lay out the three components of 

the marketing plan: bill inserts, social media, and an online banner ad to be placed on the City of 

Fayetteville’s website. We have also provided the visual aspects of the plan, including the bill 

insert designs and the banner to include on the City of Fayetteville utility website. The reasoning 

as to why we chose each component is clearly explained after presenting how to implement each 

piece. The section titled “Budget Variables” lays out multiple pricing options for printing 

through Mailco to give an idea of the costs associated with implementing the campaign. In the 

“Overview of Campaign” section, a video is provided to better explain the process of 

implementation.  

In conclusion, following the 3 simple steps below will enable the City of Fayetteville to 

spread awareness of the negative effects that flushing “flushable” wipes has on the region’s 

sewage systems. This awareness campaign should stick in consumers’ minds and make them 

more aware of their actions, thus leading to a decrease in damage to our city’s system. 

 

1. SEND OUT MONTHLY BILL INSERTS WITH INTERACTIVE GAME 

2. LINK TO CITY OF FAYETTEVILLE’S SOCIAL MEDIA 

3. INCLUDE BANNER AD ON BILL-PAY WEBSITE TO TIE TOGETHER 
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I. Introduction 

 

 The invention of “flushable” wet wipes has negatively affected sewage systems all across 

the globe, including the City of Fayetteville. Although the packages read “flushable,” the 

majority of consumers are not aware of the damage that is actually caused by flushing the wipes. 

This issue is costing millions of dollars across the globe, along with environmental effects. The 

marketing plan laid out below will guide the City of Fayetteville through a public awareness 

campaign to bring attention to consumers through the use of bill inserts, social media, and a 

banner advertisement to be placed on the utility payment website.  

 

II. Research Survey Results 

 

Through a short survey our group conducted via Survey Monkey on our social media 

accounts, 80% of respondents stated that they use wet wipes, 43% stated that they think flushable 

wipes are both flushable and biodegradable, and 35% flush their wipes after use. We had a 

sample size of 86 respondents from various age groups and income ranges, both with and 

without children. Although our sample size wasn’t very large, the results still show that a lack of 

awareness is a major problem and cause of this issue. 

 

“Do you use wet wipes?” 
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“Do you think flushable wipes are both flushable and biodegradable?” 

 

 
 

 

 

  

“How do you dispose of wet wipes after use?” 
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III. Target Market 

 

The primary target market for our campaign is the bill payers of the Fayetteville water 

and sewer service. This market sector includes residents in the cities of Fayetteville, West Fork, 

Farmington, and Greenland. As you can see below in the graphic, the Fayetteville water and 

sewer service spans father than just Fayetteville alone. The Fayetteville water and sewer service 

serves all the areas highlighted in green, which is inclusive of all the cities mentioned above. 

 

 
 

Other research that was conducted on the target market was the key demographics. 

Specifically, the demographics that directly affect our campaign. Our main goal is to target each 

household and make them aware of the current issue by getting them involved through 

interactive games we will address later. Our main target market is adults paying the bill for the 

water and sewer service. We are also having a small section of our campaign geared towards 

children in hopes that if we can get the family involved our message will stay around the 

household for a longer period. Overall, the area covered by the Fayetteville water and sewer 

service includes upwards of 41,000 households, according to Mailco’s most recent mailings for 

the City of Fayetteville.  For our campaign we will be using these statistics to keep all 

calculations and suggestions accurate. Our campaign suggestions throughout the paper will 

reference this target market along with the details provided above. 

 

IV. Components 

 

a. Mailings- Bill Inserts 

 

For this campaign, one bill insert will need to be sent out with each statement for a total 

of twelve months. As for the content of the bill inserts, we have designed them as a “game” for 

both adults and children (examples pictured below). On the front side of the insert, there will be 

a picture of a toilet from somewhere in the Fayetteville community with the slogan “Ignore the 

hype, don’t flush the wipe!” along with a fact about the effects of flushing wipes. On the back 

side, there will be a simple game, puzzle, or coloring activity for children to complete. In order 
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to make this game interactive and fun for customers, we suggest including a social media aspect 

(refer to b. Social Media).  

