
 
 
 
 
 
 

Brand Audit: Secondary Data Analysis 
 
Introduction 
 
Pressbox is a revolutionary and innovative new kind of 24/7 dry cleaning and laundry service. 
Dubbed the “Redbox of dry cleaning”, customers can approach any one of Pressbox’s 150+ 
locations throughout Chicago, drop their dirty clothes or shoes in one of Pressbox’s unique 
lockers, place an order via the Pressbox app and expect their dirty items to be back in the same 
locker two days later, freshly pressed and laundered. Since launching in 2013, Pressbox has 
installed more than 2,000 of their laundry lockers in residential and office buildings all around 
Chicago and have serviced more than 9,100 customers to date.  
 
Although Pressbox has built a large customer base since its launch in 2013, 43% of those 
customers have not used their service in the last six months. As a result, Pressbox is looking for 
ways to improve their customer retention rate and specifically re-engage those customers who 
have not used Pressbox in the last six months.  
 
This brand audit will examine and analyze secondary research data from various resources 
including, but not limited to, client-provided background materials, Web searches, Pressbox’s 
website and social media channels, recent media coverage and Crimson Hexagon. In doing so, 
this brand audit will provide a comprehensive synthesis of all research findings and attempt to 
draw conclusions and insights from those findings that will help inform the development of our 
primary data collection and determine solutions for Pressbox’s current customer engagement/re-
engagement problem. 
 
Research Problem/Challenge 
 
In the client-provided background information deck and during our visit with Pressbox, the 
company explained that 43% of their customers have not used Pressbox in the last six months. 
While they recognize that many of those customers may have moved or only use a dry cleaning 
service selectively, Pressbox believes there is still an opportunity to increase their customer 
retention rate despite those previously stated variables.  Specifically, Pressbox is looking for 
ways to improve their customer retention by focusing on re-engaging customers who have not 
used Pressbox in the past six months. In order to do this, Pressbox’s primary research challenge 
will be two-fold: 

1. Figure out why those customers left 
AND 

2. What will it take to get them to start using Pressbox again  
 
 



Research Methods & Secondary Data Sources 
 
For this brand audit secondary research was collected on Pressbox using numerous data sources 
including: the client-provided background information deck, Google search and Google News 
search, media coverage, Pressbox’s website, Facebook page, Twitter page and Yelp page and 
Crimson Hexagon. This mix of resources provided a general overview of Pressbox and a better 
idea of how Pressbox is represented in the media and how they represent themselves via their 
social media channels. Additionally, it provided me with a closer look at what Pressbox 
customers are saying about the company and how they are interacting with Pressbox online.  
 
Pressbox Backgrounder Deck 
This information deck was provided by Pressbox on April 6, 2016 during a client visit. During 
the visit, Brand Managers, Ariana Soto and Vanessa Been, walked the class through its contents. 
This data provided general information on the company and outlined Pressbox’s customer 
retention challenge. It also explained which marketing strategies have worked best for them in 
the past, where they’ve gotten media coverage and why their primary target for this challenge is 
customers who have not used Pressbox in the past six months. This information helped dictate 
the rest of my research strategy.  
 
Google Search 
Knowing that the term “Pressbox” isn’t unique to our client, I anticipated that simply typing in 
“Pressbox” into Google Search would result in numerous unrelated hits. To figure out exactly 
what would turn up, how much of it was relevant to our client and how far down the results list I 
would have to look before finding our client, I searched the term “Pressbox” without any other 
parameters and analyzed the results.  
 
Media Coverage 
Media coverage was found using a Google News search of “Pressbox” + “Dry cleaning” without 
any timeframe parameters. The results of that search were then evaluated to ensure that they 
pertained to the client. I also conducted direct searches on specific outlet websites that Pressbox 
noted in their backgrounder deck. When evaluating Pressbox’s media coverage I considered the 
number of stories, the outlets’ audiences, the content of the coverage and when it was published. 
 
Pressbox Website 
The company’s website was analyzed to determine ease of use and content. 
 
