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Situational Analysis
Who  is  Kreg  Tool  Company?
Kreg Tool Company was founded in 1989 after Craig Sommerfield developed a U-shaped 
single-hole jig. The unique design hid a cabinet joint from view. This solution was widely 
popular among woodworkers. The tool proved to be abundantly successful when sold at 
woodworking shows. 

Pocket-hole joinery became synonymous with the Kreg name. This led woodworkers to trust 
Kreg’s products and services. For over 30 years, Kreg has believed in helping customers  
connect their head, heart, and hands.

Kreg is known for its world-class safety. They aspire to give their customers tools to form a 
sense of accomplishment with every project created.

Where  is  Kreg  Tool  Company  now?
Located in Huxley, Iowa, Kreg Tool Company is employee-owned and home to more than 
225 employees. With the onset of the COVID-19 global pandemic, Kreg hired 75 temporary 
workers to help with production efforts. The company did this because they saw an  
unprecedented surge in demand for their products. Over the years, Kreg Tool Company has 
been awarded many accolades praising the effectiveness of their products. For example, in 
2020, the Pocket-Hole Jig 320 was named under “Best Tools of 2020” by Popular Mechanics  
magazine.

Where  is  Kreg  Tool  Company  Moving?
As their products and services continue to fare well in the market, Kreg is striving to reach a 
new goal by December 31, 2021: to position themselves as the employer of choice in Cen-
tral Iowa.
 
According to Kreg Tool Company, being an employer of choice means:

• Three years before an employee is hired, the individual has had Kreg Tool Company on 
their radar. 

• Three years after the employee has parted with the company, the individual’s family still 
speaks about the great experience and workplace Kreg Tool Company provided. 

Kreg Tool Company is a fast-growing company and will be relocating to Ankeny, Iowa in 
2021 where new headquarters are currently under construction. With this relocation, Kreg 
has large opportunities for growth, the potential for further brand awareness, and access to 
new talent. 
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Elevated Marketing conducted secondary research by 

• Examining Kreg Tool Company’s core values and ideologies
• Analyzing and identifying their internal and external audiences 
• Pinpointing employee’s view of the company
• Utilizing Kreg’s internal research regarding employee experience within the company. 

This research was necessary to analyze the pieces of their company to make informed  
suggestions. This allowed us to suggest how to position Kreg as the employer of choice in 
Central Iowa. 

Internal employee surveys indicate an overall engagement score of 69 percent, which is a 
strong rating for the manufacturing industry. In addition, these surveys showed the following:

• Employees feel Kreg is a second family;
• Team members have your back;
• Input on decisions are listened to and valued; and
• Kreg continuously pushes to go above and beyond.

Our team also conducted secondary research through a Home Base Iowa (HBI) official. HBI 
helps veterans and their spouses find jobs. They do this by connecting them with Iowa  
employers. Transitioning back to civilian life is a difficult process for military families.  
Fortunately, HBI has several success stories. We found Kreg Tool’s internal environment aligns 
with what many veterans seek as a career path.

Based on our research, client insights, and a focus on alignment, we are pleased to present 
you with the following Integrated Marketing Communications plan.

Research

Goal
Kreg Tool Company will become the top employer of choice in North America.
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Objectives
Primary  Objective
In the next 12 months, Kreg Tool Company will become an employer of choice in central 
Iowa via increasing its brand recognition by 10 percent among employees, business leaders, 
and the media.

Secondary  Objective
To expand Kreg Tool Company’s awards and recognition from external entities by 25 percent 
within Central Iowa, across the state, and throughout the nation by 2025.

Strategies
• Collaborate with organizations that help veterans find jobs to increase awareness of Kreg’s 

open positions.
• Position Kreg as an employer of choice on social media.
• Have a strong presence at local networking events in central Iowa.
• Launch digital advertising featuring Kreg’s brand and other positive aspects.
• Actively engage with local media and build relationships with them.

Messages
• Kreg has exceptional employee engagement outperforming manufacturing industry aver-

ages. 
• As an employee-owned company, Kreg generates greater productivity, motivation, and 

profitability.
• Kreg’s creativity and family-values offers a great place to work for talented individuals, 

especially veterans. 
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Target audiences
Internal:
• Executives
• Managers
• Front line employees
• Veterans
• Retirees

External:
• Business executives (Iowa/region)
• Media (traditional/electronic/digital)
• Industry Leaders
• Veterans across the U.S.
• Prospective employees for Kreg 

Tactics
• Collaborate with Home Base Iowa as a business partner within the next year. Host a ca-

reer-building event with this organization. Have a table at the Home Base Iowa career fair.
•  Connect Kreg veteran employees with an external veteran to establish relationships and 

build company awareness throughout the year.
• Using social media, feature employees describing their career opportunities and unlimited 

growth within the company. Highlight one employee per week.
• Host in-person and virtual tours of Kreg monthly.
• Communicate stories about the company’s values on social media weekly.
• Advertise on LinkedIn on a monthly basis and feature a veteran endorsing Kreg as a good 

place to work.

Metrics
Event  attendance  metrics
• Track number of attendees at Kreg events.
• Host quarterly events and evaluate attendance following the event.

