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We teach. They fix.

Who Is ecree?
The ecree Competitive Advantage

Lynn.edu
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E-Learning, digital education, educational software, edTech:

▪ The EdTech industry netting over $9 billion in 2017, up 30% from the prior year (Medium, 2017)

▪ Industry market size is valued at over $8 billion, with global spending around $5 trillion 
(Brandongaille, 2017)

▪ Current market growth rates are continuing to exceed 9% in the U.S., and globally at 18.3% 
(Brandongaille, 2017)

Industry Overview

lynn.edu

Presenter
Presentation Notes
The EdTech industry netting over $9 billion in 2017, up 30% from the prior year (Medium, 2017)
 
▪ Industry market size is valued at over $8 billion, with global spending around $5 trillion 
(Brandongaille, 2017)
 
▪ Current market growth rates are continuing to exceed 9% in the U.S., and globally at 18.3% (Brandongaille, 2017)




4/7/2019 4

▪ Over 65% of students are using educational apps/software on a weekly basis (Statista, 2018) 

▪ 53% of those who purchased and/or are using EdTech software are actively trying to 

develop and improve skills (Statista, 2018) 

▪ Two of the largest barriers to increasing usage are lack of funding by schools and districts 

at around 63% and the availability of devices at around 60% (Statista, 2018) 

•

Industry Overview continued

lynn.edu
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Competitive Analysis

lynn.edu
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SWOT Analysis

lynn.edu

Strengths
• On-demand, quality feedback
• Less expensive than competitors
• More of a customized platform
• Saves teachers and parents time

Weaknesses
• No foreign languages
• Limited free capabilities 
• No mobile, iPad, tablet capabilities
• Only on Canvas and LMS
• Paper maximum of 3,000 words
• Lack of brand awareness

Presenter
Presentation Notes
S = 
W – 
O = 

Gen Z and technologyit’s estimated that generation Z log about 10 hours a day online and a whopping 96 percent own a smartphone - SOURCE

T = 
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SWOT continued

lynn.edu

Opportunities
• Booming industry/market
• Trend in technology in the classroom
• Gen Z growing up with technology
• Distance learning on the rise (Statista, 2017)

• Increased number of students in aftercare 
programs (Statista, 2017)

• Academic under-preparedness is a trend 
(Statista, 2017)

• The growing number of homeschoolers 
(3.3%) (Washington Post, 2017)

• The growing number of students with 
learning differences… 1.8 million (National 
Center for Education Statistics, 2012)

Threats
• Highly competitive marketplace
• First-mover brands with high brand 

recognition
• Many colleges offer similar 

programs 
• Some offer for free versions
• Mobile takeover with Gen Z 
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Primary: Millennial Moms

Secondary: Gen Z

Target Audience

lynn.edu

Presenter
Presentation Notes
Add notes
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This is Sam

Presenter
Presentation Notes
Age around 20 to 37

According to schoolfoundations.org… https://www.schoolfoundations.org/.../2016nc_What%20Matters%20to%20Millennial%2...

There are currently an estimated 13 million Millennial moms in the U.S. (48% K-5 parents are Millennials) 

Millennial Moms will spend approximately $750 billion a year. 

She wants it now and she wants it fast.

Education is valued by Millennial Moms

Millennial Moms are willing to spend to save time.

Customization is a way of life.

Millennial Moms are digital story tellers.

Millennial Moms are early adopters of new media.

Millennial Moms have a smart phone and is on it an average of 3-4 hours per day.

Millennials access the Internet through their smartphones.

Don’t call Millennial Moms on the phone.

YouTube is the search engine of Millennial Moms.

They do not resonate with celebrity endorsements.

Sharing is her new form of socializing.

Millennial Moms love Instagram.

Millennial Moms won’t buy products without reading reviews.

Millennial Moms are the first generation to call social media a business.
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Millennial Moms
The $2.4 trillion social media influencer (Forbes, 2017)

Have an 
average of 
24 close 
friends they 
to share 
product 
recommenda
tions

13 million
Millennial 
Moms in the 
U.S. 

Spends 
almost 17
hours a week 
on their social 
networks

86% use social media to be an influencer… and is not 
looking for branded messages depicting perfection… 
She’s more interested in authentic marketing that 
resonates with the realities of her busy lifestyle.

