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Executive Summary

prices for standard services (deep clean, bi-weekly, 
and weekly) are within a similar price range as 
their competitors.  They currently have four co-
owners, and three contractors, with plans for those 
contractors to also become co-owners of Dahlia. 

Now that Dahlia has a larger team, they are able 
to take on more clients and increase the consumer 
base.  Dahlia plans to expand into wealthier 
neighborhoods in Austin, specifically the Westlake 
area.  Crosswalk has developed a strategy to attract 
and engage these consumers as well as creative 
executions and business practices to enhance 
Dahlia’s marketing position.

In June 2012, four women founded Dahlia Green 
Cleaning Services in Austin, Texas, with the goal 
of creating a change within the cleaning industry.  
Their mission is to create jobs with fair wages 
and equal opportunity, while providing quality a 
service that benefits their customers, members, 
and the environment.  They are a worker-
owned cooperative, and are the first worker-
owned cooperative in Austin that specializes in 
residential green cleaning.  They  label themselves 
as a green cleaning service because they work 
solely with eco-friendly products using all-natural 
ingredients. Doing so allows for not only a healthy 
living environment for their customers, but also a 
healthy work environment for their members. 

Dahlia offers similar standard cleaning services 
to other cleaning companies, along with other 
specialized services such as patio/deck sweeping, 
and garage cleaning and organization.  Their 

Dahlia
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Dahlia Cleaning Services is a worker-owned co-op 
that sells green cleaning services to homes and 
small businesses in the Austin area. Currently, 
Dahlia is looking to expand, first by adding more 
worker-owners and then by adding more sustaining 
customers in elite central Austin neighborhoods.

In addition to competing on price and quality 
with other local cleaning services, Dahlia’s unique 
selling proposition is two-pronged: they use only 
environmentally-friendly products, meaning 
this is not an extra charge, and they are the only 
worker-owned cooperative, providing the quality 
and security of each service provider being an 
owner. The emphasis on ethical business practices, 
concerning both the environment and fair worker 
treatment, adds meaning to the consumer and 

Company Strengths
 ! Green products
 ! Friendly and relatable worker-owners
 ! Comprehensive service list
 ! Reasonable pricing
 ! Good SEO for branded search terms
 ! Multiple ways to contact/order service
 ! Professional-looking logo
 ! Worker/owners show higher stake in quality of 

each cleaning

Market Opportunities
 ! Excellent Yelp reviews
 ! Austin is Forbes fastest growing city with 

a growth rate of 2.8% per year, which is good for 
move in/out services

 ! Austin has pet-friendly culture
 ! Green products as safe for babies/children
 ! Very strong referral market
 ! Green clean every time and don’t charge extra 

for that service element

Company Weaknesses
 ! Poor SEO for generic terms (not on first page 

for “Dahlia,” even with location turned on, not on 
first page for “Dahlia Texas,” 7th result for “Dahlia 
Austin”)

 ! A few spelling errors on the website
 ! No obvious program to set up the same worker/

owner repeated service
 ! No link to Yelp on site 
 ! Secondary benefits of green products are 

poorly understood
 ! Co-op structure poorly understood as a direct 

benefit to minimize common fears (especially theft)

Market Threats
 ! Public’s lack of understanding of worker/

owners and coops
 ! Public’s lack of understanding of the importance 

and ancillary benefits of green cleaning in the home
 ! Incoming people may only be aware of 

national chains and choose them for services b/c 
of familiarity

 ! It can be difficult to penetrate the referral market
 ! Competitors like MoreHands charge less ($69 

is lowest price)
 ! Not listed or ranked on Thumbtack, Care.com, 

or others

provides added value by empowering everyday 
citizens to better the Austin community. These 
elements have an overall positive view in the target 
market, but this has not translated into direct sales 
yet for Dahlia.

While the benefits of using Dahlia are apparent, 
awareness and market crowdedness make 
marketing more challenging. In order to achieve 
maximum message effectiveness for Dahlia, 
Crosswalk completed primary and secondary 
research on problems and solutions to be pursued 
in the future. In this section, Crosswalk’s insights 
on the target market are discussed and PR and 
advertising solutions are suggested to increase 
trial, usage and loyalty to Dahlia.

Strengths, Weaknesses, Opportunities & Threats

Introduction

DahliaSituation Analysis
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Consumers

As of now, Dahlia has 166 likes on their Facebook 
page.  According to Dahlia’s own records, they 
have an estimated amount of thirty returning 
customers, but also many other customers who 
just call when they need their services.  Customers 
who call on a need-only basis typically call for 
move-in/move-out services or if they are in need 
of a clean for a special occasion or during the 
holiday season.  A consumer looking for a cleaning 
service wants essentially one thing: a clean home.  
Dahlia provides a quality cleaning service for their 
customers, with an additional advantage of using 
environmentally friendly products.  
 
With regards to their services, Dahlia’s website 
may be a little misleading in describing what they 
offer.  Since their website has not been recently 
updated, the website still implies that Dahlia 
makes their own cleaning products, though 
Dahlia quit doing so last year. While Dahlia does 
not intentionally mean to mislead anyone, they 
should update their website immediately in order 
to avoid any confusion.  Additionally, it may also 
prove advantageous for Dahlia to list the cleaning 
products they use on their company website.  By 
providing the names of their cleaning products, 

Company

Dahlia has a family-style culture, and each member/
co-owner acts as a support system for each other. 
The owners have close ties with one another, which 
fosters their ability to work as a team.  Though 
currently a small company, Dahlia intends to expand 
both with their consumer base and employees/co-
owners.  They are very committed to growing their 
reach and establishing a strong set of returning 
customers.  They all see the company as their own 
individual responsibility, and this translates into 

they will be able to better support their promise 
of exclusively using green products.  However, in 
terms of describing their services in general, their 
website offers good explanations of their services 
and pricing structure. 
 
According to Yelp reviews, Dahlia’s customers 
seem to be quite satisfied with their services 
overall.  The reviews on both the quality of their 
work, as well as their management seem to be quite 
strong.  They only have one negative review on 
Yelp which does not review their cleaning service, 
but their customer service.  The issue described in 
this review was regarding an incident when Dahlia 
missed the scheduled appointment time; because 
of this, the customer did not use Dahlia’s services.  
While this reflects negatively on the company, 
since it is the only negative review, it seems that 
this must have been a rare incident for Dahlia.  
While there is certainly room for improvement, 
Dahlia’s reviews seem to indicate the Dahlia is 
performing strongly and meeting their customer’s 
expectations.

Dahlia’s desired consumers are a concentrated 
market, narrowly defined as zip codes 78703, 78746 

how hard they work and how much they value 
customer satisfaction. Because of the fact that 
Dahlia is a co-op, they have faced some difficulty 
with regards to adding new members/employees.  
Because they have had a difficult time recruiting 
new employees, they are currently unable to take 
on large numbers of clients.  However, when they 
are finally able to recruit new workers, they will be 
at a better position to increase their customer base.

“To create jobs with fair wages and equal opportunity, for the benefit of our members and 
our families. We are committed to providing a quality service that ensures the welfare of 
our customers, our members and the environment.” 

--Dahlia’s Mission Statement

DahliaSituation Analysis
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and 78731. These zip codes comprise the Austin 
neighborhoods of Westlake Hills, Pemberton 
Heights, Clarksville and Tarrytown. According 
to Nielsen, the average income on these areas is 
$84,333 per year and their combined consumer 
spending power is $2.242 billion annually (“Zip 
Code Look-Up”). This market has above average 
spending power (19% higher income than Austin 
average of $68,897), which is expected to increase 
as the economy improves (“Census Bureau US 
Metropolitan Areas). Full Nielsen profiles for this 
market can be found in the appendix but Crosswalk 
advises Dahlia to pursue the segments that are 
present in all three neighborhoods in order to best 
penetrate the referral market.
 
In addition to Nielsen data, survey respondents 
helped define the target segments. Most survey 
respondents use cleaning services 2-3 times a 
month, pay less than $100 for a whole-house clean 
and own residences between 1501 and 2000 square 
feet. Common uses included move-in/move-
out services (increases seasonally, according to 
Dahlia), regular cleaning to reduce time/workload 
related to busy lifestyle and achieving a higher 
quality clean than the respondent can achieve on 
their own. 