 
 

Receiving this image in the mail would leave people wondering, “Why is the City of 

Fayetteville sending me a picture of a toilet?” At that point they would flip it over and see an 

image such as this: 

 
 

 
Find the word “clogged”  
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This leaves people thinking, “What is happening with this bizarre piece of mail?” 

Meanwhile, their children have a fun game to engage them on the back of the insert. This makes 

the piece fun and interactive. We would also suggest placing your twitter and facebook links on 

the inserts for customers to refer to. Before school begins they will receive a magnet with their 

bill as well. If they have children, they will likely use the magnet to place things on their 

refrigerator. Below is the graphic that will be placed on the magnets.  

 

 
 

 

b. Social Media 

 

An initial post should be made on the City of Fayetteville’s Facebook and Twitter 

accounts announcing that these inserts will be sent out beginning in the month of January and 

explain how the “game” works, such as: “Your monthly bill statement will include a picture of a 

toilet from somewhere within the Fayetteville city limits. See if you can identify the toilet. Snap 

a picture of it and upload it to Facebook or Twitter with the hashtag #ifoundthetoilet.”  

We also suggest that you incentivize this in some way, such as having a monthly drawing 

or choosing the most creative picture posted on social media with the hashtag. You could even 

partner with the location featured that month for the prize (such as a free coffee from Arsagas, 

etc). It is likely that this could also increase your social media following which would be useful 

for future campaigns as well. 
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c. Online Advertising (Banner) 

 

For our “Ignore the hype, don’t flush the wipe” campaign, we also chose to include an 

online ad. Our group suggests that the ad be placed on the government Water and Sewer service 

website. The ad itself will be a banner ad that the community can view when paying their bill 

online. By placing the ad on the bill pay website, we will be able to keep the campaign fresh and 

relevant. The banner ad, as seen below, will be colorful and eye catching. 

 

 
 

 

V. Reasoning 

 
a. Mailings- Bill Inserts 

 

In order to effectively reach the target market, informational inserts should be directly 

mailed within the utility bills. According to Entrepreneur.com, direct mail is beneficial for at 

least four reasons. Many companies have chosen to drop direct mailing and utilize email to help 

decrease advertising expenses. The problem with this approach is that people are finding it more 

and more difficult to sift through each email they receive. Therefore many emails get deleted 

before they are even viewed.  

 

“A study by Epsilon showed that 77 percent of consumers sort through their 

physical mail as soon as they get it. Even better, data from the U.S. Postal 

Service showed that 98 percent of people check their mail daily.”1 

 

Another reason direct mail is a powerful marketing tool is the level of intimacy achieved 

is higher than other forms of marketing. When a company sends direct mail, they are literally 

getting into the homes of their audience. Because people tend to sort through mail piece by piece 

                                                           
1 https://www.entrepreneur.com/article/242731 
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to avoid trashing a bill, they see and touch every piece of mail. If the piece of mail is visually 

appealing enough to peak curiosity with then the piece sells itself.  

Direct mail can also gain trust from consumers. When people get a piece of mail they 

have no fear of accidentally getting a computer virus that could potentially cost them hundreds of 

dollars. Many forms of digital advertising automatically create a subconscious negative 

association with a brand. People have become weary of opening emails, clicking on ad banners, 

pop-ups, and scroll ads from fear of viruses as well as, unknowingly allowing the collection and 

sharing of their personal information. With direct mail a brand could create a subconscious 

positive association because the prospect appreciates that their privacy has not been invaded. 

Lastly, there is something warm and special about direct mail. Compare thank you cards 

received in the mail versus a thank you email. When someone takes time out of their busy 

lifestyle to send a thank you card in the mail they mean it with complete sincerity. A connection 

has already been formed in consumers’ minds between direct mail and authenticity. This means 

brands already have an advantage in consumers’ receptivity of the message they wish to convey. 

“If you want to stand out to your prospects, you must do something different 

than what your competitors are doing. Everyone can send an email, but direct 

mail is something special these days. Not only that, research shows that direct 

mail connects with customers on a deeper emotional level and provides a much 

higher response rate.”2 

 

 

Differentiating with direct mail 

 Be visually appealing 
Grab attention with Interesting pictures or graphics with a lot of color. 