Pressbox on Facebook & Twitter 
Pressbox’s social media presence on Facebook and Twitter was first evaluated by looking at the 
company’s individual pages and the content they posted to those pages. In addition, I looked at 
how many Followers and Likes each page had to help determine the pages’ reach, how people 
were interacting with the pages (in terms of comments, mentions, reviews, retweets, use of the 
#UsePressbox hashtag, etc.) and evaluated what the brand’s overall tone, image and voice being 
projected on these platforms were. Furthermore, I used Crimson Hexagon to further analyze 
Pressbox’s Twitter account. Using Crimson Hexagon’s Pressbox Twitter Account Monitor, I 
evaluated the account’s sent posts, engagement and followers from the past six months 
(November 2015 – April 2016).  



 
Yelp 
After I set my Yelp location to Chicago, IL, I searched “Pressbox” in the Find box. On 
Pressbox’s Yelp page I evaluated the information Pressbox provided, the photos posted, the 
number of reviews, the average rating, the monthly rating details ranging from March 2015-April 
2016 and the content of each review. 
 
Results of Findings 
 
Upon analysis of each data source, I discovered multiple key findings. Outlined below are the 
results of my secondary research, broken out by each resource used.  
 
Pressbox Backgrounder Deck 
As I stated in the previous section, this client-provided information deck served as a starting 
point for my research strategy. In addition to providing general information on the company, it 
clearly explained Pressbox’s customer retention challenge. In the deck, Pressbox states: “43% 
(3,960) of customers have not used us in the last 6 months.” Furthermore, it identifies their 
strategy for boosting retention rates by re-engaging those customers who have not used Pressbox 
in the past 6 months and acknowledges that they need to answer two major questions (“Why did 
the customer leave?” and “How do we get them back?”) in order to do so. 
 

 
It also laid out another key finding in terms of Pressbox’s reputation among customers on Yelp 
and stated Pressbox had a significantly higher Yelp rating than other Chicago-area dry cleaners.  

 

 
 



Google Search 
When I searched the term “Pressbox” via the general Google Search engine, Pressbox’s website 
was the first four results on the list. The second two results were two different Yelp pages for 
Pressbox (which I will discuss further in the Yelp section). The next result was a sports website 
and the one after that was Pressbox’s Facebook page. The rest of the results on the first page did 
not pertain to our client. Furthermore, none of our client’s media coverage was featured on the 
first page of search results. 
 
Media Coverage/Google News Search 
A Google News Search of “Pressbox” + “Dry cleaning” resulted in 14 news articles, however 
only 12 actually mention our client. The earliest mention of Pressbox in the media was from 
August 2013 and the majority of Pressbox’s media coverage was published in 2013. Earlier 
coverage of Pressbox focuses on what the company does, and often compares it to similar 
services. The more recent coverage does not have Pressbox at the focus, but often mentions 
Pressbox as an amenity in a building where the story’s focus is more about a luxury residential 
building. 
 
Website: 
When I was evaluating Pressbox’s website I really wanted to make sure it was easy to navigate 
and comprehensive in the content it provided to customers. Furthermore, I felt it was important 
that contact information including an email address and phone number was provided in an easy 
to find spot. Upon analysis, I found that all three of the previous stated criteria were met.  
 
Facebook: 
Pressbox’s Facebook Page is pretty inactive. It does not have a large following, posts new 
content infrequently and fosters very little engagement and interaction among Fans. The content 
Pressbox provides about itself in the About section is comprehensive and provides a good, clear 
description of what Pressbox is. The Page has a high average rating and a positive overall tone.  

Key Statistics Evaluated: 
• Likes: 597 

• Most Recent Post: 3/25/16 
• Total Reviews: 30 

• Average Rating: 4.8 out of 5 
Twitter: 
Pressbox’s Twitter handle is @UsePressbox. Similar to their Facebook Page, this social media 
page is not very active, has a small following, posts new content infrequently and fosters little 
engagement and interaction among followers. In comparison to their Facebook page, Pressbox’s 
Twitter account is slightly more active and interactive with followers and those who mention 
them in tweets. The #UsePressbox hashtag was only used once (by one of our classmates) and 
the #Pressbox hashtag results in numerous unrelated tweets. The overall tone of Pressbox’s 
tweets and mentions are positive and upbeat. 

