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Company Background 

Scientific League is a company that enhances elementary level STEM education by 
merging fundamental STEM topics. Through video production, the League produces DVDs and 
kits for homeschooling teachers, parents and elementary school teachers to use as a supplement 
for teaching.  

Scientific League is comprised of three people. The company uses Facebook, emails, 
trade shows and local events to market its products.  Scientific League created a Kickstarter 
campaign for 60 days with the purpose of increasing publicity and raising funds needed to 
continue video production. 

Industry Analysis 

Scientific League is categorized in the educational support services industry. The industry 
is in the growth stage. Current industry revenue is $15.5 billion with an annual growth of 5.4%. 
The industry is expected to grow 5.7%. A main growth factor is the No Child Left Behind Act. 
There are relatively low barriers to entry in this industry. Legislative changes are expected to 
strongly influence an increase in educational testing which will increase the need for educational 
supplements. Educational consultants account for an estimated 18.0% of industry revenue. 

Competitors (Direct and Indirect) 

Some of the Scientific League’s competitors are Pearson, Khan Academy (Study Jams), 
Discovery Education, PBS NOVA Education, WatchKnowLearn.org, Brain POP, and Disney 
Educational Productions (Bill Nye, Schoolhouse Rock, etc.). These companies provide 
educational videos and resources for learning subjects such as, science, english, math and social 
studies. These tools are intended to be used by children ages 3 to 15 years old.  

 

Target Market 

Primary Target Market 

The primary target market is divided into psychographic and geographic segments. The 
target market is defined as Tampa Bay area parents, teachers and homeschool teachers who have 
an interest in giving either their own children, or the ones they teach, an enriched education in 
the math and sciences. 

How primary market uses social media: 

 The primary target market uses social media in different ways. Social media provides a 
resource for parents to communicate with peers and access multiple peer reviews in one place. 
For example, if parents see their friends like or post on Scientific League’s Facebook page, they 
may click the page and become exposed to Scientific League’s products.  
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Using Facebook and Twitter to share STEM education content with the parenting 
community will increase brand awareness. Posts should show parents how Scientific League 
products will benefit them and their children. Posting questions and answers about Scientific 
League’s mission will engage the audience. 

Secondary Target Market 

 The secondary target market is defined as Florida school district leaders and 
administrative personnel of homeschooling groups. This group has an interest in educational 
tools to encourage the success of children in K-12 grades within their district.  

How secondary market uses social media: 

 LinkedIn can be used to pinpoint who Scientific League needs to contact and build 
relationships with. Connect with school district leaders to start working relationships. Start 
discussions in Linkedin groups related to education or STEM education. 

Tertiary Target Market 

Marketing distribution partners make up the tertiary market. This segment provides 
access to increased production and expansion of the Scientific League. All of the target markets 
are passionate about educating children in the STEM fields. 

How tertiary market uses social media:  

Textbook publishers and educational supplement companies primarily use Twitter and 
Facebook to communicate and engage with their audiences. Follow their accounts and engage 
with the companies and their audiences. If a person is following a textbook publisher or 
educational supplement company on Facebook and Twitter, they might also be interested in 
following Scientific League and learning more about its products. 

Value Proposition 

For parents, teachers and homeschool administrators who want to increase STEM 
education in schools, Scientific League’s educational videos provide a fun, engaging way to 
teach STEM subjects to children between 7 and 12 years of age. 
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SWOT 

Strengths Weaknesses 

1. Website content 

2. Established customer relationships 

3. Actual scientists as superheroes 

4. Aligned with national and state 
standards 

5. Relationship established with county 
school system 

1. Confusing clickable links on website 
and inconsistent design on the website 

2. Confusing social media accounts 

3. Minimal brand awareness 

 

Opportunities Threats 

1. STEM related events 

2. Marketing intern 

3. CRM and Social Media Management 

4. Growing emphasis on STEM 

1. Competitors with large market share 

2. Interactive educational computer 
software and games 

 

Strengths 

1. ScientificLeague.com has an established online presence. The website has several pages of 
engaging content. The company has two websites, one for parents and one for kids. Scientific 
League can use this strength to increase credibility, brand awareness and engagement among 
customers.  

2. The Scientific League was established in 2011 and has expanded their customer base. They 
have made two of the four volumes of videos series.  