3.4 social 
media 
accounts       

46% of Millennial 
Moms trust 
recommendations 
from other parents 
(compared to just 36% 
of Gen X mothers)

Spend         
8+ hours
online a week 
primarily 
browsing 
parenting 
advice

Sources: Forbes (2017), Weber / Shandwick, KRC Research (2016), MediaPost (2018) 

30% of 
Millennial 
Moms are 
single and 
work full-time 
jobs
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Secondary: Gen Z

11

lynn.edu

Target Audience Meet Jordan
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Generation Z
Growing Up Connected

Contribute 
$44 
billion to 
the American 
economy

Tends to find new products on 
Instagram, with 45% using it 
for brand discovery

By 2020, they 
will account 
for 1/3 of the 
U.S. 
population

Is 1.3 times 
more likely to 
purchase a 
product 
recommended 
by one of their 
favorite 
influencers

Sources: Huffington Post (2016), AdWeek (2018), Adaptability (2018), Business Insider (2018)

91% access 
at least one of 
their social 
media 
accounts daily

Has an 
obsession over 
Instagram

25% said they 
spend seven 
hours a day on 
their phone 
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• Large homeschool population

• Significant population with learning differences

• Majority are academically under-prepared

• Vast majority are technology advanced (using computers, apps, mobile 

daily)

13

Subcultures within Generation Z

lynn.edu

Please see Statista slides as the end of the presentation for reference and growth rates.
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The AHA! Moment  …Based on one common thread

Creative Strategy

lynn.edu
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Fully 
Integrated, 
12-Month 

Digital 
Campaign

Earned and 
Owned 
Media

Using the 
Platforms:
•Facebook
•Instagram
•Google
•Pinterest
•YouTube

Digital 
Storytelling
Relevant 
Hashtags

Customer 
Engagement

Strategic 
Partnerships 
• Mom Bloggers 

/ Influencers

Creative Strategy continued

lynn.edu

The It’s Your Time Campaign

Earned and 
Owned 
Media

Presenter
Presentation Notes
IMC Tactics
Getting the Ground to Swell

The Objectives:

	▪ To generate interest and awareness of the ecree brand name

	▪ To educate the target audience of what ecree does

	▪ To entice trial 
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Google Ads and SEO
(A combination of paid and earned media)

Presenter
Presentation Notes
Will be doing paid ads and spending $3,000 a day for AdWords SEO

Buying high-quality, relevant search words

This is in addition to creating creative content in an effort to boost ecree’s overall quality score for organic searches in google

The organic creative content will also revolve around the It’s Your Time central campaign concept
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FaceBook and 
Instagram Ads

(A combination of paid and earned media)

Presenter
Presentation Notes

WHY INSTAGRAM:

56% of Millennial Moms check Instagram multiple times a day

73% of Generation Z use this social photo sharing app

Visual content creates “650% higher engagement
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lynn.edu

Facebook and 
Instagram Ads  

continued
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Top Mom Hashtags
#momlife

#momcommunity

#mommalife

#bloggermom

#momgoals

#ohheymama

#momblogger

#momconfessions

#modernmom

#parentlife

#welcometoparenthood

#modernmotherhood

#mamalife

#momboss

#momwin

#parenthood_unveiled

#motherhoodsimplified

#momentsinmotherhood

#mommydiaries

#momlove

#bestofmom

#simplymamahood

#showerdaily
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Facebook and YouTube Mommy Bloggers

Presenter
Presentation Notes
WHY BLOGGERS:�
Millennial Moms trust friends or influencers regarding brands more than what brands say about themselves 


WHY YOUTUBE:�
Generation Z watches an average 2-4 hours of YouTube a day, but watch less than 30 minute of cable TV

85% of Generation Z learns about new products through social media 
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Facebook and YouTube Mommy Bloggers 
continued

Presenting: 
Carpool Conversations
by ecree

Meet Caroline
– Mommy Blogger
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Top 50 U.S. Mommy Bloggers by Cision

Source: Cision (2017)
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Pinterest
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Digital Media Plan
Key Metrics

lynn.edu

Google Facebook Instagram Pinterest YouTube

Conversion 
Rates

8.2% 4.7% 3.1% 2.9% .5%

Traffic 
Drivers *

9.1% 13.9% 3.9% NA 1.25%

* Average % of visitors websites received from each platform                     Source: Forbes (2018)
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Digital Budget

