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Executive Summary 

  

ICEnet has a lot of potential to make an impact on many people and to make some money 

in the process. The problem now is the lack of awareness and incentive for subscribing to 

ICEnet. There is no foundation for this company to build and grow. To remedy this we plan to 

use flyers, brochures, posters, social media, and traditional media to position ICEnet in the eye of 

their target audience. We plan to incentivize ICEnet use by partnering with River Riders (and 

other potential businesses) to give ICEnet users a special perk for using the app. To do this, our 

team of dedicated individuals has created a campaign of flyers, brochures, news releases, and 

other media content emphasizing our four key messages:  

1. ICEnet means no worries.  

2. The ICEnet app puts safety in the palm of your hands.  

3. The ICEnet app works with one click, and no hassles.  

4. The ICEnet app is the building block of trust and responsibility between parents and       

children.       

We plan to implement the following strategies to achieve our objectives: 

● Reach out to local news outlets to raise awareness in the immediate area 

● Gain local exposure through advertisements  

● Enhance the reach of ICEnet’s social media 

● Utilize Opinion Leaders to enhance ICEnet’s client base and familiarity 

● Raise awareness and sales by frequenting community events 

● Regents B.A Program 

○ This is a program at Shepherd University that assists students that have more 

commitments such as work, families, and etc that may make earning a degree 

more difficult. We can reach out to the R.B.A Program because many of the 

students have children, and ICEnet can make their lives a bit easier.  

● Lower the price point 

● Partner with River Riders 
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So far we have had great success in our search for local partnerships. The Shepherdstown 

Visitor Center is ready at will to begin carrying and distributing ICEnet content. River Riders has 

also shown great interest in partnering with us and asked to be kept up to date on the 

developments of this project. Our contact at River Riders is general manager Claire Ayres, and 

she can be reached at claire@riverriders.com. Through these efforts we hope to increase the 

awareness of ICEnet, therefore increasing number of subscriptions and ultimately, revenue.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

mailto:claire@riverriders.com


ICEnet 3 
 

Table of Contents 

● Background Research        4 

● Goals and Objectives       14  

● Key Message and Message Support     14  

● Channels and Opinion Leaders      18  

● Strategies and Tactics       18 

● Implementation Materials       21 

● Evaluation Plan        33 

● References         34 

● Appendix         35 

 

 

 

 

 

 

 

 

 

 

 

 

 



ICEnet 4 
 

Background Research 

Organization Overview 

ICEnet is an app designed to allow parents, children, and students of all ages to be able to 

quickly and efficiently check-in with their friends and loved ones. Based near Charles Town, 

WV, ICEnet is a small team of 3 individuals serving the needs of families. 

Mission 

The app will promote the safety and well-being of children and families everywhere by 

allowing them to easily share their current locations with those that matter most. 

Goals 

The goals of the ICEnet organization is to provide opportunity to family and friends 

through the usage of the ICEnet app which allows location updates instantly at all times. With 

the increase of awareness and users of the app, the organization has hopes to increase revenue 

and save lives. ICEnet ultimate goal is to build an app that can be accessed worldwide to save the 

lives of the apps users. 

History 

ICEnet was named with the original goal of the app in mind, to be used in case of 

emergencies by females in college. The founder of the app, JP Reilly with the assistance of Mary 

Burns and programmer Chris Beauchamp, wanted to provide women at parties, in uncomfortable 

situations, or sketchy environments the opportunity to easily send their location to a family 

member or friend who can send for help. Mary, her brother, and a tech gentleman are the only 

three employees/owners of the app. It was created about three years ago when Mary’s daughter 

left to study abroad during a semester in college. Concerned for her daughter’s well-being, she 
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wanted to a way to stay informed and updated on her daughter’s whereabouts without having to 

constantly ask. 

The Issue as Defined by Client 

There are multiple issues present with the current state of the ICEnet app. The 

overarching problem is that the app has no exposure so not very many people are aware that it 

exists. There are numerous competitor apps that offer the same features plus more, run more 

efficiently, and do not cost as much which are all obvious threats to ICEnet. Due to a lack of 

people purchasing subscription plans, funds are an issue as well. As of now, they are spending 

money to keep the app going and not earning enough to make any profit or fully replenish what 

is being spent. Technical problems and/or difficulty with the learning curve of the app are also 

preventing people from being able to access and use the app which results in it being deleted 

from user’s phones. Due to low usage of the app, there is a lot of opportunity to improve, 

rebrand, and start fresh.   