3. The Scientific League members have degrees in science and math (i.e. Chemical Engineering) 
and have studied in the Students Teachers and Resources in Sciences (STARS) program at USF. 
This strength adds credibility to the product. 

4. The STARS training is aligned with national and state teaching standards. This strength 
permits  teachers to use this product in the classroom. 
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5. As fellows in the STARS program, the founders of Scientific League worked closely with 
elementary schools in Hillsborough County, FL and assisted in 3rd, 4th and 5th grade math and 
science classroom instruction weekly. They can use this established relationship with the 
Hillsborough School System to reach other school systems and potential customers in Florida. 
Weaknesses 

1. The current websites are meant for different target audiences, but both have the same look and 
feel. There is minimal distinction between the two visually and some of the content that is meant 
to be on the STN website is on the Scientific League website.  

Some of the clickable links such as the biographies are hard to notice. this could result in visitors 
spending  a significant amount of time searching through content on the website. Scientific 
League can overcome this weakness by distinguishing the designs of the two websites and 
keeping content consistent. 

2. Currently, the League has two Facebook accounts: one for Scientific League and one for 
Superhero Training Network (STN). These accounts are not consistently updated and the content 
is similar for both pages. Since Scientific League is a small startup, it should focus on 
maintaining one Facebook page (Scientific League or STN) to build its brand awareness.  

3. The Scientific League has minimal brand awareness due to a lack of time, money and people. 
The company can overcome this by managing time more efficiently and taking on a student 
intern to help manage social media accounts and administrative tasks, so Scientific League can 
increase sales meetings, event promotions and networking. 

Opportunities 

1. Getting involved in STEM related events would help increase brand awareness and push more 
sales.  

2. Delegating administrative and marketing tasks to an intern would allow Scientific League to 
allocate their time more efficiently. Scientific League can find interns through USF Employ-a-
Bull. 

3. The Scientific League team can free some of their time by using Hootsuite to schedule social 
media posts in advance. The team can also easily manage their customer relationships and 
communication with stakeholders through Mailchimp.  

4. There is a growing need for skilled professionals in the STEM field in the United States. This 
is a problem the Scientific League can help solve by getting people interested in the STEM fields 
at a young age. According to the Department of Education, only 16 percent of American high 
school seniors are proficient in mathematics and interested in a STEM career. Among those who 
do go on to pursue a college major in the STEM fields, only about half choose to work in a 
related career. Globally, the United States ranks 25th in mathematics and 17th in science among 
industrialized nations.  
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Threats 

1. The current educational support services industry is saturated with many options for parents 
and teachers to chose from, including competitors with large market share. This threat makes it 
harder for new companies to establish themselves and gain market share. Establish strong 
customer relationships with local schools to build small business awareness.  

2. Another threat is interactive STEM education computer software and games. Many of these 
services are provided online for free or at a low price.  

Problem 

Scientific League faces a few problems because there is a small unit of employees, such 
as time management, social media management and lack of promotional advertising. Creating 
lesson ideas, filming and editing videos are all managed by two people. These two employees are 
also responsible for marketing the product. In order for the Scientific League to grow and reach 
their goal of having a four volume video series, the League should  increase promotion and 
manage their current leads (potential customers). 

Current social media use: 

 Scientific League Superhero Training Network 

Facebook currently in use currently in use 

YouTube currently in use currently in use 

LinkedIn potential for teachers  

Instagram  potential for kids to follow 

Twitter existing but not in use 
potential for parents & 

teachers 

 

Pinterest  existing not sure if in use 

 

Recommendations 

1. Implement MailChimp and HootSuite.  

2. Promote products at events and shows.  

3. Recruit an intern or a part-time marketing employee.  
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Public Relations 
 
 

Objective: Increase Scientific League’s awareness by submitting press releases to news sources 
and industry associations 

Target: 

● News websites such as local and statewide news and STEM education news sites 
(https://www.edsurge.com/stem-education) 

● Homeschooling and Education associations and journals 
Description of Plan: 

Identify industry news sources to submit Scientific League press releases. Recommended 
websites to submit press releases: 

● Local news sources 
○ Tampa Bay Times - http://www.tampabay.com/prlink/ 
○ Tampa Tribune - http://tbo.com/story-tip/ 
○ Tampa Bay Business Journal - http://www.bizjournals.com/tampabay/about-

us/contact?ex=contact&type=press 
● STEM education news 

○ Triangle Coalition for STEM Education: http://www.trianglecoalition.org/tceb-
info 

● Press Release Websites 
○ PR Newswire - http://www.prnewswire.com/ 
○ Tampa Bay Newswire - http://www.tampabaynewswire.com/submit 

For a guide on how to write a press release, visit PRLOG 

Public Relations also includes attending STEM related events and tradeshows to increase brand 
awareness among homeschooling and educational audiences.  