The target consumer has many motivations to buy, 
but price and quality are strongly related based on 

the survey responses. Respondents had varying 
levels of caring about purchasing ethics in terms of 
shopping at local co-ops and using green products, 
but both trended positive in terms of importance 
with regard to making a purchase. Secondary 
benefits showed promise as motivating factors, 
and reflected a general desire for the customer to 
get good value for money. Convenience played a 
role in co-op shopping among respondents and 
a speedy clean keeps pace with a perceived fast-
paced lifestyle.

The sales trend in the maid services and home 
cleaning market in Austin is positive, increasing 
about 5% each year steadily since 1994 (“Cleaning 
Services”) and this trend is expected to continue 
through 2014. However, the market is crowded 
in this region, as Texas ranks 3rd in the nation 
for the most registered cleaning businesses 
(Cleaning Services, SBDCnet). Despite this 
industry crowdedness, the home cleaning industry 
remains fragmented with high turnover for low-
quality service providing opportunities for growth 
if quality control is consistent. In addition, the 
cleaning industry has been described as “recession 
resistant” and many homes and small businesses 
treat cleaning services as an essential function 
(“The Commercial Cleaning Industry: Quality, 
Value, Performance”

Company (Continued)

78746
American Dreams, Bohemian 
Mix, Money & Brains, Urban 
Achievers, Young Digerati
29,183 total population with a 
median age of 41.1 and a median 
income of $111,200. They 
average $846 million per year 
in consumer spending power, 
which averages to about $71,129 
per year per household.

78703
American Dreams, Bohemian 
Mix, Money & Brains, Urban 
Achievers, Young Digerati
20,413 total population with 
a median age of 36.8 and a 
median income of $67,400. They 
average $612 million per year in 
total consumer spending power, 
which averages to about $61,733 
per year per household.

78746
American Dreams, Bohemian 
Mix, Money & Brains, Urban 
Achievers, Young Digerati
29,183 total population with a 
median age of 41.1 and a median 
income of $111,200. They 
average $846 million per year 
in consumer spending power, 
which averages to about $71,129 
per year per household.

The following are the Nielsen profiles for the target zip codes defined by Dahlia. The in-depth profiles for 
Urban Achievers, Young Digerati and Money & Brains can be found in the appendix. 

DahliaSituation Analysis
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 ! Ancillary benefits are important.

Other than the lowest data point (vegan lifestyle 
5%), no ancillary benefit scored less than 25%, with 
the most important ancillary benefit, pet safety, 
rated 65%. Safety and low pollution benefits that 
directly affect the homeowner (pet/kid safe, 
better air quality, low VOC, reduced asthma 
symptoms, low fumes) are more important than 
environmentally conscious appeals (vegan 
lifestyle, recyclable packaging).

 ! People in Austin are very aware of coops and 
they have a positive affect towards them.

77% of survey respondents shopped at co-ops 
and were aware that those establishments were 
co-ops.  Of those responses, most indicated that 
they preferred shopping at co-ops because they 
believed employees of co-ops cared more for the 
company, thus providing better customer service.

 ! 50% of people would switch to a green cleaning 
coop (for equal or better quality/price).

Though word of mouth hiring would typically 
indicate loyalty to a service, half of respondents 
would switch to a green cleaning coop, specifically. 
Of the 15% who were on the fence, they would 
switch to a green cleaning service if it was of equal 
or better quality or equal or lower price.

 ! Word of mouth is still most significant with 
online search a distant second place.

The word of mouth circulation is just as a strong 
as expected with 56% of respondents indicating it 
was how they discovered their current or former 
service providers. Only 17% indicated they used an 
online search engine (Google, Bing, Yahoo).

 ! The greatest factors in choosing a cleaning 
service are both quality and price.

Quality and price vied for the top position of 
important qualities in a service provider and low-
quality service for a high price (including surprise 
fees) topped the fears list. These two features are 
interrelated and, though respondents skewed 
towards likeliness to pay more for green cleaning 
and coop service, both survey respondents and 
interviewees indicated this was dependent on the 
quality of the clean.

Key Insights

DahliaSituation Analysis
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Target Persona

Edward works as a 
pediatrician, is a single 
father of one child, and 
earns $85,000 a year.  
Uses a cleaning service 
once a year. He owns 
his home, but it’s a bit 
smaller than Elizabeth’s 
at around 1300 square 
feet. He pays about 

$125 for a whole house clean. Green products are 
important to him and he is willing to pay more 
for them, which is why he uses the green cleaning 
service he chose. He also values pet-safety, good 
air quality/low-pollution in his home and hope the 
products will be child-safe and low VOC. He shops 

at local co-ops but only based on the products they 
sell and the convenience, though he has a positive 
attitude towards the co-op business model. He 
fears a low-quality clean just like Elizabeth, but he 
is also afraid to be charged more than the estimate 
for a clean or that there will people in his home for 
an extended period of time. He  found his current 
cleaning service  online through a Google search, 
looking specifically for a green cleaning service.  
He does not plan on changing cleaning services 
because he is happy with his current service, and 
has established a strong relationship with them.  
However, he would potentially consider switching 
if another company offered a higher quality service 
at a lower price.

Edward

Elizabeth is a typical 
cleaning service 
customer. She is 32 years 
old, married and has no 
children. She went to 
UT Austin and currently 
works as a manager 
at a local company, as 
does her husband, with 
their household making 

$150,000 a year. She uses a cleaning service 2-3 
times a month and shops at local coops because they 
are located conveniently and she likes supporting 
fellow local business owners--she’s even willing to 
pay more to shop at local co-ops in order to support 

Elizabeth

their business. She doesn’t know whether her 
current cleaner uses green products, she just uses 
them because a neighbor recommended them. 
However, she would be interested in switching to 
products that would be safe for her pets and would 
provide better air quality in her home, which is 
about 2000 square feet. She currently pays less 
than $100 for a whole house cleaning but may pay 
more for a green cleaning coops that provides the 
aforementioned benefits. Her greatest hesitancy 
towards hiring a cleaning company is that the 
price will be too high for a low quality service, as 
well as the possibility of theft. It’s really important 
to her that the cleaning be quality for a fair price 
and that the service be friendly and approachable.

DahliaSituation Analysis
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The Texas Market 

Within the state of Texas, there is a large network 
of cooperatives and emerging co-ops in a range of 
industries. There are worker-owned cooperatives, 
like Dahlia Green Cleaning, consumer cooperatives, 
housing cooperatives, and financial cooperatives. 
There is a strong emphasis on working together 
to support each of the other industry cooperatives. 
Cooperation Texas works on the local level to create, 
support, and educate the state about worker-owned 
cooperatives and the influence on the economy. 
They also work with national organizations like 
the U.S. Federation of Worker Cooperatives to 
further support the continued development and 
sustainment of worker cooperatives in America. 
Of the network in the Austin market, there is 
collaboration between the cooperatives to market 
each others business, lean on each other for leads, 
and grow the overall awareness of cooperatives 
in the area. The Austin Cooperative Summit 
increases consumer knowledge of the Austin-
area cooperative community and provides inter-
cooperative support and advocacy. This summit 
serves as a communication channel and strategy 
building session for the co-ops in Austin to 
collaborate and learn from each other. Born out 
of the Austin Co-op Think Tank and the National 
Cooperative Business Association, the Austin 
Cooperative Summit will hold a second annual 
event this year in early April.

The Nationwide Cooperative Movement

Today, it is estimated that there are over 300 worker-
owned cooperatives in the U.S. There are markets 
that are similar to Austin, where cooperatives 
have a network to work together and thrive in 
the area. The Philadelphia Area Cooperative 
Alliance supports the regional economy through 
promoting the cooperative movement and 
growing cooperative businesses. There are about 
100 cooperatives in the region that the alliance 
supports. The all-volunteer organization has 

There are an abundance of companies in the 
cleaning service industry in Austin, TX. Within 
the industry, there are a wide variety of sizes 
and business models including corporations, 
independently or family owned, and cooperatives. 
Of these companies, some use exclusively green 
cleaning products and others offer a green cleaning 
feature but don’t use it exclusively. The companies 
can be further broken down based on whether they 
offer only residential services or both commercial 

been helping to grow the cooperative economy in 
Philadelphia, Pennsylvania since 2012.