Current and Past Communication 

Other than Mary Burns sharing information about ICEnet on her own personal social 

media, the app has had no organized promotional efforts. Although there is a Facebook group 

that was started on August 20, 2015, nothing has been done with it to engage or communicate 

with users. ICEnet does have a website and is listed in the app store which provides information 

about the app, yet neither of these seem to be increasing user rates. There have not been any 

active social media accounts for the ICEnet app or other forms of advertising, which makes 

current and past communication almost nonexistent. 
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Publics Analysis 

Key Audiences 

● Based on our research, our primary audience is: 

●  Female 

●  Age: 35-50 

●  Full time job 

●  1-3 children 

●  Children are in elementary/middle school 

●  Children are involved in extracurricular activities 

●  Feels comfortable or are not opposed to using a location tracking app, yet has little to no 

experience using one       

  

Secondary Audience- Timmy 

● Elementary school age 

● Has a cell phone 

● Young and innocent 

● Is compliant to his parents wishes 

● Likes to go out and play with his friends in the neighborhood 

● Is involved in cub scouts and art club 

● Is open to checking-in with parents 

● Can sometimes be a tad forgetful 

Secondary Audience- Olivia 

● Middle school age 
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● Has a cell phone 

● Is into pop culture 

● Has a rebellious streak, but generally knows her limits 

● Likes to “hang out” with her friends at the mall 

● Doesn’t like checking-in with parents 

● Feels like she can “take care” of herself 

● Checking-in makes her feel like a child (uncool) 

 

Our survey results (found in appendix) and collaborations with focus groups lead us to 

determine these characteristics of our audiences. Identifying, understanding, and communicating 

with key audiences is crucial to the financial future of ICEnet. All insight that can be gained 

from user experience can help the company improve its service and features. With more 

subscribers, prices could go down and more financial opportunities may become available. As of 

now, the public knows little to nothing about ICEnet as it is a new company that has almost zero 

brand recognition. We are not at all satisfied with the lack of awareness the public has 

surrounding ICEnet, and therefore, we need to raise awareness of the existence of ICEnet and 

educate people on the unique qualities that this app can provide. 

We know that this service can give our public a reliable, secure, easy-to-use app that can 

accurately and immediately inform parents of the locations of their children. Our job is to 

reposition it. Once improved, ICEnet can provide a secure application that allows children to 

check-in and grant parents peace of mind. 

Communication Characteristics of Audience 

Our public primarily uses Facebook, calling, and texting as personal communication 

channels. To gain information from news sources, the public listens to the radio, searches the 
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Internet, reads newspapers, and watches television. Concerning the safety of their children, 

reliable sources come in the form of teachers, administrators, and other parents. 

  

Competitor Analysis 

Competitor Profile 

Family Tracker is an app that can be installed on iPhones, iPads, and Androids that 

allows users to track the locations of family members and friends at any time as long their 

phones are with them. Family Tracker offers “Apple Push Notifications” which causes an alert to 

sound to your family member’s phone even if it’s on standby. Immediately following, their GPS 

position will be recorded and their location will be updated on the map. That person will then be 

updated every 60 seconds until the alert is acknowledged. Family Tracker’s target audience is 

aimed towards the average family or household including parents and children. This is the same 

as ICENet other than that we are focusing on children in elementary and middle school. The 

value Family Tracker offers to adults using the app is the ability to know exactly where their 

significant other or child is at any time. 

Footprints is an app that can be installed on Apple products (iPhone and iPads) that is 

able to track and set up “waypoints” to monitor the location of family members at any time. 

