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MEMO OF TRANSMITTAL 
 
 
TO:   Cynthia Houlden, CEO of The Daily Dose 
 
FROM:  Alicia Goodner, Director of Marketing 
 
DATE:  November 11, 2013 
 
SUBJECT:  The Use of Wanelo for Marketing 
 
 
Here is the report you requested on the use of Wanelo for marketing purposes. 
 
In this report I will present my research into the social marketing web application 
Wanelo. I conducted research independently with personal use of Wanelo, 
observing our competitor's use of the service. I also analyzed potential labor 
hours and costs, and estimated and approximate cost for our company to use 
Wanelo for advertising purposes. 
 
This research will aid you in making an informed decision on whether or not The 
Daily Dose should use Wanelo for marketing purposes. I carried out my own 
personal research and analyzed how Wanelo could or could not benefit our 
company. I made a fair and accurate assessment of Wanelo, and began my 
research with no perceived notion of Wanelo. My research was fair, balanced, 
and I looked at all of the information critically. 
 
All of my information is presented in the report, including all of my resources. 
Please feel free to contact me with any questions or concerns you may have 
concerning my research. I would be more than happy to meet and discuss this 
report, and help The Daily Dose move into Wanelo's marketplace. I look forward 
to hearing from you, and I appreciate any feedback. 
 
Alicia Goodner, Director of Marketing.
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EXECUTIVE SUMMARY 
 
This report analyzes the cost and use of Wanelo, and presents recommendations 
for the use of the web application for The Daily Dose marketing purposes.  
 
 
Wanelo is an easy to use web application 
 
I made a Wanelo account, and integrated my Facebook page through the 
Wanelo web application. I familiarized myself with the web application and used 
the website casually. Wanelo is easy to use and understand, and I can see the 
appeal of the website. The website is predominantly women in their late 
teens/early twenties, which covers half of our target market.  
 
Competitors use of Wanelo 
 
Our competitors have yet to enter the social media marketing of Wanelo. It gives 
The Daily Dose a competitive edge because we will be the first coffee company 
represented on the website. The presence of our competitors is limited at best. 
Starbucks has minimal representation on Wanelo with under 3,000 followers. I 
believe that our company should take advantage of being the first coffee 
company in this particular market.  
 
Costs of Using Wanelo 
 
I believe the costs of using Wanelo are in line with our company budget. The 
majority of costs of marketing on the website come from the wages we already 
pay our employees. I believe it would cost approximately $10,000 to enter into 
the Wanelo market. However, that is predominantly IT wages to build a website 
to allow our consumers convenient and easy access to order our product online. I 
believe we could maintain our representation on Wanelo for approximately 
$5,000 a year. Again, I would like to reiterate that the costs of using Wanelo are 
almost exclusively wages we already pay our staff and therefore are already 
worked into our budget.
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INTRODUCTION 
 
Here is the requested report on the benefits of incorporating Wanelo into our 
marketing campaign. Wanelo can be best described as a social shopping 
website. The users have a list of followers that can easily view what products 
they have saved to their personalized lists; it is essentially free electronic word of 
mouth marketing; or, social media marketing. In this report I will examine what 
Wanelo is and how users impact marketing items on the website. Competitors 
have not yet entered into the market of Wanelo, which gives The Daily Dose a 
unique upper hand of being the first coffee distributers into the market. Finally, I 
will outline how The Daily Dose can use Wanelo and how much advertising will 
cost the company. 

WHAT IS WANELO  
How Wanelo is Used 
Wanelo is a website where items are uploaded from a store and users "share" 
the items they Want/Need/Love on a personal board for followers with common 
interests to view. However, Wanelo stores are not always necessarily run by 
actual employees of the company. Rather Wanelo users contribute many items 
from the company's sales website. For example, Kate Spade's Wanelo store has 
over 110,000 followers although Kate Spade marketers do not manage the store. 
Users have uploaded hundreds of items from www.KateSpade.com and other 
Wanelo users have saved the products on their collection boards until the items 
have gone "viral." In other words, Kate Spade is getting free marketing from 
users who like their products on not only Wanelo, but also if the user shares the 
product on their Facebook/Twitter/Tumblr page.  
 