$6 million 
marketing budget 2019
(based on 20% of revenue)

30%

25%
20%

15%

10%

Social Media 

Google SEO Facebook Instagram Pinterest YouTube
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Financials

Lynn.edu
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Financials continued

Lynn.edu

Presenter
Presentation Notes
Gen-Xers (44%) and millennials (37%) were most likely to accidentally sign up for automatic payments. 
Thirty-five percent of Americans say they signed up for a subscription or membership, such as a gym, that enrolled them in an automatic payment plan without even realizing it, according to a new survey of 1,002 adults by CreditCards.com. 
While it’s common for internet companies like Amazon (AMZN) to offer free trials, 48% of respondents say they have forgotten to cancel a free trial before being charged by an auto-renewal 
https://finance.yahoo.com/news/one-third-americans-paying-subscriptions-without-knowing-165413533.html 
 
 
 
Recent research by Vantiv and Socratic Technologies showed that 89 percent of millennials have active subscription service (versus 78 percent of Gen Xers and 67 percent of boomers). 
https://www.nbcnews.com/business/consumer/35-percent-americans-are-enrolled-auto-pay-it-s-news-n797131 
 
 
A charge of $10 or so per month may seem like small change to many consumers. However, it adds up over time if you forget about the account or put off canceling it. 
https://www.creditcards.com/credit-card-news/autopay-poll.php 
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Financials
continued

Lynn.edu
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Financial 
Index

Lynn.edu
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A sincere thank you to IACBE and ecree
for this amazing, hands-on learning opportunity. 

Thank you

lynn.edu
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Industry Overview Sources:
https://medium.com/the-edtech-world/edtech-landscape-743716608675

https://brandongaille.com/23-edtech-industry-statistics-and-trends/

https://www.statista.com/study/17598/e-learning-and-digital-education-statista-
dossier/

References

lynn.edu

https://medium.com/the-edtech-world/edtech-landscape-743716608675
https://medium.com/the-edtech-world/edtech-landscape-743716608675
https://brandongaille.com/23-edtech-industry-statistics-and-trends/
https://www.statista.com/study/17598/e-learning-and-digital-education-statista-dossier/
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Millennial Moms Sources:

https://www.schoolfoundations.org/sites/schoolfoundations.org/files/2016nc_What%
20Matters%20to%20Millennial%20Parents_40%20Millennial%20Mom%20Facts.pdf

https://www.forbes.com/sites/christinecarter/2017/06/15/millennial-moms-the-2-4-
trillion-social-media-influencer/#7ed4ed0b2261

https://www.mediapost.com/publications/article/313742/millennial-moms-the-
misunderstood-influencer.html

References continued

lynn.edu

https://www.cision.com/us/2014/05/top-50-u-s-mom-bloggers/
https://www.cision.com/us/2014/05/top-50-u-s-mom-bloggers/
https://www.cision.com/us/2014/05/top-50-u-s-mom-bloggers/
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Gen Z:
https://www.huffpost.com/entry/8-key-differences-between_b_12814200

https://www.adweek.com/brand-marketing/as-gen-z-reshapes-the-social-media-
landscape-marketers-need-to-be-open-to-change/

http://adaptly.com/understanding-new-generation-gen-z-social-platforms/

https://www.businessinsider.com/teens-gen-z-generation-z-what-teens-are-like-
2018-6#gen-z-spends-a-lot-of-time-on-their-phones-4

References continued

lynn.edu

https://www.cision.com/us/2014/05/top-50-u-s-mom-bloggers/
https://www.cision.com/us/2014/05/top-50-u-s-mom-bloggers/
https://www.cision.com/us/2014/05/top-50-u-s-mom-bloggers/
https://www.cision.com/us/2014/05/top-50-u-s-mom-bloggers/
https://www.cision.com/us/2014/05/top-50-u-s-mom-bloggers/
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Top 50 Mommy Bloggers:

https://www.cision.com/us/2014/05/top-50-u-s-mom-bloggers/

References continued

lynn.edu

https://www.cision.com/us/2014/05/top-50-u-s-mom-bloggers/
https://www.cision.com/us/2014/05/top-50-u-s-mom-bloggers/
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The following data and graphs were presented as part of the 
research conducted for the Industry Overview, SWOT Analysis, 
and Generation Z Subcultures portions of the presentation.

Appendix

lynn.edu
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