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Overview
About Us

The Divine Cupcake, a local dessert bakery in Eugene, Ore., specializes in organic 
and vegan cupcakes with gluten and sugar free substitutes. It also sells coffee, tea and 
other baked goods. 

The company prides itself on high-quality products. Ninety-nine percent of its 
ingredients are organically grown within fair trade allowing, “Farmers in third world 
countries get more revenue for their products, so that they can build better communities 
for their children,” Thaddeus Moore, owner and founder, explains. This doubles the price of 
production, thus, pushing the Divine Cupcake into a luxury baked goods company. 

The Divine Cupcake promotes seasonal cupcake flavors and packages through 
social media. One hundred percent of advertisement funds are used towards online media. 
They currently invest in Facebook Adverts and Google Adwords which have improved 
potential customer awareness about the company and its social media efforts.

Audience
The Divine Cupcake is famous for catering wedding and special events throughout 

the Eugene, Portland and Salem areas. The company would like to improve its relationship 
with businesses, sororities and fraternities to raise its large party catering revenue. This 
would also help the Divine Cupcake on the wedding off-season. Targets for this audience 
include corporate event planners, students, employees and owners. 
     The company’s most important target demographic are parents, specifically 
mothers, that can afford luxury goods. They also have a high-demand for ordering baked 
goods for special events. This audience falls within the suburban middle-class. These 
individuals have busy schedules and, therefore, needs his or her baked good delivered.
    The last target audience resides within the wedding industry. Weddings are one of 
the Divine Cupcake’s highest forms of income and therefore, targeting wedding planners 
and brides is extremely important. Not only does the Divine Cupcake gain high profits from 
weddings, but it also allows the company to give exposure to guests who may be planning 
other events that could use the Divine Cupcake’s services. 

Employees
The Divine Cupcake consists of fourteen employees, which includes the owners, 

bakers and baristas. Each employee has a biography located on the Divine Cupcake 
website.

The Divine Cupcake’s employees do not participate in the company’s social media 
efforts; Thaddeus, the owner, handles the Facebook & Twitter accounts, and the social 
media interns place advertisements on Facebook and Google Adwords. 



Social Media
Where We Connect

The Divine Cupcake has a existing presence on social media. The company’s
Facebook page has 6,954 “likes” and 271 people are currently “talking about it.” The tone 
of voice is loose, free flowing and down to earth because the Divine Cupcake wants to 
communicate with its audience in a language that they can relate to. 

Additionally, the Divine Cupcake has a strong Twitter presence of 1,566 followers. 
Its Twitter platform focuses on conversational material that relates to the bakery. Content 
discussed includes new flavors, cupcake-related poems and advertisements of short-term 
promotions. 

Lastly, the Divine Cupcake has an interactive online site. Consumers are allowed to 
participate in contests, find the flavor of the month and submit orders online. Anyone can 
also make a consultation appointment through the site. 
 
Why We Connect
  The Divine Cupcake has a very distinctive, local audience. Many of its regular 
customers are loyal and interactive. Having visibility on social media not only allows the 
company to stay connected to its current consumers, but further expand its audience. The 
company’s social media goal is to highlight the Divine Cupcake’s local benefits, 
environmental achievements and high-quality products to its audience. 

Strengths & Weaknesses
The Divine Cupcake has already developed a fairly strong social media presence. 

Thaddeus, the owner, uses a platform called Tweetdeck to update Twitter and Facebook 
posts, which makes it easy to post a lot of content on each site. Having the same 
message on multiple platforms allows the Divine Cupcake to be consistent with its 
content. This keeps a repetitive branding image and leaves a lasting impression with its 
audiences.

Although the Divine Cupcake creates a lot of content on its social media platforms, 
Twitter and Facebook accounts need to also create two-way conversation. The account 
handler needs to respond, interact and comment on those who communicate with them. 
This includes re-tweeting relevant information and replying to comments and questions in a 
timely manner. 

Facebook and Twitter’s informal tone is a great branding strategy for the Divine 
Cupcake to uniquely differentiate itself in the social media hemisphere; however, after 
looking at the Divine Cupcake’s targeted audiences, the relaxed conversation may not 
necessarily be the best fit for conversation strategies. There needs to be a defined 
distinction of what tone will relate best to the desired target audiences of parents, 
students, business owners and wedding stakeholders. 