Some events to attend: Siemens Science Night (Orlando, March 13th), 4th Annual STEM 
Pofessional Association Event (Middleton Highschool, March 20) or any events hosted by MOSI 
related to the field. 
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Customer Relationship Management 
 
 
Objective: Build relationships with Scientific League customers. Staying in contact to increase 
sales and build brand awareness. 
 
Target: Parents, Teachers and School District leaders 
 
Mail Chimp 
MailChimp is an online email designer. It allows for segmentation of email lists as well as 
scheduling emails to distribute at certain times. MailChimp saves templates and provides 
consistent branding throughout all emails. The program is a drag and drop system, so designing 
and editing is very easy as long as you have a clear view of what you want the email to look like 
in the end. MailChimp also provides easy linkage to all social media and connects to any email 
address you prefer (i.e. gmail, yahoo etc).  

Provide email sign-up opportunities on website home page, landing pages and sign-up sheets at 
events. 

Website: www.mailchimp.com 

 

Social Media Management 
 
Objective: Increase Scientific League’s online presence via social media. Efficiently manage 
social media content with Hootsuite and provide relevant content to followers to engage 
Scientific League’s  audience. A strong social media presence creates consumer interest and 
builds brand awareness. 

Target: Parents and Teachers 

Hootsuite 
Hootsuite tracks and measures content on all social media applications linked through the 
Hootsuite account. Its primary purpose is to execute campaigns across multiple social networks 
from one hub. It can be used to increase brand awareness, reach target audiences more 
efficiently, and manage marketing campaigns while keeping them consistent. Hootsuite provides 
scheduling of posts to streamline the workflow. It can be managed by multiple users easily and 
provides reports to track success. 

Website: www.hootsuite.com 
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Facebook Strategy 

 

Objective: Increase Scientific League’s brand awareness and engage Scientific League 
customers. 

Target: Parents, Teachers and Schools 

Best Practices 

● Like and join the recommended pages and groups.  
● Like, share and comment on the posts on these pages and in these groups. This will help 

you build a strong brand presence among your target markets on Facebook.  
● Engage your own following by liking their comments and replying to every comment, 

message or review you receive.  
● Update profile photo or header photo every 1-2 months 

Post engaging content: 
● Photos - behind-the-scenes (give your followers a glimpse of the work behind the 

product), events, relevant memes 
● Relevant news articles and blog posts 
● Posts that ask the audience to respond to a question 
● Posts that are humorous and witty 
● Posts that give a call-to-action, such as “Like this if…” or “Share this if…”  

Measure engagement using Facebook Insights: 
● Reach of each post 
● Likes, shares, comments from each post 
● What time of day are your followers active on Facebook? 
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Twitter Strategy 
 
  
Objective: Increase Scientific League’s brand awareness and engage Scientific League 
customers. 

Target: Parents, Teachers and Schools 

Best Practices 

● Follow the recommended accounts (page 11) and any other like-minded, relevant 
accounts.  

● Search relevant keywords, such as “Scientific League of Superheroes” or “STEM 
education” to find people tweeting about you or topics related to your company. Then 
favorite, reply, or retweet their tweets.  

● Reply, favorite, and retweet some of the relevant tweets of people you follow.  
● Do not tweet or retweet too much, as this can spam your followers’ timeline (replying 

and favoriting won’t show up in your followers timelines).  
● Schedule tweets to be sent out 3-5 times a day.  