The Rocky Mountain Employee Ownership Center 
is a non-profit who promotes employee-owned 
cooperative business model in the Denver, CO 
area. By providing public relations and networking 
opportunities for worker-owned cooperatives, The 
Rocky Mountain Employee Ownership Center 
grows the economy. Their co-ops work together 
through cooperative summits, conferences and 
other events to educate and help the businesses 
prosper.

San Francisco is another example of an area with 
strong support of cooperatives and a wide network 
of thriving businesses that are continuing to grow. 
The Network of Bay Area Cooperatives (NoBAWC) 
is dedicated to serving the area’s cooperatives, 
comprised mostly of worker-owned cooperatives, 
and to building workplace democracy. In 2011, 
the members of NoBAWC had combined sales 
of over $81 million for the year. The organization 
represents over 1000 Bay Area workers. The area 
has seen a significant increase in public interest and 
awareness of worker-coops due to the continuing 
high unemployment rate, the recession, and the 
Occupy movements that have raised debated over 
capitalism on a national scale. These factors have 
shined a light on the cooperative business model 
in this area and beyond.

Competitors - Cooperative Landscape

Competitors - Summary

DahliaSituation Analysis
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and residential services. Dahlia Green Cleaning 
exists in a unique category as a cooperative green 
cleaning service in the Austin, TX area. There are 
not any direct competitors since there are no other 
services that operate under a cooperative business 
model, but there are various other companies that 
provide services almost identical to Dahlia.

Although the words are sometimes used 
interchangeably, there is a difference between a 
maid service and cleaning service. A maid service 
typically includes light housework (laundry, 
making beds, etc.) where a standard cleaning 
service typically includes cleaning, sanitizing, 
dusting and vacuuming all rooms, bathrooms, and 
the kitchen. Below is a summary of some of the 
key competitors to Dahlia Green Cleaning broken 
down by subcategory.

both residential properties and commercial 
businesses. Their mission is to provide their 
employees with sustainable wages and benefits 
and promote localism in the community. They 
use their own recipes and supplement with high-
quality products for an all-natural clean. Their 
pricing structure is based on hours and they offer 
a flat fee for the move in/out services.

Suzy Q Cleaning (Residential & Commercial)

Suzy Q Cleaning is a green cleaning company 
that provides services in the Austin metro area. 
They provide residential, commercial, move in/
out and organization services. They offer a 100% 
satisfaction guarantee that if you are not satisfied 
with the work they performed, you can call within 
24 hours and they will re-clean it – no additional 
charge. Requesting a quote can be done via the 
phone or filling out the contact form on their 
website.

TX Green Clean (Residential Only)

TX Green Clean is an eco-friendly, premium home 
cleaning service that offers non-toxic products free 
of allergens and chemicals. The services provided 
are “The Green Clean” which includes a kitchen, 
bathroom and room cleaning and a move in/out 
service. Dependent on the needs to the customer 
additional services are available upon request 
including oven cleaning, refrigerator cleaning, 
kitchen cabinets, and mini-blind cleaning. The 
initial clean prices are based on square footage 
of the home and are very comparable to Dahlia’s 
prices. After the first service the pricing operates 
on an hourly rate offered weekly, bi-weekly and 
monthly with a 2-hour minimum.

The Purple Fig (Residential & Commercial)

The Purple Fig is a green cleaning company locally 
owned and operated in Austin, TX. The company 
is committed to serving their clients excellent, 
environmentally friendly cleaning services for 

EnviroMaids (Residential & Commercial)

EnviroMaids is a locally owned cleaning service 
that uses eco-friendly cleaning products that 
protect the home from harmful chemicals. They 
offer both residential and commercial cleaning 
on an hourly, weekly, biweekly, monthly or one-
time basis. They also offer a move in/out service. 
The “Standard Green Clean” includes all rooms, 
bathrooms and kitchen. A “Royal Green Clean” is 
a deep cleaning service they recommended every 
three months. EnviroMaids prides themselves on 
offering a cleaning service that is more thorough 
and socially responsible by a specially trained 
staff. Prices are only available over the phone or 
through email.

Competitors - Summary (Continued)

Competitors - Green Cleaning Services

Competitors - Green Maid Services

DahliaSituation Analysis
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Mr. Green Cleaning (Residential Only)

Mr. Green Cleaning is a professional maid service 
in the Austin area (Austin, Pflugerville, Round 
Rock, and Lakeway) that provides residential 
environmentally conscious cleaning services. 
Their methods and products are non-toxic, 
biodegradable and don’t contain any chemicals. 
The company uses steam vapor machines with 
“ordinary tap water” to sanitize the surfaces in your 
home. Services offered are a “Standard Cleaning 
Services” that includes all rooms, kitchen and 
bathrooms and a “Premium Service” available 
at an additional charge. Mr. Green offers a 100% 
satisfaction guarantee as well.

The Picky Maid (Residential & Commercial)

The Picky Maid offers several types of maid 
services to local Austin areas and surrounding 
cities. They offer both residential and office 
cleaning with a long checklist of services provided 
for each on a weekly, bi-weekly and monthly 
basis. All of their cleaning products are non-toxic, 
biodegradable and are Green Seal Certified. The 
competitive pricing is what sets them apart from 
the competition, although it is not available to 
view on their website.

MoreHands (Residential Only)

MoreHands Maid Service is one of the largest 
cleaning service that serves the greater Austin 
metro area. The company offers exclusively 
residential cleaning in apartments, homes 
and offers standard, move in/out, or hourly 
“customized” cleans. The company works in teams 
of two for quality assurance and carries the best 
in commercial insurance. Their website features a 
price estimator where you can determine the cost 
based on your service needs. They offer add-ons 
services, one including a “green cleaning” option 

using products from Seventh Generation, one of 
the leaders in green cleaning products. Pricing 
is structured to be extremely customizable, but is 
competitive when it comes to the non-green, basic 
cleaning service. They do offer a green cleaning 
option, but it does not come standard. Details are 
available upon request.

It’s Cleaning Time (Residential & Commercial)

In business since 2002, It’s Cleaning Time is a 
home cleaning maid service in Austin, TX. They 
offer services weekly, biweekly, monthly, seasonally 
or on individual occasions. Their commitment to 
personal attention to house cleaning is what sets 
them apart from the competition. They believe in 
environmentally safe cleaning and have options 
for discussing using them in your home, but does 
not come standard. Beyond basic the maid service, 
It’s Cleaning Time also offers high dusting maid 
services, special maid services, deep cleaning 
and move in/out cleaning. The pricing includes 
a first-time/one-time fee according to the size of 
the house. There are no set contracts, but they 
do operate on an ongoing basis and prefer to put 
clients on a schedule.

Competitors - Green Maid Services

Competitors - Non-Green Cleaning Services

DahliaSituation Analysis
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Objective 1
To increase awareness, in terms of social media 
metrics, of Dahlia Green Cleaning Service in the 
West Lake Hills and West Central neighborhoods 
(zip codes 78746, 78703 and 78731) by 50 percent by 
April 31st, 2015.

Strategy
Refer all clients to social media profiles, especially 
Yelp and Facebook pages by adding profile badges 
to all external communications channels.

 ! Tactic 1.1

“Like us on Facebook” and “Find us on Yelp” in 
email signature

 ! Tactic 1.2

Use a standard phone procedure to discover 
channels of best fit for stimulating awareness 
(training sheet with standard questions, including 
“how did you hear about us?”)

 ! Tactic 1.3

Create content schedule for Dahlia.coop, Facebook, 
Email, Yelp and Care.com properties.

Objective 2
To increase sales to first-time clients, in terms of 
dollar amount earned, of Dahlia Green Cleaning 
Service in the West Lake Hills and West Central 
neighborhoods (zip codes 78746, 78703 and 78731) 
by 20 percent by April 31st, 2015.

Strategy 
Incentivize existing clients to refer their friends 
and use targeted campaigns in this area to 
stimulate purchases.

 ! Tactic 2.1

Door hangers on homes in the area, with special 
focus on homes neighboring clients who have 
used Dahlia.