Footprints offers a tracking app for monitoring the audience’s child or loved one. Waypoints can 

be described as a “you are here” feature and can track the movements of the recipient. It gives 

the option to set “geofences” and monitor their location. Geofences allow parents to know when 

their child crosses a designated barrier. Another service that the app offers is tracking the speed 

of young adults and alerting them when they exceed it. Footprint’s target audience is aimed 

towards parents with children who are in elementary and middle school. The value for Footprints 
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is that with this app, the user can keep track of their loved ones and set boundaries for where they 

can and cannot go.  

 

FT= Family Tracker 

FK= Find My Kids (Footprints) 

Advantages: Family Tracker 

● Send multiple alerts 

● Allows you to see where users have been in past days 

● Free subscription for the first two weeks 

● Geofences 

Advantages: Footprints 

● Speed Tracker 

● Free subscription when first using the application 
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● Does not drain phone battery 

Disadvantages: Family Tracker 

● Lessens battery life when GPS is running in the background 

● Doesn’t send email invitations 

Disadvantages: Footprints 

● Devices without internet access or data service cannot be tracked 

● Many users of the app have claimed that the app is outdated 

● One of the major issues for users is delayed notifications 

 

The Family Tracker organization is different from our organization because unlike 

ICEnet, family tracker continues to send alerts until the alert is acknowledged. Family tracker 

also lists the users of the app for other users to easily choose to track them. 

The Footprints organization differs from our organization because unlike ICEnet, 

Footprints can share check in points instantly to the user’s cellular device. The app also has the 

option of using Facebook Check In to let the user know when their loved one has reached their 

desired location. 

ICEnet does not have any significant advantages over Family Tracker or Footprints. They 

both offer additional options such as connecting with family members via Facebook, setting 

designated areas or “geofences” for loved ones, and tracking the speed limit when your young 

adult is driving. In order for ICEnet to be able to compete with either app, it needs to have more 

options instead of being able to solely locate a person. What makes ICEnet unique is the fact that 

nobody can know your location unless you push it out there to others. What makes ICEnet 

unique is the fact that nobody can know your location unless you, as the subscriber, push it out to 

others.  
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Audit of Competitor’s Communication 

Family Tracker doesn’t communicate with its target audience through events, 

advertisements, print materials, or social media. They only have a contact email for help with the 

app and a website to provide information about different features, services, and etc. 

Footprints doesn’t communicate through events, advertising, print material or by web interface 

either. However, it does incorporate the use of Facebook with the option of Facebook check in. 

Footprints also offers a customer service option, but reviews have claimed that the app is 

outdated and that the customer service is unreliable. Footprints offers a free subscription to their 

customers but then charges a fee for other parts of the application. 

Situation Analysis 

Problem Campaign Will Address 

Our campaign will address the lack of exposure the ICEnet app has and pain-points of 

consumers. Overall we wish to increase the amount of people purchasing subscriptions and 

consumer-usage of the app and appeal to a new group of consumers in order to make better use 

of ICEnet. Due to society always changing and new technology and apps being created 

constantly, this app needs to be repositioned and target a different demographic. 

  

SWOT Analysis 

Strengths 

Strengths of the company include their openness to new suggestions and their room for 

growth. They have a small staff of people whom are personally invested in the success of the 

company which will benefit both the app and consumers. 
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Weaknesses 

There are multiple weaknesses that are creating barriers for the app to be successful. The 

overlying problem is that no one is really aware that it exists which leads to other issues such as 

decreasing funds. There are also technical problems which can prevent people from being able to 

log into the app or use is efficiently. It is not very user-friendly and therefore is not appealing at 

the moment. There is no promotion dedicated to the app which prevents people from learning 

about it and the features that it offers. In addition, the owners do not have past experience in this 

line of work and hold other jobs, limiting the time they are able to dedicate to bettering ICEnet. 

Opportunities 

         According to some of our preliminary research, many people in our target audience have 

a need or a want for an app such as ICEnet. An opportunity of ours is the audience’s want for 

information about such a product. Bundle this with the lack of existing knowledge and the fear 

for children’s safety, and we have an opportunity to position ICEnet to make some sales. 

Threats 

A major threat to the ICEnet app is other competitors that have extremely similar apps 

that run smoothly and are not facing technical issues that turn away potential customers. These 

competitors such as Family Tracker and Footprints utilize unique features that ICEnet does not 

have. Another threat is whether or not consumers are willing to pay such a hefty fee for 

subscriptions on the app. Other apps offer the same features, some for free, which is an obvious 

threat to the company. 

