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E x e c u t i v e  S u m m a r y

Back g r oun d
1.



Pearce Danes is an American Kennel Club (AKC) Great Dane breeder that 

is owned and operated by Cody and Stacy Pearce in Chattanooga, Okla-

homa. The dogs are raised on the Pearce ranch and then are sold and 

shipped via ground or air throughout the United States. Pearce Danes 

currently has two studs, five dams, and one retired dam in their breed-

ing operation. They have been breeding and selling AKC registered Great 

Danes since 2017. 

	 Pearce Danes puppy colors depend on dam and stud mating. Pos-

sible Great Dane colors include: Harlequin, Blue, Blue Harlequin, Merle, 

Merlequin, Fawn, Fawnequin, Black, and Mantle. Pearce Danes sells more 

than 20 puppies that are born in the spring and summer months, and 

they sell 10-20 puppies that are born in the fall and winter months each 

year. Pearce Danes typically sells the most Great Dane puppies around 

the Christmas season and at the first 

of each year. Pearce Danes dogs are 

typically purchased as companion 

animals. However, at least three of 

their dogs have been trained or are 

being trained to be used as service 

dogs.
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I n d u s t r y 
A n a l y s i s

Industry Analysis
Pearce Danes is part of the domesticated pet and com-
panion animal industry. According to the American Pet 
Product Association in 2019, 67% of U.S. households own 
a pet, which equates to 84.9 million homes.

Market Description
Many pet purchasers are now looking for purebred dogs. 
When buying a purebred dog, customers look for a rep-
utable breeder that can answer their questions and con-
cerns. The southern region of the U.S. has shown the most 
interest in Great Danes

Market Trends
Looking forward to 2024, the pet industry is projected to 
have a slower growth rate than from 2014 to 2019. This 
is projected to be due to the extended life expectancy of 
pets. Cat ownership has grown faster than dog owner-
ship because they are considered lower maintenance and 
more affordable. More people appear to be adopting ani-
mals than ever before. This trend can also have an impact 
on the slower rate of growth on the pet industry
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Strengths:

Weaknesses:

Opportunities:

Threats:

•	 Stacy is a professional photographer
•	 Shipping is offered across the United States
•	 All dogs are purebred and come with registration papers
•	 Pearce Danes knows their customers are serious

through the required deposit

•	 The Pearce Family have other responisbilities that can  	
take time away from Pearce Danes.

•	 Information can be overwhlming to new puppy owners
•	 Buying process is not clear on website
•	 Short-life span & health risks are prevelent in Great Danes

•	 Returning  customers because of Great Dane’s short life 
span

•	 Can create an Instagram to reach a new audience
•	 A map on their website to highlight the wide range of 

states they have sent puppies to

•	 Social pressure due to puppy farms and PETA is a ma-
jor threat to Pearce Dane

•	 The trend “adopt don’t shop”
•	 Potential health issues in Great Danes can often make 

customers weary of purchasing one.
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Situational Analysis
   Pearce Danes needs to develop a better social media 
strategy that allows them to reach more customers. The 
negativity that surrounds dog breeding due to PETA or the 
topic of puppy mills often can impact how potential buyers 
view breeders. 
   Their social media and website should be evolving con-
stantly to keep up with new trends. If this business is does 
not alter the current strategy, it will not be able to grow. 

Core Problem
   Being as Pearce Danes marketing is already working, the 
core problem is that much of the material and information 
they provide new puppy owners isn’t easy for them to un-
derstand or comprehend, which can often be overwhelm-
ing. If Pearce Danes will make this information easier for 
customers to understand and will make their business 
easier to find by adding more social media accounts, the 
business will grow. 

Goal
   The goal of Pearce Danes is to improve customer service 
from purchasing through raising a Great Dane for both 
current and future Pearce Danes customers.

S i t u a t i o n a l 
A n a l y s i s



Obj e c t i v e s , 
E v a lua t i o n  &  
K ey Publ i c s
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O b j e c t i v e s  &
E v a l u a t i o n

Evaluation criteria: Compare year over year social media engagement to ensure a 

20% increase. 

Evaluation tool: Use native social media analytics to compare engagement. 

Increase engagement with Great Dane owners on social media by 20%.1.