 ! Tactic 2.2

Flier leave-behind at local Credit Unions.

 ! Tactic 2.3

Include a Referral Card leave behind offering a 
$15 discount.

Objectives and Tactics

DahliaStrategy
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Objective 3
To increase SEO and web presence by 20% across 
social media, in terms of  Google analytics and 
native site analytics, by April 31st, 2015.

Strategy
Track SEO and manage website properties in order 
to increase page rankings when Austin residents 
search for Dahlia and Cleaning services online.

 ! Tactic 3.1

Create a Google+ page and utilize Craigslist and 
Care.com.

 ! Tactic 3.2

Implement Google Analytics and schedule a 
monthly check of analytics on Facebook, Dahlia.
coop, Care.com and Yelp.

 ! Tactic 3.3

Take ownership of Yelp property so responses can 
be made on reviews.

 ! Tactic 3.4

Fix errors on Website and edit copy for better 
Google search result visibility.

Objective 4
To better manage customer relations with current 
clients and maintain 80% of present clients by 
April 31, 2015.

Strategy 
Institute better business practices and remind 
customers about their positive experience with 
Dahlia and keep them using Dahlia.

 ! Tactic 4.1

Initiate email automation for appointment 
confirmations and aftercare email with 
questionnaire about the client’s experience.

 ! Tactic 4.2

Use the Thank You Note Leave Behind blank space 
for a handwritten message for each client from 
their service provider.

 ! Tactic 4.3

Leave behind a dishwasher magnet and to-do list 
as a value-add and a friendly reminder to schedule 
another appointment with Dahlia.

 ! Tactic 4.4

Purchase products from wholesale companies and 
discounted hardware retail outlets.

Objectives and Tactics (Continued)

DahliaStrategy
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Objective 1
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 ! Tactic 1.1 - Add hyperlinks for “Like us on 
Facebook” (links to http://www.facebook.com/
DahliaGreenCleaningServices) and “Find us on 
Yelp” (links to http://www.yelp.com/biz/dahlia-
green-cleaning-austin) in email signature. This is 
in addition to adding the company logo and web-
safe fonts (Georgia) to establish Cyndi as a voice 
for Dahlia. Example can be seen at right. 

 ! Tactic 1.2 - Use a standard phone procedure for greeting customers to discover channels of best fit for 
stimulating awareness. Included on the following page. 

Cyndi Jimenez

Co-Owner

512.786.4249

Dahlia.coop

---
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 ! Tactic 2.3 - Sample content schedule for Dahlia.coop, Facebook, Email, Yelp and Care.com properties.

Week A Monday Tuesday Wednesday Thursday Friday
Website Update 

announcement 
section with 
promotion or 
seasonal message 

Facebook Reminder 
to schedule 
appointments

Link to Yelp 
page or Care.
com profile

Photo of 
members in 
action

Email Send catch 
up email 
to previous 
clients

Yelp Respond to any 
new reviews

Care.com Look through 
new business 
listings

Respond to any 
new reviews
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Objective 1 (Continued)

Tactic 1.2 (See previous page)
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 ! Tactic 2.1 - Door hangers on homes in the area, 
with special focus on homes neighboring clients 
who have used Dahlia. Shown below. 

 ! Tactic 2.2 - Flier to leave with local Credit 
Unions and other co-ops, like Wheatsville. 
Shown below. 

 ! Tactic 2.3 - Include a Referral Card leave 
behind offering a $15 discount. Shown below.

Open the Door to a Greener, 
Cleaner Home. 

We’re Dahlia Green Cleaning Services, a 
worker-owned cooperative housecleaning 
service from Austin.  We provide a thorough 
cleaning for everything from the kitchen to 
the front door. 

For pricing and a full list of services, 
please visit www.dahlia.coop 

or call (512) 786-4249!

Worker Owned and Operated

Child- and Pet-Friendly

No Harsh Chemicals

Committed to Quality

Easy on the Environment

!

!

!

!

!

For pricing and services, 
please visit www.dahlia.coop 
or call (512) 786-4249!

A co-op for 
greener, cleaner 

Austin homes.

!

Worker Owned and Operated

Committed to Quality

No Harsh Chemicals

Child- and Pet-Friendly

Special Services Available

!

!

!

!

For pricing and services, 
please visit www.dahlia.coop 
or call (512) 786-4249!

A co-op for 
greener, cleaner 

Austin homes.

!

Worker Owned and Operated

Committed to Quality

No Harsh Chemicals

Child- and Pet-Friendly

Special Services Available

!

!

!

!

For pricing and services, 
please visit www.dahlia.coop 
or call (512) 786-4249!

A co-op for 
greener, cleaner 

Austin homes.

!

Worker Owned and Operated

Committed to Quality

No Harsh Chemicals

Child- and Pet-Friendly

Special Services Available

!

!

!

!

Refer A Friend
And You’ll Both Get 

$15OFF
Your Next 
Appointment

Tell us who to thank:

___________________
(512) 786-4249
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 ! Tactic 3.1 - Create a Google+ page and utilize 
Craigslist and Care.com. 

Creating a Google+ page helps Dahlia appear in 
search results and only takes a few steps:

1. Sign in to Google+ (you’ll have to create a 
Google+ profile if you don’t already have one).

2. Click Pages under Home on the left.
3. Click the Create a page button in the upper 

right.
4. Select the Local Business or Place category.
5. Enter Dahlia Green Cleaning and select your it 

when it appears in the drop-down menu.

Google will ask for verification of identity via 
phone. This allows Dahlia to manage their Google+ 
page and add company information like their 
services and story.

By visiting care.com/business, Dahlia can sign 
up for an account by following the on-screen 
instructions. Care.com has two functions for 
Dahlia: acquiring new clients and tapping into a 
database of potential employees.

A sample Craigslist listing appears below.

Looking for a greener, cleaner home? (Austin Area)

We’re Dahlia Green Cleaning Services, a local worker-owned cooperative focused on 
providing a healthier clean for your home or business. We use green products with no 
harsh chemicals for a child- and pet-safe clean. And, as a worker-owned co-op, we’re 
dedicated to the quality of each and every visit we make.

For pricing and a list of services, please call us at 512-786-4249 or visit dahlia.coop!

 ! Tactic 3.2 - Implement Google Analytics and 
schedule a monthly check of analytics on Facebook, 
Dahlia.coop, Care.com and Yelp. 

Google Analytics is free and can be easily integrated 
into existing Wordpress site by installing a plug-
in. That plug-in can be found at http://wordpress.
org/plugins/google-analytics-for-wordpress/ and 
only takes a few moments to set up. Signing up 
for Google Analytics can be done by following the 
instructions at http://analytics.google.com.

A best practice for monitoring analytics is to 
check each service on the first of the month. Each 
monitoring tool gives Dahlia the opportunity to 
review performance from previous months to 
compare strategies and campaign effectiveness.

 ! Tactic 3.3 - Take ownership of Yelp property so 
responses can be made on reviews.

Dahlia can initiate the process of taking ownership 
of the Yelp page by visiting http://www.yelp.com/
dahlia-green-cleaning-austin and clicking the 
“Work here? Claim this business” link on the right 
hand side. 

Additionally, Dahlia should address negative and 
positive reviews on Yelp and other platforms. Two 
examples are included on the following page.  
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Sample Negative Review Response:

“Thank you for your review. We’re very 
sorry about your experience — it certainly 
sounds very frustrating! We’re building our 
company and hiring new worker-owners 
and will emphasize timeliness in the 
future. If you have any other comments or 
concerns, please call me, Cyndi, directly at 
(512) 786-4249. Have a great day!”

Some best practices to consider for this response 
are to first empathize with the customer and 
acknowledge the complaint. Offering a solution is 
also good, and most importantly opening up the 
discussion with contact information to further the 
conversation.

Sample Positive Review Response:

“We know how much time it takes to write a 
review. Thanks for your kind words! When 
was the last time we cleaned for your home? 
We’d love to come see you again.

Thanks for the review — it means a lot to us!”

Best practices to consider in this scenario are to 
keep the message short, keep it friendly and to 
keep the conversation going. 