 

 

 



ICEnet 13 
 

SWOT Table 

 

SWOT Strategy 

Our plan is to decrease and limit the weaknesses of ICEnet and to focus on the 

opportunities ICEnet has to grow. There are many internal issues that need to be addressed 

before the app can be prosperous. To help this company we will be focusing on the positives and 

the opportunities which ICEnet can utilize to reach their objectives. Weaknesses and 

opportunities can become strengths. It’s our job to get ICEnet to that point. 
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Goals and Objectives 

Goals: 

1. To increase awareness of the application. 

2. To increase ICEnet’s client base. 

3. To increase positive attitudes towards ICEnet use. 

Objectives: 

1. To establish a presence on social media platforms Facebook and Twitter by the end of 

summer 2017.   

2. To increase the amount of subscribers by 20 people by the end of summer 2017.  

3. To have 100 more people visit the ICEnet website by the end of summer 2017 

4. To earn 10 reviews of 3 stars or higher by the end of summer 2017. 

Key Messages and Message Support  

Campaign Title: 

Campaign Theme: 

Where They Can’t Take You, Take ICEnet 

Better Safe Now, Not Sorry Later 

 

Target Public #1 Message Support 

Parent with kids 

● Female 

● Age: 35-50 

● Full time job 

● 1-3 children 

1. ICEnet means no 

worries. 

1. Allows parents to have exact location where their child is, 

relieving uncertainty. 

2. Provides information immediately; no waiting or 

wondering where one’s child is. 
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● Children are in 

elementary/middle 

school 

● Children involved 

in extracurriculars 

● Feels 

comfortable/not 

opposed to using a 

location tracking 

app 

3.Nearly 90% of missing children misunderstood directions 

or miscommunicated plans, are lost, or have run away 

(polyklaas.org) 

  

Goals / benefit: 

1.       To increase 

awareness of the 

application. 

2.       To increase 

ICEnet’s client base. 

3.     To increase positive 

attitudes towards ICEnet 

use. 

2. Safety in the 

palm of your hand. 

1. Locations sent are secure. Only those in group are notified. 

2. Different levels of danger are available to send out to 

parents immediately. 

3. In an emergency, parents can quickly find their children, 

even if they can’t answer the phone. 

  

3. One click, no 

hassle. 

1. There is a tutorial for teaching new users. 

2. Checking-in is just a click away; no complicated process. 
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3. Children and parents will be able to easily understand the 

software. 

  

  4. Building block 

of trust and 

responsibility. 

1. Children will be responsible for communicating with parents. 

2.  App is non-invasive. It works to fit your needs. 

3. ICEnet gives children independence while still keeping an eye 

on them. 

Key Messages Feedback 

The ladies we tested our messages on were very receptive to ICEnet. The biggest concern 

that some had was that they didn’t want it to adversely affect their relationships with their 

children. When presenting our key messages, the following questions were asked: 

1. What feeling do these key messages portray to you? 

2. Do you understand these key messages? 

3. Do you believe these messages are effective at communicating our message? 

4. Are these messages easy to remember? 

5. Is there anything you would change to make the messages better in your opinion? 
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Feedback: 

Question 1: Many participants commented on the “commitment to keeping families safe.” One 

woman stated that she appreciates the fact that this app will be easy for anyone to use because 

she is not the most skilled when it comes to new technology.  

Question 2: There were no huge barriers to understanding the key messages. 

Question 3: The biggest concern when the participants were asked this question is that they were 

afraid the messages did not provide enough detail to adequately describe what the app can 

actually do. One woman stated, “it just seems really brief. Like, it seems like the messages aren’t 

saying enough.”  

Question 4: Overall the consensus was that these messages were easy to remember. Most 

remembered “ICEnet means no worries” the most. As parents, worrying is second nature. Us 

telling them that this app will relieve a lot of that worry really sticks with them. (One woman 

caught the reference to The Lion King and started singing Hakuna Matata!) 