Key Statistics Evaluated: 
• Followers: 308 
• Following: 128 

• Creation: August 2013 
• Likes: 54 



• Photos/Videos:52 
.  
 
Crimson Hexagon:  
Using the Twitter Account Monitor we set up for Pressbox I analyzed the account’s impressions, 
total engagement and followers over the past six months. Since November 2015, Pressbox’s 
Twitter posts’ potential impressions have decreased by 9% and have earned a total of 29,000 
potential impressions, garnering the most impressions during January 2016-February 2016. 
Mentions of @UsePressbox also spiked between January 2016-February 2016. Retweets and 
replies during this timeframe were minimal. Lastly, @UsePressbox’s number of followers 
increased by 11% over the last six months.  
 
Yelp: 
As I mentioned previously, Pressbox has two separate Yelp pages connected to them for each of 
their two main locations.  

1. The Lincoln Ave. page’s URL is: http://www.yelp.com/biz/pressbox-chicago 
 Yelp Page for Lincoln Ave.:  

• Has 49 total reviews 
• 4.5 Stars 
• 11 total pictures 
• Open 7 days a week 
• Hours: 6:00 am – 5:30 am 
• Two $$ price range 
• Those who gave the company a low rating and bad review often updated their reviews 

stating Pressbox had reached out and tried to remedy their problem 

 
 

2. The Armitage page’s URL is: http://www.yelp.com/biz/pressbox-chicago-2 
 Yelp Page for Armitage: 

• Has 43 total reviews 
• 4 Stars 
• 22 total pictures 
• Open 7 days a week 
• Hours: 24 hrs. a day 
• One $ price range 



• Those who gave the company a low rating and bad review often updated their reviews 
stating Pressbox had reached out and tried to remedy their problem 

• Ability to request a quote 
• Has a $10 for $20 Deal vouchers available 

 
 
Conclusion 
 
In analyzing the data from multiple secondary sources, it is apparent that while customers have a 
generally positive perspective of Pressbox, their brand loyalty and Pressbox’s online following is 
low. As stated in Pressbox’s informational deck, 43% of customers have not used Pressbox in the 
last 6 months and in order to re-engage those customers we will need to try and answer two 
questions with our primary research. The first being, “Why did those customers stop using 
Pressbox?” and the second being, “What can Pressbox do to regain those customers?”.  
 
One of the major things that stuck out to me while analyzing all the data from online, is how 
small Pressbox’s social media presence was. For a company who’s target consumers are 
constantly tapped in to sites like Facebook, Twitter and Yelp they have a relatively small 
following and very low engagement. The key to getting past consumers excited again about 
Pressbox may be to reach out to them where they already are, Facebook, Twitter & Yelp, and 
engage with them on a more regular basis. This could help keep Pressbox at top-of-mind for 
consumers next time they need to get an item dry cleaned or laundered. Furthermore, if we are 
able to engage more customers via social media platforms, these pages may be able to serve as 
useful platforms for collecting information about consumers in regards to why they continue to 
use Pressbox. Their answers would in return help us better develop relevant questions for our 
customer questionnaire.  
 
Engaging customers face to face has also proven positive results in the past and Pressbox may be 
able to re-engage customers again through hosting events at the buildings where Pressbox 
lockers are located more frequently. This could also be another way to gather more information 
for developing our customer questionnaire.  
 
Press coverage of Pressbox has also dropped off significantly since Pressbox’s launch. 
Dedicating more resources to earned media stories may also help keep Pressbox at customers’ 
top-of-mind in the future.  
 



Finally, when it comes to developing our customer questionnaire and trying to figure out how to 
best re-engage old customers, I think it will be important to take a look at people’s feelings 
towards the dry cleaning business as a whole, in addition to how they feel about Pressbox 
specifically. This approach will hopefully highlight areas that are important to customers and 
where Pressbox may be falling short.  
 