 ! Tactic 3.4 - Fix errors on Dahlia.coop and edit 
copy for better Google search result visibility.

The following are suggested edits to specific 
sections of the Dahlia website to convey the unique 
selling proposition and recent changes to Dahlia 
as a company. 

On the homepage, the “About Dahlia” section 
should be abbreviated for easier reading, better 
appearance in search results and because identical 
content exists on the About Dahlia page itself. The 
“About Dahlia” section should now read:

“We’re a worker-owned green cleaning 
service in Austin, Texas. We provide home 
and commercial green cleaning and use 
child- and pet-friendly products.”

Additionally, on all website pages, Dahlia should 
remove any mention of hand-made products, 
because that is no longer a business practice. 

On the About Dahlia page itself, a new paragraph 

can be added to highlight some of the key benefits 
identified in our research. 

“Dahlia is committed to providing added 
value to our customers. We only use 
green products so it isn’t an upcharge. 
The cleaning products we use are always 
pet and child safe, low Volatile Organic 
Compounds (VOCs), gentle on asthma 
and allergy symptoms and cause minimal 
impact to the environment. In addition, 
by choosing Dahlia, you’re supporting the 
local Austin economy, a minority-owned 
business, a woman-owned business and a 
co-op that is committed to creating good 
jobs in the community.”

On the Pricing page, the following paragraph 
should be added:

“We only use green products. All prices 
include the use of green products from 
brands you know, such as Method, Meyers, 
Murphy’s and more.”
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Objective 4

Lastly, the following can be added to the Services 
page: 

“Using green products also provides 
additional benefits:

 ! Pet-safe
 ! Child-safe
 ! No VOCs or other harsh chemicals
 ! Improve the air-quality of your home
 ! No harsh lingering odors or chemical 

residue, which can aggravate asthma and 
allergy symptoms

 ! We use brands you know and trust, such 
as Method, Meyers, Murphy’s and more.”

Not only are these changes informative for potential 
clients, but they also introduce useful keywords for 
improving Dahlia’s visibility in search results.

 ! Tactic 4.1 - Institute emails for appointment 
confirmations and aftercare email with 
questionnaire about the client’s experience.

Each client booking should receive an email 
confirming their time and letting them know who 

will be visiting their home. Dahlia can link to the 
Dahlia.coop About page to provide more about the 
members. A sample email can be seen below. The 
aftercare email can be seen on the following page.

Hello! 

Thank you for choosing Dahlia Green Cleaning Service. Your cleaning appointment 

KDV�EHHQ�FRQ¿UPHG�IRU�0D\���WK�DW��30��$W�WKDW�WLPH��\RX¶OO�PHHW�ZLWK�&\QGL�DQG�
%UHQGD��<RX�FDQ�JHW�WR�NQRZ�WKHP�KHUH��KWWS���GDKOLD�FRRS�DERXW��

:H�ORRN�IRUZDUG�WR�ZRUNLQJ�ZLWK�\RX��

Cyndi Jimenez

Co-Owner

512.786.4249

Dahlia.coop

---
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Tactic 4.1 (See previous page)
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 ! Tactic 4.2 - Use the Thank You Note Leave Behind blank space for a handwritten message for each 
client from their service provider, as shown below.

 ! Tactic 4.3 - Leave behind a dishwasher magnet and to-do list as a value-add and a friendly reminder to 
schedule another appointment with Dahlia.

DIRTY                                             CLEAN

  (512) 786-4249                                             Dahlia   (512) 786-4249    
    

    
   

   
   

   
   

   
   

    
    

    

Dahlia
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 ! Tactic 4.4 - Purchase products from wholesale companies and discounted hardware retail outlets. The 
following chart provides a cost analysis by brand and retailer. Recommended solutions are highlighted.

Wholesale Overview

Method
Retailer Product Size (fl. oz.) # of units Price per unit Price per fl. oz.

Lowe’s Method All Purpose Cleaning 
Spray, Lavender

28 1 $2.98 $0.11

Home Depot Method All Purpose Cleaning 
Spray, Lavender

28 1 $2.99 $0.11

Target Method All Purpose Cleaning 
Spray, Lavender

28 1 $3.49 $0.12

Amazon Method All Purpose Cleaning 
Spray, Lavender

28 4 $3.99 $0.14

CleanItSupply Method All Purpose Cleaning 
Spray, Lavender

28 10 $4.08 $0.14

Ace Hardware Method Lemon Verbena All 
Purpose Cleaner

28 8 $4.49 $0.16

Mrs. Meyer’s Clean Day
Retailer Product Size (fl. oz.) # of units Price per unit Price per fl. oz.

Brand Website All Purpose Cleaner 32 1 $7.99 $0.24
Target All Purpose Cleaner 32 1 $8.29 $0.26
Ace Hardware All Purpose Cleaner 32 6 $8.99 $0.28

Bona Floor Cleaning
Retailer Product Size (fl. oz.) # of units Price per unit Price per fl. oz.

Lowe’s Bona Hardwood Floor Cleaner 128 1 $16.98 $0.13
Home Depot Bona Hardwood Floor Cleaner 128 1 $16.97 $0.13
Company Website Free & Simple Hardwood Floor 

Cleaner
160 1 $21.99 $0.13

Target Bona Hardwood Floor Cleaner 64 1 $9.99 $0.15
Ace Hardware Bona Hardwood Floor Cleaner 160 4 $23.99 $0.15

Murphy’s Oil Soap
Retailer Product Size (fl. oz.) # of units Price per unit Price per fl. oz.

Lowe’s Murphy Oil Soap Original 
Wood Cleaner

128 1 $13.98 $0.11

Amazon Murphy’s Oil Soap Commercial 
Strength from Concentrate

128 1 $15.96 $0.12

CleanItSupply Murphy Oil Soap Original 
Wood Cleaner

32 1 $3.71 $0.12

Home Depot Murphy Oil Soap Original 
Wood Cleaner

128 4 $16.79 $0.13

Ace Hardware Murphy’s Oil Soap 32 12 $4.99 $0.16
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Each implementation is designed to help Dahlia 
measure results easily and accurately. The primary 
access point to Dahlia’s metrics and customer 
information will be Google Drive. The following are 
instructions for Dahlia’s use, both for Cyndi’s day-
to-day interactions and training future members 
who may participate in office work.

The responses to the survey are automatically 
logged in a Google Spreadsheet, which should 
be checked every three months by Dahlia. These 
responses should determine how Dahlia chooses 
to advocate any future advertising budget. For 
instance, if respondents reveal they are using Yelp 
most often to discover Dahlia, Dahlia may consider 
advertising with Yelp.

Social Media Analytics

To track and monitor the engagement on their 
social media sites, Dahlia should utilize Facebook 
Insights. This is a free tool provided by Facebook 
for businesses to manage their social accounts 
and give analytical reports of the activity on their 
site. As the marketing efforts increase for Dahlia, it 
would be important to use this tool to understand 
how those efforts are effecting their social media 
strategy. This link provides additional information 
about using Facebook Insights.

Yelp Reviews 

Yelp is a powerful tool for Dahlia because it allows 
them to take word of mouth recommendations 
into the digital space. It is imperative that Dahlia 
directly addresses each review, both the negative 
and the positive. By responding to their customer’s 
thoughts and feelings, the company will be able up 
interaction and show ownership of the medium, 
further proving the value of the “worker-owner” 
role.

Email Signature

Crosswalk developed an email signature for 
Dahlia’s employees, which will be useful in 
directing traffic directly to social media sites and 
Yelp pages.  This will be advantageous for Dahlia, 
because email recipients will be able to directly see 
reviews and promotions on these sites. The email 
signature will be displayed at the end of each email 
you send, and will require a one-time set up.  You 

Phone Interaction Survey

The phone interaction survey was designed 
for Cyndi to use while speaking to each client. 
This standardizes the information gathered 
in each interaction to better facilitate future 
communication. 

The responses will be logged automatically into 
the Survey Responses doc, eliminating the need for 
Cyndi to take notes on each client. Further, Cyndi 
will be able to copy and paste email addresses 
directly from this document for correspondence 
with clients and even copy and paste the entire 
email column into a Gmail to advertise loyalty 
discounts in one batch.