During the initial account set up users have the option to sign-up through their 
Facebook page. During this process, if the user does not manually select to keep 
the items they save on their personal boards while using the Wanelo application 
it will publically share the saved item on the users Facebook page. Deena 
Varshavskaya, the founder and CEO of Wanelo, stated in a January 2013 
interview with New York Times blog writer Jenna Wortham that, "The company’s 
app is No. 1 in the lifestyle category in the Apple App Store, and sits higher than 
Amazon, Etsy and eBay on the store’s free apps chart, and recently topped 1.5 
million downloads." (Wortham, 2013b). Wanelo is undeniably becoming a 
powerhouse in the social media network. According to an article written by 
Wortham in March 2013, Wanelo has over 6 million registered users, with over 
70% visiting the website at least once a month. (Wortham, 2013a). 
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Social Media Marketing  
Social Media is becoming ever-present in technology-obsessed culture. No 
longer is Facebook and Twitter for teenagers and young adults, 13 year olds, all 
the way through the life cycle to the oldest generation have social media 
accounts. With celebrities and prominent public figures being active on social 
media websites for the public to see, it is becoming more and more difficult to 
avoid using social media on a day-to-day basis. Because social media is so 
prevalent in our society, the ability to market through those mediums is ever 
increasing. Social media marketing is "the process of gaining website traffic or 
attention through social media sites." as defined by Mashable.com a British-
American news website about technology and social media. 

An article written for The Express states that sales monitoring by the British 
Retail Consortium, "Online shopping is steadily capturing more sales and now 
accounts for 17.5 per cent of spending on non-food items." (Cunliffe, 2013). 
Meanwhile, Australians have spent more than $14.2 billion in online sales in 
2012. (Foster, 2013). It is undeniable that consumers are spending more money 
online than ever before. Online shopping is convenient, fast, and easy.  

COMPETITORS USE OF WANELO 
Competitors Exposure 
The smaller items that seem to gain popularity on Wanelo mostly come from 
independent Etsy shops. Clothing and accessories are the biggest uses for 
Wanelo. No product or stores could be found for smaller coffee shops like 
Baristas Daily Grind, or Scooter's Coffee, for example.  
 
Keurig coffee cups are the most shared coffee products on Wanelo. Keurig 
coffee cups are individual servings of drip coffee that can only be made through a 
Keurig coffee maker. For example, Caribou coffee has minimal brand awareness 
on Wanelo with approximately 25 photos of their Keurig coffee cups being 
shared. The purchase link does not bring the user directly to the Caribou website, 
rather it directs the user to a variety pack purchasable on Amazon. 

Competitors Followers 
Starbucks seems to be the most prevalent coffee company on Wanelo. Mostly 
because of it's international brand power. Starbucksstore.com has over 2,500 
followers, with thousands of saves on products. The items presented are 
generally apparel, phone accessories, or home accessories such as pillows. 
Starbucks is an internationally recognized brand, and it would be difficult to 
compete with such strong brand power.  
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DAILY DOSE USE OF WANELO 
Wanelo Target Market 
Although there is no specific research that can pinpoint the exact demographic of 
Wanelo's target market, it seems to be widely accepted that females around the 
ages of 16-25 are the major consumers of the application. According to an article 
written by Julie Ma for NYMag.com in June 2013, 90% of Wanelo users are 
females in the United States. (Ma 2013). The Daily Dose's target market is males 
and females between 17-28; we have the potential to cover more than 75% of 
our target market if we begin advertising on Wanelo. 

Costs of Using Wanelo 
Wanelo is a free service to use. In fact, if users get ahold of our products and 
post it on the website consumers are marketing for The Daily Dose for free. 
However, The Daily Dose would be advised to assign the Director of Marketing to 
overtake the responsibility of maintaining the Wanelo store. It is a low 
maintenance task, and can be monitored for less than one hour a day. The Daily 
Dose could affectively market products on Wanelo for the cost of approximately 
$60 a week for labor, $30 a week for 50 Megabyte per second internet through 
Charter Communications, and a one time fee of $250 for a digital camera to 
photograph products to post online. If we set a project to build a company 
website with easy ordering options for products, our IT department could 
complete the website within 3 weeks at a cost of approximately $6,000, that 
includes $4,800 of labor. 
 