Question 5: As with most open-ended questions the responses were all over the place. Some 

wanted more detail, others thought the messages were well thought out, but the one opinion that 

sparked an interest was when on lovely lady suggested to make the language more interesting, or 

as she put it, “jazz it up.”  
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Channels & Opinion Leaders 

Channels: Newspapers, Fliers, Radio ads, Testimonials, Sponsorships   

We will create informational posters, information cards, pamphlets  and fliers to 

distribute to all local schools, PTAs, community centers, and local club sports. We will buy some 

advertising space at a local hot-spot (be in a restaurant or a sporting arena) and set up displays at 

events.  

Opinion Leaders:  

PTA Leaders- there are so many throughout the country that we can reach out to. They even have 

a PTA Newsletter “Our Children Magazine” is now online at PTAOurChildren.org. The new 

website is for parents who are always looking for the best info and tips to support their child's 

academic success and well-being.” If we can give them a deal they may feature it in their 

website.  

Strategies and Tactics 

Strategy 1: Reach out to local news outlets to raise awareness in the immediate area 

- Tactic 1: Write a press release/media kit to distribute to all media outlets 

- Tactic 2: E-mail local newspapers  

- Tactic 3: Contact radio stations 

Strategy 2: Gain local exposure through advertisements  

- Tactic 1: Create fliers, cards, posters, pamphlets to hand out at local PTA meetings, 

sporting events, community gatherings, etc.  

- Tactic 2: Drop off cards (business cards) and information to local community centers and 

http://www.pta.org/
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areas of high traffic 

- Tactic 3: Contact local sporting arenas to purchase an advertisement spot 

- Tactic 4: Hang posters in prominent places around the community for kids and parents to 

go (YMCA, extracurriculars, schools, post-offices) 

Strategy 3: Enhance the reach of ICEnet’s social media 

- Tactic 1: Create facebook and Twitter accounts specifically for ICEnet 

- Tactic 2: Reach out to opinion leaders to support your social media: incentivize with a 

free subscription if necessary 

- Tactic 3: Hold an online promotional contest where participants must like the ICEnet 

page and share to enter 

- Tactic 4: Post social media content emphasizing our partnering with River Riders. 

Incentivising.  

Strategy 4: Utilize Opinion Leaders to enhance ICEnet’s client base and familiarity 

- Tactic 1: Offer PTA leaders a free subscription period for reviewing the app and 

recommending it to peers. 

- Tactic 2: Reach out to the Boys and Girls Club  

- Tactic 3: Reach out to troop leaders from groups such as the Cub Scouts, Boy Scouts and 

Girl Scouts  

- Tactic 4: Apply for a vendor spot at the WV State Fair.  

Strategy 5: Raise awareness and sales by frequenting community events 

- Tactic 1: Set up displays/booths and hand out fliers at events around the state 

- Shepherdstown Street Fest, could target the Kids’ Camp portion where parents 

will be dropping off and picking up. Vendor application information: $15 to 

apply, $135 for a 10x10 single space 

- Shepherdstown Boofest, could target children’s activities being held around 

Shepherdstown.  

- Shepherdstown Farmer’s Market  

Strategy 6: Regents B.A Program 
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- Tactic 1: The RBA is a program centered around the learning needs of adults. Trying to 

go back to school as a parent can be extra special. We can give a discount to students and 

provide them a way to keep an eye on their children.  

- Tactic 2: Put up flyers to increase awareness.  

Strategy 7: Lower the price point 

- Tactic 1: Sell advertising space on the app.  

- Tactic 2: Offer free trial offers to increase the number of people using the app 

- More people means more value for advertising  

 Strategy 8: Partner with River Riders 

 River Riders is a well-known established business in Harper’s Ferry that attracts people 

from all walks of life. Partnering with River Riders provides a mutually beneficial relationship 

by increasing awareness and subscribers to ICEnet and incentivizes business to River Riders by 

providing a discount to their services.  

- Tactic 1: Offer customers a 15% discount off of their package. This will expand the usage 

and awareness of the app and also increase the possibility of subscriptions.  