In addition to confirming times of appointments 
by email, Cyndi should copy and paste the website 
image and bio of the service provider that will be 
cleaning that home. This creates a more personal 
feel for the customer and builds trust with Dahlia.

Customer Satisfaction Survey

Crosswalk developed a survey to better engage 
with customer after a service provider has 
been to their home. Not only does this serve to 
remind customers about the quality cleaning 
Dahlia provided, but it also helps Dahlia make 
improvements to keep customers loyal. This 
survey can be sent to customers ad hoc, about 
every two weeks. Customers who have had their 
homes cleaned within two weeks should receive 
this survey.

Introduction

Use and Measurement Instructions
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will be able to insert the email signature we have 
created, by simply copy and pasting our design 
into your signature section.  To access this feature, 
go to Settings > General > Signature.  Once on this 
step, paste the design, and save changes. 

Door Hangers

Dahlia should use these door hangers in 
neighborhoods with existing clients. Ideally, once 
a home has been cleaned the service provider 
would go to 10-12 neighboring homes and hang 
the door hanger.

Personal Messages on Thank You Notes

The current thank you notes Dahlia has printed 
have a space for writing. Each service provider 
should write a brief personal message (e.g. “Thank 
you for choosing Dahlia. Call us again soon.”) on 
each card to create a more personal feel. These 
cards should be left in every home.

Magnet and Notepad

These promotional items should be handed out to 
customers at the end of their second cleaning with 
Dahlia. The service provider can use one or both 
of these items as a reward leave-behind for using 
Dahlia more than once.

Use and Measurement Instructions (Continued)
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Texas Green Clean Pricing

DahliaAppendix

Survey Results - The following data is the initial report from Qualtrics for the survey Crosswalk distributed 
on behalf of Dahlia Cleaning Service. The survey questions were developed after completing in-depth 
interviews to determine phrasing, question order and target demographics. This survey was combined 
with Nielsen data and secondary sources contained in the Works Cited to form the Insights section of 
this report.

Competitor Pricing - The following are price listings from competitors outlined in the Situation Analysis.

Purple Fig PricingMr. Green Cleaning Rates

Situation Analysis
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Initial Report 
Last Modified: 03/16/2014 

1.  Your information, such as your IP address, income, age, etc. will not be associated with you in any way. Your responses will be assigned a random 
number and used for academic research purposes only. The following survey will ask questions about your personal experiences with home cleaning 
services. Do your best to fully answer all questions. It should take you less than 10 minutes to finish. Will you take the survey and help some graduate 
students at UT Austin? 

�

�
2.  Have you ever used a home cleaning service? (maid, cleaning company, independent contractor, etc.) 

�

�
3.  How often do you use a home cleaning service? 

# Answer
  

Response %

1 Yes, take the survey.
  

129 99%

2
No. I'd like to exit the 
survey

  
1 1%

Total 130 100%

Statistic Value

Min Value 1

Max Value 2

Mean 1.01

Variance 0.01

Standard Deviation 0.09

Total Responses 130

# Answer
  

Response %

1 Yes
  

75 61%

2 No
  

48 39%

Total 123 100%

Statistic Value

Min Value 1

Max Value 2

Mean 1.39

Variance 0.24

Standard Deviation 0.49

Total Responses 123

# Answer
  

Response %

1 Once a year
  

15 22%

2
Less than once a month 
but more than once a 
year

  13 19%

3 once a month
  

6 9%

DahliaAppendix
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�

�

�
4.  What type of home best describes where you currently live? 

4 2-3 time a month
  

19 28%

5
every week (4 times a 
month)

  
4 6%

6
More than once every 
week (5 or more times a 
month)

  2 3%

7 Other
  

8 12%

Total 67 100%

Other

only for move outs/ins

Less than once a year

when bringing home a new baby

When moving out of a rental, if required by lease

None now, used to 3 yrs ago though

When moving out of an apartment, so less than once a year

Once

Statistic Value

Min Value 1

Max Value 7

Mean 3.33

Variance 3.74

Standard Deviation 1.93

Total Responses 67

# Answer
  

Response %

1
Rental apartment in a 
complex

  
7 10%

2
Rental single family/
stand alone house

  
12 18%

3
Rental condo in a 
building

  
1 1%

4
Rent an attached house 
(duplex/triplex/row 
house)

  5 7%

5
Own or making 
payments to own a 
condo

  2 3%

6

Own or making 
payments to own an 
attached house (duplex/
triplex/row house)

  
3 4%

7

Own or making 
payments to own a 
single-family, stand-
alone house

  
35 52%

DahliaAppendix
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�

�

�
5.  Approximately how large is your home/apartment/condo, excluding garage, deck and outdoor spaces. (If you know the square footage, use the 
numbers. If you don't know your square footage, approximate bedrooms and bathrooms are provided as a guide) 

�

�
6.  Approximately how much do you pay, on average, for cleaning service for your ENTIRE home. 

8 Other
  

2 3%

Total 67 100%

Other

own

Statistic Value

Min Value 1

Max Value 8

Mean 5.12

Variance 5.89

Standard Deviation 2.43

Total Responses 67

# Answer
  

Response %

1
1000 square feet or less 
(1 bedroom, 1 bath)

  
8 12%

2
1001-1500 square feet 
(2 bedrooms, 1 bath)

  
17 25%

3
1501-2000 square feet  
(2 bedrooms, 2 baths)

  
21 31%

4
2001-2500 square feet  
(2-3 small bedrooms, 2 
1/2 baths)

  6 9%

5
2501-3000 square feet  
(3 bedrooms, 3 baths)

  
7 10%

6
3001-3500 square feet  
(4 bedrooms, 4 baths)

  
6 9%

7
More than 3500 square 
feet (5 bedrooms, 4+ 
baths)

  2 3%

Total 67 100%

Statistic Value

Min Value 1

Max Value 7

Mean 3.19

Variance 2.52

Standard Deviation 1.59

Total Responses 67

# Answer
  

Response %

DahliaAppendix
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�

�
7.  Did the home cleaning service you used most recently use green/environmentally friendly products? 

�

�
8.  How important is it to you that a home cleaning service uses environmentally friendly products? 

1 less than $100
  

26 39%

2 $101-$150
  

25 37%

3 $151-$200
  

7 10%

4 $201-$250
  

6 9%

5 $251-$300
  

1 1%

6 More than $300
  

2 3%

Total 67 100%

Statistic Value

Min Value 1

Max Value 6

Mean 2.06

Variance 1.48

Standard Deviation 1.22

Total Responses 67

# Answer
  

Response %

1 Yes
  

19 29%

2 No
  

18 28%

3 I don't know
  

28 43%

Total 65 100%

Statistic Value

Min Value 1

Max Value 3

Mean 2.14

Variance 0.71

Standard Deviation 0.85

Total Responses 65

# Answer
  

Response %

1 Not at all Important
  

10 15%

2 Very Unimportant
  

4 6%

DahliaAppendix
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�

�
9.  Would you pay more for a cleaning service that uses only environmentally friendly products? 

�

�
10.  What other benefits of using green products appeal to you and your household? (check all that apply) 

3
Neither Important nor 
Unimportant

  
24 37%

4 Very Important
  

17 26%

5 Extremely Important
  

10 15%

Total 65 100%

Statistic Value

Min Value 1

Max Value 5

Mean 3.20

Variance 1.54

Standard Deviation 1.24

Total Responses 65

# Answer
  

Response %

1 Very Likely
  

7 11%

2 Likely
  

16 25%

3 Neutral
  

16 25%

4 Not Likely
  

14 22%

5 Very Unlikely
  

12 18%

Total 65 100%

Statistic Value

Min Value 1

Max Value 5

Mean 3.12

Variance 1.64

Standard Deviation 1.28

Total Responses 65

# Answer
  

Response %

1 pet-safe
  

42 65%

2 low fume/low VOC
  

28 43%

3 safe for children
  

24 37%
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�

�

�
11.  Are you familiar with the term "co-op" to describe a business? 