 Peak curiosity 
Give people a reason to want to know more about your message 

 Incentivize 
Why should they keep this piece of mail rather than trash it?  

 

b. Social Media 

 

Social media has grown so large and prominent over the past few years and has proven to 

be a very successful tool for marketing campaigns and public awareness. The majority of people 

who have a social media account check it daily. If the City of Fayetteville is able to get people 

talking about this campaign on social media, the awareness will spread to a much larger market.    

 Also, the city’s social media accounts are currently not extremely active or followed by 

many people. Through the use of this “game,” traffic through the social media sites should 

increase, along with the number of followers. This will benefit the City of Fayetteville due to the 

ability to reach more people with their messages regarding this campaign along with other 

important information.  

                                                           
2 https://www.entrepreneur.com/article/242731 
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Social media is a low cost method of marketing and very easy to implement. According 

to forbes.com, using social media will lead to a decrease in marketing costs.  

 

“84% of marketers found as little as six hours of effort per week was 

enough to generate increased traffic… If you can lend just one hour a day to 

developing your content and syndication strategy, you could start seeing the 

results of your efforts.”3 

 

By following our suggestion to incentivize the “game” by offering a monthly prize, such 

as a coupon for the featured location, consumers will be more likely to engage in posting on 

social media using the #ifoundthetoilet which will catch the attention of others as well.  

  

“As of 2015, 72% of online American adults use Facebook… over 1 

billion users worldwide. Twitter has 241 million users.”4 
 

 

c. Online Advertising (Banner) 

 

Although all City of Fayetteville consumers receive a statement for their utility bill in the 

mail each month, it is likely that many of them throw it away due to the fact that they are able to 

pay their bill online. As shown below, the number of people choosing to pay their bill online is 

increasing steadily.  

 

 
 Including a banner advertisement in the left margin of the utility payment website, as 

shown below, will likely grab the bill-payer’s attention. Using a picture of a toilet will likely 

confuse the consumer slightly and lead them to looking closer at the advertisement.  

                                                           
3 https://www.forbes.com/sites/jaysondemers/2014/08/11/the-top-10-benefits-of-social-media-
marketing/2/#8f68b35743fd 
4 http://www.investopedia.com/articles/markets/100215/twitter-vs-facebook-vs-instagram-who-target-
audience.asp 
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VI. Budget Variables 

 

As you know, the City of Fayetteville is partnered with the respected Mailco USA 

Incorporated for its utility billing needs. A current verbal offer to print the proposed awareness 

campaign fliers has been made by Mailco, and is by far the most attractive bidder. As a full 

service provider Mailco offers several options to suit virtually any clients’ budgetary and 

creative needs. Starting with the more modest option, Mailco offers a black and white selection 

for only one cent per flier. With an average 41 thousand outgoing water utility bills, that comes 

out to just $410 per month. 

 A more moderate budgetary option is the full color selection for two cents per flyer. This 

breakdown comes in at $820 per month, or $9020 annually. We highly recommend this option, 

not only because the color contrast has far greater potential to capture focus but also won't have a 

significant negative effect on the bottom line of the client. 

If one is considering a higher quality mailing insert, Mailco offers a color option that 

features a thick glossy card stock at a rate of five cents per flyer. Research shows that the 

recipient is far less likely to discard the information if it is perceived to be stylishly presented. 

Our annual marketing plan is allotted for eleven months, with a small amount of extra 

funding in August for thin refrigerator magnets. The refrigerator magnets are surprisingly 

affordable to manufacture, costing only 3 cents each. We hope you agree that the extra cent is 

well worth having a daily, long-term reminder in the target markets’ living space. Mailco 

provides this manufacturing service as well, and is willing to negotiate for economies of scale on 

all options. 

 

VII. Overview of Campaign (Video) 
 

For an overall perspective of what our group is proposing you can follow this link: 

https://www.youtube.com/watch?v=67JPStwhgW8&feature=youtu.be 

https://www.youtube.com/watch?v=67JPStwhgW8&feature=youtu.be
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The link will redirect you to the video made by our group. The video will address what is listed 

in the figure below.  