- Tactic 2: After initial partnership with River Riders, look to expand.  
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Implementation Materials 

MEDIA KIT 

 

Letter Explaining Content and Contacts-  

 

Reader, 

 

This media kit contains a fact sheet, news release, background information, FAQ sheet, mission 

statement, and materials that can be used to promote the ICEnet app. Our team has contacted multiple 

sources that are willing to work with the app and partner up to create mutually beneficial relationships. If 

you need any further information you can contact: 

 

Mary Burns (co-founder) at mary@spiritofjefferson.com 

 

Thank you for your time! 
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Fact Sheet-  

 

Overview: In 2015 the idea of the application ICEnet “In Case of Emergency” was created by a group of 

individuals who wanted to implement a way to ensure the well-being of their loved ones. ICEnet hopes to 

create a quick and easily accessible way for family members to create a visual safe haven for loved ones 

at the click of a button. 

 

Vision: To create an application that is hassle free and encourages safe travels for parents and children 

while building relationships that are durable, trustworthy, and responsible. 

 

Mission: With the determination to create, strengthen and implement the safety unit of families across the 

country, ICEnet will make strides to ensure that families are on one accord when away from each other. 

ICEnet uses technological advances to create a navigation system through the usage of a reliable 

application for smartphone users to allow location updates at the control of the consumer. 

 

Membership: In order to access ICEnet, potential users must have access to an Apple device with location 

services such as an iPhone or iPad with data enabled. These products will allow users of the application to 

navigate through the settings to receive alerts, updates, and information as it corresponds with the location 

of their family and friends even if they don’t have the app themselves. The alerts can be sent through 

SMS to any device, even those not capable of using ICEnet currently. Updates will be listed within the 

app so that users can easily receive and view old and new notifications. For subscribers to the application, 

there are features present to allow customizations of groups as well as the option to send user location in 

real time for however long they choose. A free subscription allows single point check ins, push 

notification alerts, alerts from family and friends as well as access to up to 3 groups. ICEnet offers much 

more to pro users. There is a family subscription available for only 9.99/month that allows up to 6 

members, a couple subscription for 4.99/month for 2 members and a single member subscription for 1. 

The pro subscription offers all free features which includes free sms alerts to non icenet contacts, 

unlimited live tracking alerts and up to 10 groups. 

 

 

Leadership: 

Mary Burns 

JP Reilly  

Chris Beauchamp  
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News Release 

 

ICEnet 

Contact: Mary Burns (co-founder)  

Email: mary@spiritofjefferson.com  

 

FOR IMMEDIATE RELEASE 

 

Local entrepreneurs launch iPhone app to help parents and children share their location while building 

trust 

 

Shepherdstown, WV (December 1, 2016)- Local entrepreneurs, J.P. Reilly and Mary Burns of 

Charles Town, W.Va, launched the location-sharing iPhone app ICEnet to help families securely share 

their location. Shorthand for “In Case of Emergency,” the ICEnet app is unique in that alerts are pushed 

out by the user to select individuals, rather than enabling others to constantly track the individual's 

whereabouts.  

“We put the control in the user’s hands to decide when and where they want to share their 

location. This helps parents and children build trust and responsibility as ICEnet gives children 

independence while still keeping an eye on them,” said J.P. Reilly, founder of ICEnet. 

Reilly, with the assistance of Mary Burns and programmer Chris Beauchamp, created ICEnet 

with the well-being of families in mind, especially those with elementary to middle school aged children. 

At the push of a button, parents everywhere are now able to easily stay connected with their kids 

and have peace of mind. By downloading the app through the iTunes App Store, children are able to send 

push notifications to parents alerting them to their current location. They also have the option to turn on 

tracking, a feature that allows parents to follow the up-to-date locations of their loved ones.  

Available in the iTunes app store, ICEnet is free to download. Paid subscriptions are available 

depending on the size of the group of users, providing the perfect way to customize an app dedicated to 

the safety of each unique family. 

Safety in the palm of your hand is an invaluable feature that can drastically change outcomes and 

simply provide reassurance to parents that their children are where they should be and safe. 

More information can be found at www.icenetappcom.  