�

�

4
doesn't aggravate 
asthma symtoms

  
18 28%

5
low pollution/fewer harsh 
chemicals

  
31 48%

6 vegan lifestyle
  

3 5%

7
lower risk of allergens in 
products

  
20 31%

8
better air quality in my 
home

  
32 49%

9 recyclable packaging
  

16 25%

10 less expensive
  

17 26%

11 Other
  

7 11%

Other

don't know

Only if it is the most effective product for its purpose

I'm not sure there are any benefits that appeal to me

None

Dont care about green products so none apply

Statistic Value

Min Value 1

Max Value 11

Total Responses 65

# Answer
  

Response %

1 Yes
  

51 80%

2 No
  

13 20%

Total 64 100%

Statistic Value

Min Value 1

Max Value 2

Mean 1.20

Variance 0.16

Standard Deviation 0.41

Total Responses 64
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12.  Have you ever shopped at or used services provided by a co-op? (Wheatsville Coop, REI outdoor equipment, Credit Unions, ACE Hardware, Piggly 
Wiggly, etc.) 

�

�
13.  Please describe why you do not shop at co-ops 

�

�
14.  Please describe why you shop at co-ops. 

# Answer
  

Response %

1
Yes and I knew it was a 
co-op

  
40 77%

2
Yes but I didn't know it 
was a co-op

  
8 15%

3
No, I don't shop at co-
ops

  
3 6%

4
No, I am unaware of any 
co-ops.

  
1 2%

Total 52 100%

Statistic Value

Min Value 1

Max Value 4

Mean 1.33

Variance 0.46

Standard Deviation 0.68

Total Responses 52

Text Response

I don't consciously decide not to, just haven't yet

Don't offer what i need conveniently

Statistic Value

Total Responses 2

Text Response

I don't shop co-ops frequently but have in the past to help support small, local businesses

They usually have staff that is more knowledgeable and more specialized products.

convenience

Don't choose co-ops because they're co-ops; I choose them for the products they provide

cooperation

Better prices and service.

I feel as though I am giving to multiple people and to a company that has a better moral code than money hungry corporations.

Convenience. direct from supplier, unique choices

I don't often, but I find that when I have (like at REI and Black Star Coop) the staff are very friendly and supposedly they are treated well too.

Employee and usually locally owned. Investments in the community.

I work at one! REI

The business model

Only option (i.e. REI)
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�

�
15.  Our survey relates to worker-owned co-ops. A worker owned co-op is a business that is owned and controlled by the people who work in it. 
Worker-members invest in and own the business together, meaning every employee is a manger. Do you understand this definition? 

�

I think the co-op business model is better for customers/owners and the community as a whole. Customers are invested in the success of the 
business and also get more of what they want. Profits stay in the community (at least local co-ops), plus co-ops are generally pretty groovy--
nice people, sense of community, etc.

ease of use

Not because they're co-ops, but because they were the best source for the particular product I needed at that time.

It is easier

convenience

Salsa is good

I like the idea

Excellence in product (ufcu, wheatsville, rei), plus better service (happier employees?), and it agrees with my philosophical perspective.

Don't care about co-op status, only convenience and selection.

I like the fact that the employees have a reason to care about the company, the products and the service they provide.

Local

Like the principle

Better pricing, local

Feels smaller and more responsive to customers

Because they care about their members and operate according to their suggestions and feedback.

Seems like you get better service, products and prices.

Employee-owned

convenience, ethics of a coop not being a huge faceless company

Everyone at wheatsville is happy.

Weed 420

for fun

I don't shop at co-ops because they're co-ops, I shop there because they have products I need.

Because the members own a piece. It's important that we all take ownership of something.

Like the selection and affordability

Statistic Value

Total Responses 37

# Answer
  

Response %

1 Yes
  

20 95%

2 No
  

1 5%

Total 21 100%

Statistic Value

Min Value 1

Max Value 2

Mean 1.05
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�
16.  Would you be likely to pay more for a cleaning service that was a co-op? (Every worker is also a manger/owner) 

�

�
17.  Select all negative aspects of hiring a cleaning service that apply to you. 

Variance 0.05

Standard Deviation 0.22

Total Responses 21

# Answer
  

Response %

1 Very likely
  

4 7%

2 Somewhat Likely
  

21 36%

3
Neither Likely nor Nor 
Unlikely

  
17 29%

4 Unlikely
  

13 22%

5 Very Unlikely
  

4 7%

Total 59 100%

Statistic Value

Min Value 1

Max Value 5

Mean 2.86

Variance 1.12

Standard Deviation 1.06

Total Responses 59

# Answer
  

Response %

1 Theft
  

25 46%

2 inconvenience
  

15 28%

3
the service takes too 
long

  
10 19%

4
the service provider 
might cancel last-minute

  
6 11%

5
the service does not 
arrive on time

  
8 15%

6
the quality is low/I could 
have done a better job 
myself

  30 56%

7
the cost is too high/it's 
too expensive

  
31 57%

8

I will be charged more 
than the estimate 
provided (surprises on 
the bill)

  
17 31%
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�

�
18.  Rate the importance of the following characteristics in choosing a home cleaning service. 

�
19.  How did you hear about your current or most recently used cleaning service? 

9
I'm uncomfortable with 
having others in my 
home

  17 31%

10

the service uses harmful/
unsafe/not 
environmentally friendly 
producst

  
6 11%

11

I'm not able to 
communicate with the 
service provider 
(language barrier)

  
12 22%

12
The service provider is 
unresponsive to emails, 
phone calls, etc.

  11 20%

Statistic Value

Min Value 1

Max Value 12

Total Responses 54

# Answer Min Value Max Value Average Value
Standard 
Deviation Responses

1 Quality 31.00 100.00 84.46 16.14 54

2 Price 32.00 100.00 76.20 18.13 54

3 Speed of service 0.00 81.00 47.96 23.22 54

4
Convenience of hiring 
them (online, by email, 
by phone)

0.00 100.00 51.74 24.55 54

5 Friendly employees 12.00 100.00 63.35 21.72 54

6 The business is local 0.00 100.00 57.54 28.77 54

7
The business is a co-
op 0.00 100.00 32.19 26.83 54

8
They use green/
environmentally 
friendly products

0.00 100.00 45.63 28.43 54

# Answer
  

Response %

1
Word of mouth from 
friends, family or 
neighbors

  30 56%

2
Online search (Google, 
Bing, Yahoo, etc)

  
9 17%

3
Online community 
(Angie's list, Care.com, 
Yelp, Craigslist)

  8 15%

4 Print advertisement
  

0 0%

5 Online advertisement
  

0 0%
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�

�

�
20.  Where did you see the advertisement? 

�

6
Online deal site 
(Groupon, Living Social, 
etc.)

  2 4%

7
outdoor advertisement, 
billboard

  
1 2%

8 Television advertisement
  

0 0%

9 radio advertisement
  

1 2%

10 other
  

3 6%

Total 54 100%

other

local Co-op fair

Landlord

discard this data point

Statistic Value

Min Value 1

Max Value 10

Mean 2.41

Variance 6.17

Standard Deviation 2.48

Total Responses 54

# Answer
  

Response %

1 newspaper
  

1 10%

2 door hanger
  

0 0%

3 magazine
  

0 0%

4 grocery store
  

0 0%

5 other
  

7 70%

6 billboard
  

0 0%

7
vehicle signage/
windshield handout

  
2 20%

Total 10 100%

other

online

yelp
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�

�
21.  Which online community or deal site did you use? (Angie's List, care.com, GroupOn, Living Social, etc.) 

�

�
22.  Please indicate your occupation: 

Intarweb

I selected "online search", not advertisement.

Statistic Value

Min Value 1

Max Value 7

Mean 5.00

Variance 2.67

Standard Deviation 1.63

Total Responses 10

Text Response

Groupon

Yelp

Craigslist

Groupon

Angie's List

Yelp

Yelp

craigslist

craig's list

Craigslist

Statistic Value

Total Responses 10

# Answer
  

Response %

1
Management, 
professional, and related

  
24 46%

2 Service/retail
  

1 2%

3 Sales and office
  

3 6%

4
Farming, fishing, and 
forestry

  
0 0%

5
Construction, extraction, 
and maintenance

  
2 4%

6
Production, 
transportation, and 
material moving

  0 0%

7 Government
  

3 6%

8 Retired
  

5 10%
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�

�
23.  Would you be willing to hire or switch from your current provider to a local green cleaning co-op? 