The Divine Cupcake also has a fantastic website filled with relevant and important 
content about the company, but the overall design of the website is not competitive with 
other luxury goods’ websites. The company wants its site to avoid looking disorganized, 
because too much content may potentially overwhelm visitors. 



Our Future Connections
The Divine Cupcake should continue to expand its Twitter and Facebook platform 

by focusing on connecting with its desired target audiences. Another great social media 
platform that the Divine Cupcake should participate in is Pinterest, because a popular 
discussion topic of the interactive site involves baking. The demographic of Pinterest users 
includes three of the Divine Cupcakes target audiences: mothers, female college students, 
and brides. The content posted on Pinterest can also connect with Twitter and Facebook, 
which create another cross-platform strategy.

Social Media Policy 
Many benefits come to a company who chooses to participate in social media, but 

because a wide audience can view everything published, a simple sentence could cause 
unpredictable backlash. To avoid producing content that could hurt the Divine Cupcake’s 
relationships with potential audiences, there are many things employees can do to 
eliminate hindering the Divine Cupcake’s social media efforts.

1. Any Divine Cupcake employer who desires to represent the Divine Cupcake 
through his or her social media is required to read this social media policy.
 It is in the company’s best interest that all Divine Cupcake material produced on 
 social media be consistent with the company’s values & goals listed in this policy.

2. Be aware of what each target audience wants to hear.
	 Before sending out information, try to imagine how a parent, wedding consultant, 
	 bride, business owner or student may react to what you are saying.

3. Share excitement about what the Divine Cupcake offers through words, not 
punctuation.
	 By using positive words, the audience will recognize the value of the Divine 
	 Cupcake. Try to avoid excessive use of exclamation points and capital letters.

4. Give credit where credit is due.
	 Any content not rightfully owned but published by the Divine Cupcake needs to 
	 be cited correctly. If employees begin handling social media platforms for the 
	 Divine Cupcake, they should be recognized for their efforts as well. We want the 
	 Divine Cupcake to be authentic, so never post anonymous content.

5. The Divine Cupcake social media plan should be re-evaluated and revised 
annually.
	 Social Media is never static. Social media trends and target audiences may 
	 change, therefore the Divine Cupcake needs adapt to these changes to stay 
	 competitive and successfully reach desired audiences. 



6. The Divine Cupcake must actively engage with and acknowledge social media 
users who post content involving the Divine Cupcake, good or bad.
 By responding, interacting and creating two-way communication on Twitter and 
 Facebook, the Divine Cupcake will begin building beneficial relationships. Even if 
 content on social media is negative, acknowledge these comments by 
 responding with a pro-active statement.  

7. Never delete content already published on Twitter, Facebook or Pinterest.
 When a user deletes content on his or her social media platform, it appears to 
 the audience that the user has something to hide. This is not a good thing. 
 Instead, be transparent by acknowledging or apologizing for whatever mistake 
 was made. 

8. Be smart and respectful.
 It’s never a good marketing strategy to offend your audience. Send out positive 
 ideas into the social media hemisphere, so that positive ideas will be associated 
 with the Divine Cupcake. 

9. Remember that whatever you publish will not only resonate with the Divine 
Cupcake, but your name, as well.
 What you write, produce or record is ultimately your responsibility. Never publish 
 content that you do not support, agree with, nor feel uncomfortable saying.

10. Bring value.
	 If you choose to participate in social media and represent the Divine Cupcake, 
	 bring value to the conversation. Engage with audiences, provide resources and 
	 promote seasonal specials. 

11. Listen to your audience.
 Social media provides many resources that will benefit the Divine Cupcake;  active 
users just need to know what to look for. When engaging in social media,  listen to your 
audiences and try to recognize their complaints, compliments, influencers and point of 
need.

12. When in doubt, ask Thaddeus.
 If you are about to publish something that makes you feel uncomfortable,  don’t 
 impulsively send it. Take a minute to review these guidelines, figure out what is 
bothering you, and if you are still unsure, ask Thaddeus.

           