Social  media  metrics
• Track clicks of LinkedIn posts to determine growth and engagement.
• Evaluate the number of followers each month on Instagram, YouTube, Facebook, Twitter, 

and LinkedIn.

Surveys
• Implement quarterly internal surveys to find out what to improve on for employee  

satisfaction.
• Evaluate surveys semi-annually.
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Brand  awareness  metrics
• Host focus groups to measure the awareness of Kreg Tool and if they consider it as an 

employer.
• Measure brand awareness through website traffic to better understand the number of 

people visiting the Kreg Tool site.

Home  base  Iowa  career  fair  supplies
• 6ft draped custom tablecloth - $230.00 for 1
• 3x5 Bumper Stickers - $0.69 for 500
• Vienna Stylus Pens - $1.91 for 1,000
• Reusable Bags - $1.62 for 600
• Informational Booklets - $ for  (I am waiting for an estimate from CopyWorks)
• 200 mini American Flags - $50

budget

Career-building  event  with  home  base  Iowa
• 2,000 square ft room at the Fairfield by Marriott, Des Moines Urbandale - $300 
• Hy-Vee Catering - 4 appetizers at $10 a person

Kreg  tours
• HyVee Catering - 4 appetizers at $10 a person
• 1 tour every month with 40 people

Advertising 
• Facebook/Instagram Ads - $400 per month (based on a reach of 8.8k-25k in a 50-mile 

radius of Ankeny).
• LinkedIn Ads - $400 per month (based on a reach of 3.9k-17k in and around Ankeny)
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Staff
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Appendixes
Section 1: Employment  Engagement  Survey
IMAGE A: Kregwide  Emplify  Engagement  Driver Scores
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IMAGE b: Kregwide  Emplify  Engagement  Heat map

IMAGE c: Emplify  Engagement  Kreg  Overall  2020-09-30

Above is the internal research that was conducted for Kreg’s employees.
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In Image A, you can see the overall trends of all of the engagement drivers for Kreg  
employees as a whole. Although the scores appear to be low, they have remained consistent 
in the past year, which is most important to the Kreg Tool Company. Some of the  
engagement drivers are more influential than others, such as ‘meaning’ and ‘goal support.’ 
These are indicated by the size of the gray circles under the “influence” category in Image 
A and B, with larger circles indicating greater influence than those represented by a smaller 
circle. The breaks in the lines in Image A represent a change in the evaluation method used 
to measure each driver. The gray lines show the previous trend of the old method, and the 
blue lines show the new trend of the current method.

Image B shows a heat map of each driver, and is sorted by individual departments at Kreg 
Tool. As you can see, production and warehouse tend to have lower scores than departments 
like IT and supply chain. This is simply because IT and supply chain are more connected to 
the people that they work for, while warehouse and production are more connected to the 
products. You can also see the overall scores of each driver, just like we previously saw in 
Image A.

In Image C we are shown the level of engagement of Kreg Tool employees over the past 
year. Although 69.49 appears to be a low score and is marked as ‘Disengaged’ in the image, 
it is actually a very strong score for the manufacturing industry. You also see that overall  
employee engagement has gone up. Kreg Tool made it a goal to have employee 
 engagement exceed 80%, which they have surpassed. In addition, Kreg Tool fared much 
better than most other companies during the COVID-19 pandemic. Overall, Kreg Tool has a 
very strong employee engagement for the industry that they are in.

Section 2: Des  Moines  Register  “Top  Workplace”  Survey
Our mission in this marketing plan was to position Kreg Tool as an employer of choice. In 
order to do this, Kreg Tool needs more media recognition. It is important to get the name of 
the company out there so people remember it when they are looking for a job. We also want 
local business executives and industry leaders to know how great of a place Kreg Tool is. 
One way to do this is to be recognized as a “Top Workplace” in the Des Moines Register. We 
based our plan around the questions asked in this survey. Below is the paper version of the 
“Top Workplace” Survey.
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Section  2: Home  Base  Iowa
A part of the secondary research that we conducted was attending the Iowa Statewide  
Veterans Conference. Here is what we found from the session “How Iowa Businesses Can 
Best Leverage Home Base Iowa” which seemed to align with our objective:
• Veterans are team players, but they are also great at thinking independently.
• When you first hire a veteran, assign them a buddy, it would make them more  

comfortable.
• When interviewing a veteran, keep it simple. They aren’t used to talking about  

themselves.
• Do some research on the jobs listed on the veteran’s survey in order to understand them 

better. If you’re not a veteran, it is usually hard to understand what the job entailed and 
the skills they gained from it.

• Create a mentorship program with new hire veterans and existing veteran employees
• Keep the veteran engaged after interviewing them so that they know if they need to keep 

job searching or not. Make sure to follow up with them.
• Learn more about PTSD and other common mental illnesses for veterans in order to  

understand their situation better.
• Spouses of veterans move around a lot, that’s why their jobs on their resumes are all over 

the place. Because of this, they are great problem solvers and very adaptable.
• Look into Veteran Employer Resource Groups.
• Check out the Home Base Iowa website for additional resources.
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