 

 

 

 

 

 

 

 

Backgrounders-  

 

ICEnet is a relatively new app developed by JP Reilly, Charles Town local Mary Burns, and programmer 

Chris Beauchamp as a safe and reliable location-sharing app for families. The idea first came about when 

one of Mary’s children went overseas. The app allows the user to send out his or her location to a select 

mailto:mary@spiritofjefferson.com
http://www.icenetappcom/
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number of people with four degrees of urgency. It also offers a location tracking service, but this feature 

can be turned on or off by the user when needed. While researching ICEnet, we determined the target 

audience to be middle-aged mothers with more than one child of school age. The problem with ICEnet as 

it is now is that there is no client base for this app to grow. Lack of awareness and lack of incentive are 

two main reasons why ICEnet is not bringing in much revenue. While other similar apps exist, ICEnet 

provides a unique service that puts safety as well as privacy in the forefront. This app has the potential to 

give parents peace of mind while still allowing their children to grow and explore the world on their own. 

At any time, a user is one click away from those that matter most. Our plan involves minimizing ICEnet’s 

weaknesses and maximizing their opportunities to grow. ICEnet provides a secure service that many 

families will benefit from.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Frequently Asked Questions 

 

1. What is ICENet? 

a. ICEnet is an app designed to allow parents, children, and students of all ages to be 

able to quickly and efficiently check-in with their friends and loved ones. Based 
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near Charles Town, W.Va, ICEnet is a small team of 3 individuals serving the 

needs of families. 

2. Who can use ICENet? 

a. At this time, ICEnet is only available on the iTunes App Store. However, SMS 

messages can be sent out to non-ICEnet users through the app to notify others of a 

user’s location. 

3. Does ICENet cost anything?  

a. ICEnet offers a free version on the app store, but this version does not include all of the 

ICEnet features. 

b. ICEnet Pro provides a variety of subscriptions to fit your individual needs. There is a 

family subscription available for only $9.99/month that allows up to 6 members in a 

group, a couple subscription for $4.99/month for 2 members and a single member 

subscription available for $2.99/month.  

c. More information is available on the website www.icenetapp.com  

4. Do you have a website?  

a. You can find ICEnet online at www.icenetapp.com  

5. I am having issues with this application who can I contact?  

a. ICENet Support is located on their website and in the app itself. Tech support can 

help you with any issues and will be in contact ASAP to fix your problem.  

6. Will my child know that I am tracking them?  

a. The tracking feature is optional and can be turned on or off by the user at will. 

ICEnet suggests having an open discussion with your child about his or her 

responsibilities when using the app and your expectations as a parent/guardian.  
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Mission Statement 

 

With the determination to create, strengthen and implement the safety unit of families across the country, 

ICEnet will make strides to ensure that families are on one accord when away from each other. ICEnet 

uses technological advances to create a navigation system through the usage of a reliable application for 

smartphone users to allow location updates at the control of the consumer. 
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A flyer to be handed out in local events and distributed to local businesses such as the 

Shepherdstown Visitor Center and River Riders.  
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A pamphlet to be distributed at all local events, to the R.B.A program, and local businesses.  
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A social media post advertising the discount with River Riders. To be posted to all social media 

accounts and given to River Riders to distribute to their accounts.  

 

A facebook ad/cover-photo to be used on all social media accounts.  
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A postcard or social media post to advertise the 15% off partnering with River Riders. This can 

be printed on cardstock and placed at prominent locations. (Local businesses, River Riders, 

community events) 
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A promotional social media post to advertise an online contest where participants must visit the 

ICEnet website, like and share our post to enter.  
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A poster to be put up on social media and printed to be hung in the windows of local businesses.  
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Evaluation Plan  

To determine whether or not our strategies and tactics were effective, measurements must 

be taken after the completion of the campaign. The evaluation team must monitor the reviews 

from the iTunes App Store regularly. They also need to use Google Analytics to track returning 

visitors and new visitors to the www.icenetapp.com website. Other opportunities to measure and 

track visitors include looking at the database of the apps subscribers and the reviews from the 

ICEnet programming itself. Once ICEnet establishes itself on social media, tracking social media 

interactions is key. Hootsuite is a valuable tool that can be used to publish and monitor social 

media.  
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Appendix A 

Survey Results (12:46pm Wednesday September 21, 2016) 
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