 
As you can see above, the video will consist of multiple components that will address the 

entirety of our campaign. It is important for us, as advisors, to give the City of Fayetteville a full 

view of how our campaign will look and what it takes to implement. The video overall will 

consist of slides with voiceovers In the first section of the video we will introduce our campaign 

as “Ignore the hype, don’t flush the wipe.” We will do this by giving a short live introduction and 

showing the overall campaign theme through the different toilets around our community. Thus, 

we will capture the attention of public and draw them in for the actual problem. Once capturing 

the audience's attention we will then address the global problem of the flushable wipe on the 

sewage system and how it is affecting Fayetteville specifically. Here we will include graphics 

taken from around the world such as the one seen below.  
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By including graphics like the one above, our group will be able to emphasize to the 

community the extent of the flushable wipe problem. Once we have established a clear 

understanding of the problem, our group will then address how we plan to tackle the problem 

locally. The video will address who the target market is, in our case the bill payers of the 

Fayetteville Water and Sewer Service, and the research we gathered on them. As a group we will 

then go into applying the findings on the target market and implementing it into the components 

we chose to use. We plan to appeal to our target market through using mailings, internet ads, and 

a small social media game that will build on the City of Fayetteville platform already established. 

We will use these components and the information gathered, which has already been mentioned 

previously, to bring the target market in and be an interactive member of our campaign. Each 

component will be explained in depth in the video, from there our group will conclude our 

presentation by giving a short wrap up and providing the key take-aways. By doing all that is 

mentioned above we will be able to give the audience a clear picture of who we are, what the 

problem is, and what we plan to do about it. 

 

VIII. Conclusion 
 

In conclusion, the primary issue with flushable wipes is the lack of awareness about the 

negative effects they have on our sewage system. By completing the steps laid out in this 

marketing plan, the City will raise awareness of this problem while encouraging consumers to 

interact in the social media game. The quirkiness of the graphics grab consumers’ attention and 

the games on the back make the inserts interactive and fun. The social media game will assist in 

growing the City of Fayetteville’s online presence ensuring ease of future communication. 

With the likely success of this marketing campaign, the City of Fayetteville should expect 

a high return on investment. As explained in the Budget Variables section, the costs of sending 

out monthly bill inserts and magnets is relatively low and is the only financial cost associated 

with this plan. Social media marketing is free, along with adding a simple banner to the utility 

payment website. The main cost will be time spent on implementing this plan, but it will be well 

worth it. Simply making consumers aware that this is a problem will decrease the amount of 

wipes in the sewage system, thus reducing the financial costs of repairs.  
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IX. Appendix: Visuals 

 

 This appendix includes the graphics for all 12 months of bill inserts for the 

“game” along with the 12 games/activities and the design for the magnet to be 

sent out in the statement for August. 
 

Month 1: 

Front- U of A Walton College Restroom 

 

Back- 

 
Find the word “CLOGGED” 
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Month 2:  

Front- Ozark Natural Food’s Restroom 

 

 

Back- 
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Month 3: 

Front- Whole Foods Restroom 

 

Back- 

 

 

 
Make your own airplane! 
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Month 4:  

Front- Tokyo Sushi Restroom 

 

 

Back- 

 

 
Find your way through the septic maze! 
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Month 5: 

Front- Fayetteville Public Library Restroom 

 

 

Back- 

 

Help them make it to the restroom! 
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Month 6: 

Front- Smitty’s Garage Restroom 

 

 

Back- 
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Month 7: 

Front- Walmart Neighborhood Market Restroom 

 

 

Back- 
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Month 8: (Magnet to be sent in August also) 

Front- Razorback Malco Restroom 

 

 

Back- 

 

SUDOKU!  
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Magnet- 
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Month 9:  

Front- Hog Haus Restroom 

 

 

Back- 

 

Connect the dots to complete the picture!  
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Month 10: 

Front- Harps Restroom 

 

 

Back- 
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Month 11: 

Front- The Cork & Keg Restroom 

 

 

Back- 

 

SUDOKU!  



Page 26 of 27 
 

Goppert, Miller, Garret, Smiley University of AR Monday, May 1, 2017 

Month 12: 

Front- Mexico Viejo Restroom  

 

 

Back- 

 

Find your way through the pipes!  
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