Post engaging content: 
● Photos - behind-the-scenes (give your followers a glimpse of the work behind the 

product), events, relevant memes 
● Relevant news articles and blog posts 
● Posts that ask the audience to respond to a question 
● Posts that are humorous and witty 
● Posts that give a call-to-action, such as “Favorite if…” or “Retweet this if…”  
● Incorporate trending hashtags in your tweet. Trending hashtags mean many people are 

using and searching that particular hashtag, so it could be used to get your tweet noticed 
by a large number of people (i.e. #ScientificLeague, #STEMeducation) 

Measure the following metrics each month: 
● Increase in followers 
● Number of followers 
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Recommend Pages to Follow on Social Media 

Parents/Teachers/Homeschool Teachers 

Facebook groups 

Hillsborough Classroom Teachers Association - https://www.facebook.com/HillsboroughCTA 
Homeschooling Florida - https://www.facebook.com/HomeschoolingFlorida 
National Math and Science Initiative - https://www.facebook.com/nationalmathandscience  
National Education Association - https://www.facebook.com/NEA.ORG  
MOSI - https://www.facebook.com/MOSIFL?ref=br_tf  
NASA - https://www.facebook.com/NASA  

 

School boards/District heads and officials 

Facebook 

Florida Department of Education  https://www.facebook.com/EducationFL  
Hillsborough County Public Schools 
https://www.facebook.com/HillsboroughSch?fref=pb&hc_location=profile_browser 
Pinellas County Schools 
https://www.facebook.com/mypinellasschools?fref=pb&hc_location=profile_browser 
 Polk County Public Schools  
https://www.facebook.com/polkcountypublicschools?fref=pb&hc_location=profile_browser 
School District of Manatee County 
https://www.facebook.com/ManateeSchools?fref=pb&hc_location=profile_browser 
Pasco County Schools 
https://www.facebook.com/pascoschools?fref=pb&hc_location=profile_browser 
Sarasota County Schools 
https://www.facebook.com/sarasotacountyschools?fref=pb&hc_location=profile_browser 
Lake County Schools 
https://www.facebook.com/LakeSchools?fref=pb&hc_location=profile_browser 
Citrus County Schools 
https://www.facebook.com/CitrusCountySchoolDistrict?fref=pb&hc_location=profile_browse
r 
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Twitter 

Florida Department of Education:  https://twitter.com/educationfl  
Hillsborough Schools: https://twitter.com/HillsboroughSch 
Pasco County Schools: https://twitter.com/pascoschools 
Pinellas Ed Foundation: https://twitter.com/PinellasEd 
Manatee Schools: https://twitter.com/Manateeschools 
Sarasota Schools: https://twitter.com/sarasotaschools 
Lake County Schools: https://twitter.com/lakeschools 
Polk County Schools: https://twitter.com/PolkSchoolsNews 

 
Pinterest 

Florida Department of Education - http://www.pinterest.com/floridadoe/  

Distribution partners  

Facebook 

Pearson: https://www.facebook.com/pearsonplc 
Pearson Students: https://www.facebook.com/PearsonStudents 
The Pearson Foundation: https://www.facebook.com/PearsonFoundation 
McGraw-Hill Education: https://www.facebook.com/McGrawHillEducation 
Houghton Mifflin Harcourt Trade: https://www.facebook.com/HMHtrade 
Scholastic: https://www.facebook.com/Scholastic 
Penguin Books: https://www.facebook.com/penguinbooks 

 

Twitter 

National Math and Science Initiative - https://twitter.com/NMSI  
USA Science & Engineering Festival - https://twitter.com/USAScienceFest  
MOSI - https://twitter.com/mositampa  
NASA - https://twitter.com/nasa  
Penguin Books USA: https://twitter.com/penguinusa 
Pearson: https://twitter.com/pearson 
The Pearson Foundation: https://twitter.com/PFoundation 
McGraw-Hill School: https://twitter.com/McGrawHillK12 
McGraw-Hill Education: https://twitter.com/MHEducation 
Houghton Mifflin: https://twitter.com/HMHCo 
Scholastic Teachers: https://twitter.com/ScholasticTeach 
Scholastic: https://twitter.com/Scholastic 
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Citations 

Education Industry: http://clients1.ibisworld.com/reports/us/industry/ataglance.aspx?indid=1549 

Number of K-12 Students: http://clients1.ibisworld.com/reports/us/bed/default.aspx?bedid=4251 

Industry outlook: 
http://clients1.ibisworld.com/reports/us/industry/industryoutlook.aspx?entid=1549 

STEM Education outlook: http://www.ed.gov/stem 

Parents and Social Media : 
http://books.google.com/books?hl=en&lr=&id=DVicH8gBq6EC&oi=fnd&pg=PR5&dq=parents
+and+social+media&ots=S_6XF4IDn8&sig=cekPBccgJ_iqLR7z0QDXXiYrmAA#v=onepage&
q=parents%20and%20social%20media&f=false  

 

 

 