It would cost an initial $10,320 to advertise on Wanelo. After the first year, The 
Daily Dose could maintain a presence on Wanelo for approximately $5,000 a 
year including all labor, and maintenance fees. However, the Internet cost ($115 
a month) is also for the general use of our café patrons in the Kearney location. 
The marketing director would be able to use the store to access and maintain the 
Wanelo store. 
	  
Competitive Edge 
It is impossible to see actual sales figures from stores. However, I feel 
comfortable saying that the only coffee company that has any sort of real 
presence on Wanelo is Starbucks. There are 1,651 products tagged with the 
word Starbucks, and the Starbucks store has just fewer than 2,700 followers, 
while popular clothing stores have thousands more. NastyGal, a popular 
alternative clothing store that is based in Los Angeles, California, has more than 
1.2 million followers on Wanelo. While some products, like bedding or chairs are 
popular, it is undeniable that Wanelo is predominantly used for clothing and 
accessories. 
 
 
 



	  

WANELO REPORT   8	  

The lack of coffee advertised on Wanelo creates a competitive advantage for The 
Daily Dose. Our company will be the first to get our foot in the door concerning 
the sales of coffee. Although Wanelo facilitates a majority of clothing sales, there 
are no restrictions to what commodities can be sold through the website. With 
affective marketing focused on Wanelo, The Daily Dose could greatly benefit 
from the low-maintenance website. If we focused on selling our more popular 
flavored coffees (pumpkin spice, french vanilla, etc) in customized packaging, 
The Daily Dose could catch the attention of the female target market on Wanelo. 

CONCLUSIONS AND RECOMMENDATION 
 
Wanelo is a popular social marketing website of which The Daily Dose could take 
full advantage. The concept is simple, and the website is user-friendly and can 
facilitate a number of marketing resources for our company. Our competitors 
have yet to enter into this new marketing opportunity, which gives The Daily 
Dose a leg-up in our competitive market place. The brand awareness of The 
Daily Dose has the potential to increase brand awareness to our target market 
through the use of Wanelo. I also believe that the cost of Wanelo fits in our fiscal 
year budget, and is worth the management costs. 
 
I recommend The Daily Dose taking advantage of the social media website 
Wanelo for the following reasons: 
 

1. Costs are inline with current budget. The yearly costs of using Wanelo are 
already in our company budget. The biggest cost of using Wanelo will be 
labor, which is our staff's wages, which have already been budgeted for 
our fiscal year. The small fees such as a digital camera, and the website 
host fees are well within our fiscal budget range. 
 

2. Presence of our target market. More than half of our target market is 
present on Wanelo. It would be in the beset interest of our company to 
take advantage of any situation that could make us more accessible to our 
target market. Wanelo is an ideal platform to advertise our products and 
stores.   

 
3. Low maintenance marketing. Wanelo is a user-friendly web application 

that requires little effort from companies to market their products. Once a 
product is released onto Wanelo, users of the application share the 
product and market the product for the company. It will require little effort 
from They Daily Dose marketing department to maintain a presence on 
Wanelo.  

 
 

4. Has the potential to share products to larger social media platforms. If the 
user signed up for the Wanelo application through Facebook, there is the 
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potential for the items they share to post directly to Facebook. Facebook is 
a much larger social media platform, and the items shared have the 
potential to reach a much larger volume of users.  

 
5. Having a unique product. While it is true that most products on Wanelo are 

clothing and accessories, it gives The Daily Dose a competitive advantage 
by being the first coffee shop to use the website. We will be the only 
branded store of our kind with a presence on the Wanelo application. The 
Daily Dose will have the advantage of uniqueness by taking the 
opportunity of being the first coffee company to use Wanelo. 
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