�

�

�
24.  Why not? 

9 Unemployed
  

2 4%

10 Other
  

6 12%

11 student
  

6 12%

Total 52 100%

Statistic Value

Min Value 1

Max Value 11

Mean 4.81

Variance 16.83

Standard Deviation 4.10

Total Responses 52

# Answer
  

Response %

1 Yes
  

27 50%

2 No
  

19 35%

3 Other
  

8 15%

Total 54 100%

Other

Not currently using cleaners

Maybe if it were cheaper.

I'm already using a local green cleaning co-op

Maybe if I heard they were good and trustworthy

Maybe

maybe

have not used a cleaning service since college

Statistic Value

Min Value 1

Max Value 3

Mean 1.65

Variance 0.53

Standard Deviation 0.73

Total Responses 54

Text Response
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�

�
25.  Why would you switch to a local green cleaning co-op? 

The woman who provides our service is great and I know when appreciates the work.

My roommates and I had a maid when I lived abroad in China. In the US, it's too expensive and I have fewer roommates.

It's hard to find good help.

Happy with what I have

I've been using my cleaner for years and I know/trust her

Because of silly coop people.

Not currently using cleaners due to budget

Maybe, if it were cheaper

na

Comfortable with current service

I like my cleaning ladies, and they do a very good job. W..e have a nice rapport.

Green and Co-op are not important decision makers for me. Quality and Price are primary for me.

I wouldn't switch to an unknown service unless it represented a better value than my current one.

Our cleaner uses the products we provide, so we can select what we're comfortable with

Not interested.  Person I use already does a good job for a good price.

Green products just don't seem to get things as clean.

Not looking to change at this time

Loyalty to my current provider - hard to stop the relationship without bad feelings

Just stopped using cleaning service to save money

my apartment needs chemicals

Don't commonly use one

we know the owner

I'm happy with the current co.-green or not, Gren is not really a factor for me.

i like eggs

Don't know if they are better than what I have.

I'm happy with my current service

Co-Op and Green products are not what I'm looking for in a cleaning company. How is their quality?

Statistic Value

Total Responses 27

Text Response

IF cheaper and convenient to schedule

to see how the cleaning is any different

i would switch to any other provider if they offered better value

Not because of the local  green, or co-op.

i don't use anyone on a regular basis so I don't feel obligated to any one person or company.

Giving to a solid company

Local, always happy to promote competition

Local stores help the community. Also green products as I have animals.

Price and quality
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�

�
26.  Please type your zip code 

safety

price

It promotes values I care about.

Because of my values

more benefit going toward maid

price point, friendlier

Prefer green cleaning

Happy well-treated employees do a good job, aren't resentful.

It could be better

If better quality and price

to practice good stewardship of our planet

because i am concerned about our environment

it's local and I feel I'm paying more than other services out there so might as well get it green

I currently use environmentally friendly products in my home and would prefer to work with a business who does, while also hiring a company 
that is locally based.

If the price was lower, service was better or more friendly, not just because it's a co-op.

Because I've already used one and they were great.

When you own what you're doing, a better job gets done.

better cleaning prducts and the fact that its owned by the workers

Statistic Value

Total Responses 27

Text Response

78231

78741

23059

78731

78738

78749

78757

78613

78741

78613

78660

23192

78703

78735

78757

78723

78702
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�

�
27.  Select your gender from the options below 

78701

78726

78702

78703

78757

78731

78745

10012

78702

78247

78702

78722

78612

78722

78758

78703

78729

94556

78759

78759

78749

78758

78704

23060

78748

78748

78723

78749

78722

78660

78757

23223

75006

75214

75287

Statistic Value

Total Responses 52

# Answer
  

Response %

DahliaAppendix



52

�

�
28.  What is your current status? 

�

�
29.  5. How many children (under the age of 18) are currently living in your house? 

1 Male
  

23 44%

2 Female
  

27 52%

3 Other
  

0 0%

4 Prefer not to say
  

2 4%

Total 52 100%

Statistic Value

Min Value 1

Max Value 4

Mean 1.63

Variance 0.47

Standard Deviation 0.69

Total Responses 52

# Answer
  

Response %

1 Single, never married
  

15 29%

2 Married without children
  

8 15%

3 Married with children
  

16 31%

4 Divorced
  

4 8%

5 Seperated
  

0 0%

6 Widowed
  

1 2%

7 Living w/ partner
  

8 15%

Total 52 100%

Statistic Value

Min Value 1

Max Value 7

Mean 3.02

Variance 4.10

Standard Deviation 2.02

Total Responses 52

# Answer
  

Response %
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�

�
30.  What is your combined annual household income? 

�

1 0
  

34 65%

2 1
  

12 23%

3 2
  

4 8%

4 3
  

1 2%

5 4
  

1 2%

6 5 +
  

0 0%

Total 52 100%

Statistic Value

Min Value 1

Max Value 5

Mean 1.52

Variance 0.76

Standard Deviation 0.87

Total Responses 52

# Answer
  

Response %

1 Less than $30,000
  

3 6%

2 $30,000 – $39,999
  

5 10%

3 $40,000 – $49,999
  

4 8%

4 $50,000 – $59,999
  

1 2%

5 $60,000 – $69,999
  

5 10%

6 $70,000 – $79,999
  

3 6%

7 $80,000 – $89,999
  

7 13%

8 $90,000 – $99,999
  

3 6%

9 $100,000 - $199,999
  

15 29%

10 $200,000 - $299,999
  

4 8%

11 $300,000 or above
  

2 4%

Total 52 100%

Statistic Value
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�
31.  What is your current age? 

�

�
32.  What is your race? 

Min Value 1

Max Value 11

Mean 6.58

Variance 8.84

Standard Deviation 2.97

Total Responses 52

# Answer
  

Response %

1 Less than 16
  

0 0%

2 16 to 19
  

0 0%

3 20 to 24
  

6 12%

4 25 to 34
  

20 38%

5 35 to 44
  

13 25%

6 45 to 54
  

2 4%

7 55 to 64
  

10 19%

8 65 or over
  

1 2%

Total 52 100%

Statistic Value

Min Value 3

Max Value 8

Mean 4.87

Variance 1.84

Standard Deviation 1.36

Total Responses 52

# Answer
  

Response %

1 White/Caucasian
  

37 71%

2 African American
  

0 0%

3 Hispanic
  

7 13%

4 Asian
  

4 8%

5 Native American
  

0 0%
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�

�
33.  What is the highest level of education you have completed? 

�

6 Pacific Islander
  

0 0%

7 Other
  

4 8%

Total 52 100%

Statistic Value

Min Value 1

Max Value 7

Mean 1.96

Variance 3.14

Standard Deviation 1.77

Total Responses 52

# Answer
  

Response %

1 Less than High School
  

0 0%

2 High School / GED
  

1 2%

3 Some College
  

8 15%

4 2-year College Degree
  

4 8%

5 4-year College Degree
  

26 50%

6 Masters Degree
  

9 17%

7 Doctoral Degree
  

1 2%

8
Professional Degree 
(JD, MD)

  
3 6%

Total 52 100%

Statistic Value

Min Value 2

Max Value 8

Mean 4.94

Variance 1.66

Standard Deviation 1.29

Total Responses 52
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DahliaAppendix

Nielsen Data - The following are the Nielsen profiles for the target zip codes defined by Dahlia. The 
in-depth profiles for Urban Achievers, Young Digerati and Money & Brains are also included, per the 
strategy developed by Crosswalk.

Situation Analysis (Continued)
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DahliaAppendix
Situation Analysis (Continued)
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DahliaAppendix
Situation Analysis (Continued)
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DahliaAppendix

Word Clouds - The following three word clouds were formed from the text entry responses in the survey 
(questions 14, 23 and 24). The size of the word indicates how many times the word was repeated among 
responses, showing relative importance.

1. Reasons Respondents Would NOT Switch Cleaning Service Providers

Situation Analysis (Continued)
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DahliaAppendix
Situation Analysis (Continued)

2. Reasons Survey Respondents Shop at Co-ops

3. Reasons Survey Respondents Would Switch Cleaning Service Providers