Evaluation criteria: Hand a packet to each buyer when they get their Great Dane puppy.

Evaluation tool: Use “puppy delivery checklist” to make sure each new buyer receives 

their new owner packets.

Create and distribute information to 100% of dog buyers in 2019.2.

Evaluation criteria: Keep track of those who previously putchased a dog from Pearce Danes.

Evaluation tool: Keep a spreadsheet of previous Pearce Danes buyers. Also add a “how did 

you hear about us” question to the “check out” section of the website.

Gain at least one returning customer each breeding season (whose first 

Great Dane also came from Pearce Danes).
3.

Evaluation criteria: Compare year over year traffic to the website.

Evaluation tool:  Use Google Analytics to analyze website traffic. 

Increase traffic to Pearce Danes web page by 15% in 2019. 4.

Evaluation criteria: Compare records of dogs born and dogs sold. 

Evaluation tool: Use sales records to measure if each dog from the litter has been sold.

Sell 100% of dogs each breeding season.5.
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K e y  P u b l i c s

This key public’s primary motivation is to take care of their fur child they already own. 
This public does not necessarily want to be sold a Great Dane right now, but in the fu-
ture they may be interested in buying from Pearce Danes. 

Primary Message: Pearce Danes will provide all Great Dane owners with factual infor-
mation on how to raise a Great Dane.
Secondary Message: Information posted on the Pearce Danes website.can be trusted 
beacause it comes from reliable sources.

People who currently own a Great Dane
(not from Pearce Danes)1.

This key public is motivated by the experiences they continuously have with Pearce 
Danes and with the Great Dane they already own. They have had valuable experiences 
already, and they could possibly come back as a customer again. 

Primary Message: Pearce Danes cares about their previous customers and can pro-
vide another special puppy for them to love in the future.
Secondary Message: The Pearce family is willing to answer any questions and help all 
new great dane owners and returning customers.

People who are potential returning Pearce 
Danes customers2.

This key public is motivated by their desire for a puppy that is cuddly and has been well 
cared for. They need to be shown why they should buy their Great Dane from Pearce 
Danes. If Pearce Danes establishes a relationship with them, it will help in gaining the 
trust of potential buyers
Primary Message:   Pearce Danes is the premier Great Dane breeder in Oklahoma be-
cause they provide low maintenance, ranch raised dogs and helpful insights for raising 
Great Danes.
Secondary Message: Dogs are available for purchase twice a year and are up to date 
on all shots. 

People who are looking to purchase their 
first Great Dane3.
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Strategy 1: 
Provide Information

•	 Create an “About Great Danes” 
page on the Pearce Danes website

•	 Create “Fun Facts” Facebook and 
Instagram posts to engage with 

Great Dane owners
•	 Provide outlets of information for 

those who may want to train their 
Pearce Danes dog as a service 

animal

Strategy 3: 
Inform Potential Customers

Strategy 2: 
Provide Great Customer

Service

Strategy 3: 
Persuade People to Buy a 

dog from Pearce Danes
•	 Create as information packet to 

educate new puppy owners
•	 Create diversified content on the 

Pearce Danes Facebook page 
and new Instagram page

•	 Implement Google Ads to in-
crease website traffic

•	 Use website to highlight what 
sets Pearce Danes apart from 

other Great Dane Breeders
•	 Create seasonal campaigns 
during special seasons, such as 
Christmas, to sell more puppies

•	 Promote the existing Pearce 
Danes Posse Facebook 

•	 Create a referral card for previous 
Pearce Danes buyers to encour-
age others to buy from Pearce 

Danes 
•	 Create a business card for Pearce 

Danes 

S t r a t e g i e s
&  T a c t i c s
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F a c e b o o k 
C o n t e n t

We have created a season-
al social media campaign 
to market Pearce Danes 
puppies during various 

times of the year.

Our “Fun Fact” Facebook 
posts will serve as a way 
to provide information to 
Great Dane owners and 
those interested in pur-

chasing a great dane.
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We have also created so-
cial media posts from 

crowd-sourced content 
from the Pearce Danes 
Posse page. This posts 

will make previous Pearce 
Danes customers feel con-

nected to Pearce Danes 
and show future cutomers 
how lovable Great Danes 

are.
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Time l i n e   &
Budg e t
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