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Session Objectives:

« Assist in confidently conveying your store’s overall
message to your customer to sell more product

« Breakdown in-store marketing to 6 different levels so

you can more easily determine what areas might need
attention

« Reach your audience through new channels

e Target your audience online and in eNewletters

Build beneficial relationships
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Inventory

» Your inventory tells customers exactly
who you are

* Niche marketing - by focusing on
regional or other specialties, you
increase your value to your community

» Faculty books — a must have for college
stores
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Layout

Depends on store size and layout

What do you want to emphasize? Every
dept has an entry way.

Make sense — all fiction together, study aids
together, etc.

Change when needed

Clearance and bargain areas clearly
divided — these customers like to know
exactly where to go for value-priced items

Fixtures

Work with what you have

Move things around — unless it’s
bolted down, don’t be scared to move
things around to keep things fresh

Easiest for customer — adequately
wide isles, top shelves for displays
only




Sighage

» Be clear & customer friendly! Use
overhead signage whenever possible

 Emphasize larger categories — use
shelf talkers or tags for specific

categories

» Clearance and Bargain areas clearly

marked




Displays

Once fundamentals are in place — you can
play around!

Depends on display space

Staples: Holidays, Graduation, Back-to-
School

Other ideas: Seasonal, Community related
themes, Campus themes

Cross merchandising










Advertising

Front doors/windows
Student newspapers
Local papers — free listings in calendars sections

Sandwich boards — work with other depts in your
store for resources

Free publisher materials
Face outs — books can literally sell themselves







Does Traditional Media Still Work?

* Yes.... Butit's almost never enough

* It's becoming an almost impossible to reach one
target through one channel

* An add-on approach, rather then the starting
point

+ It can work great in synergy with a social media
approach to build communities & relationships

Reaching Out
Through Different Channels

» eNewsletters
Targeting your audience

» Going Viral
Drum up some excitement

o Community & Relationships
Sponsorship & Creating Partnerships




eNewsletters:
Reaching Our Targets

* Know your * Reward loyalty
audience
_ » Give incentives
 Tailor your
messaging

* Fulfill expectations

 Build dedicated
landing pages » Create interest

eNewsletter Examples

Know Your Audience & Build Dedicated
Tailor Your Messaging Landing Pages




eNewsletter Examples

Reward Loyalty &
Give Incentives Create Interest

RSS:
The Future of eNewsletters

Building up to date
content for your site

Good SEO (Search
Engine Optimization)

User chooses the
delivery method

Creates a more
sustained dialogue




Community & Relationships

Community is where it's at

* “People don't shop because they need things, they shop because
it's an act of belonging to a community and provides them with a
sense of connectedness”

— Mitch Joel, Twist Image

Building relationships is the end goal

e ltis not about talking at people it is about talking and listening to
people

« Engage your customers and let the inform your marketing decisions

* Increased interaction creates a natural re-contact strategy

Sponsorship: Raising Funds for
Breast Cancer Research

» The Shirt, the Cause, the Day was a CCRA
(Canadian Campus Retailers Associates)
Canada-wide initiative raising funds for
Breast Cancer Research

» 22 schools participated each pledging to sell
a minimum of 1,000 T-shirts each

« Creating a sense of goodwill & community by
creating an emotional commitment




Breast Cancer Fundraiser:
How to Reach Staff

Start at the top to get

emotional commitment

to trickle down through

ranks

— Presentation to top
administrators/ VP’s &
Directors to get
emotional buy-in

— Reached Administrative
Assistants through
email lists

Breast Cancer Fundraiser:
How to Reach Students

eNewsletters & targeted
landing page
Banner ads on website

Walking coupon —
partnering with on
campus business

In store displays
Campus wide shirt days
Facebook

Plasmas screens in store
& on campus




Breast Cancer Fundraiser:
Reaching the Greater Community

. PR

— Local news,
national press
release, University
Newspaper

* Getoutin the

community
— football games
— local groups

Breast Cancer Fundraiser:
Key Learning

Working together we were
able to generate more PR
and interest then we could
working alone. Sharing
resources is key

Technology is great, but we
also need to touch people
on an emotional level

Reach students where they
are...online

* Re-enforce message
through various levels of
media

* Best to use images of
actual people/students
when promoting
products/services

« View each marketing
initiative as an entire
campaign rather than a
one-off occurrence




Viral Marketing Example:
Secret Sale

« Email announcing
sale went out a few
days before

* 650 hoods & 500 T-
shirts at low prices

* Sold out in 2 hours

Secret Sale:
WOM Promotion

* YouTube video of sale is
our only advertisement
encouraging customers to
sign up for our email list

* Video re-used on website,
plasmas & Facebook

e Our largest email list

e Success is largely due to
WOM (Word of Mouth
Marketing)




Pulling It All Together:
Haunted Walk

Partner with Haunted
Hamilton to run a
Campus Ghost Walk

Opened the store from
7pm to 10pm running
guided tours on campus
every 30 minutes

10 Horror Authors came
to do readings

Haunted Walk:
Promotion

YouTube videos

Plasma screens in store & on
campus

Reciprocal advertising on our /
partner website, eNewsletters &
Facebook groups

Facebook advertising

Our partner did a fabulous window
display we went all with store display

Local radio

University news




Haunted Walk:

Results
150 people attended

High volume of trade
book sales

Haunted Hamilton sold
their own paraphernalia
and tickets to a
Halloween Ball

Profitable for both
partners

Haunted Walk:
Key Learning

View each marketing initiative as an entire
campaign rather than a one-off occurrence

Working together we were able to generate
more PR and interest then we could working
alone. Sharing resources is key

Re-enforce message through various levels
of media




Creating New Strategies:
A Practical Approach

Coordinated messaging. Your Facebook, MySpace,
YouTube Channel, Twitter Page or Second Life
presence should be an extension of your brand.

Quality vs quantity. To maximize results begin by doing
one thing well.

Developing an online community takes a commitment of
time and resources. You can only do so much so
choose your battles wisely.

Content Made Easy

Don'’t recreate the wheel — it's OK to borrow
content

Leverage partnerships in your community & with
other schools

Video does not have to a Spielberg film

Use one source to feed another - Blogging is a
good starting point




Blogging as a Starting Point

Easy to implement « Allows for people to subscribe
to your RSS for immediate
* Provides good quality content updates

for your website
e Can build multiple “areas” in

« May have good SEO (Search the blog that target different
Engine Optimization) value user groups
Provides a feedback * Provide “snippets” in other
mechanism (comments) for areas of your website ensuring
your consumers fresh content

Provide content for:

Rich media can be easily — Social media pages
embedded — Mobile

Working Smart

» We are still hand selling but using
different techniques and many more
channels

* We need to actively reach out and
engage the customer

* You have many options so work smart




Working Smart

* Keep your eyes open .

— sign up for other
eNewletters

— check out your competition.
— The ideas are out there

« Beg steal and borrow.
Much of the materials you
need are already out there .

e Partner up

— Share the workload for o
mutual benefit

Utilizing abilities that
already exist in store — get
your staff on Facebook,
blogging etc.

Pick one thing and do it
well

Look for opportunities to
reuse media where you can

The students are your
greatest resource
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