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after you read
this guide...
You’ll be able to proactively market your community
enterprise in order to attract and retain more customers.
Without fully understanding what marketing is and how to use it
effectively you risk losing customers to your competition. This e-book
has been created to help you understand the essential elements of
marketing and how to put them into action in your community
enterprise. It gives you the tools you need to effectively communicate
your brand - what's unique about you, your ethos and your expertise to help you attract more of your target customers and encourage
them to shop with you time and time again.

the objective
To help you understand the fundamental aspects of retail marketing
and how they can be applied to your community enterprise. This will
enable you to put a marketing strategy in place that will communicate
your brand effectively, attracting new customers and retaining
existing ones.

retail marketing
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after you read
this guide...

Perfecting your understanding of retail marketing will enable you to:
Gain insight into and develop a true understanding of what
marketing means;
Learn what you need to do to market effectively;
Ensure that you are fully understanding your customers, and
anticipating their needs;
Identify what elements of marketing are right for your community
enterprise and your customer;
Gain inspiration and some marketing ideas that will ensure you
stand out from the crowds, without spending lotsof money;
Understand what you need to do to implement your marketing
ideas yourself or hand them over to someone else;
Develop an understanding of what measures can be put in place to
ensure all your efforts are being rewarded with success.

by reading this guide you will:
Gain insight into today’s ‘customer’
Learn what marketing is really all about
Discover 5 powerful retail truths
Develop an understanding of the fundamental knowledge you need
in order to market successfully
Understand how and what to innovate in order to maximise your
commercial opportunities
Gain ideas and insight as to how and when to market to your
customers
Understand what measures can be put in place to monitor the
success of your marketing
Discover top tips and specialist secrets to assist you in making retail
marketing really work for you

retail marketing
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advertising is dead
A huge shift has taken place over the past couple of
years that has seen the pace of life pick up to an
unprecedented rate. As customers, we have too little
time and limited patience; our shopping behaviour has
evolved and these changes are having a big impact on
the way we shop.
Not only have customers begun to lose trust in retailers, they have far
less loyalty to brands and yet far higher expectations of them.
Equally, thanks to new media and new technology, there are now far
more ways in which we both shop and communicate our shopping
experiences to the wider world.
And with all these changes, companies have - in desperation for
business - bombarded customers with information about their products
without thinking about who their target customer is or what they might
actually want.
Customers no longer respond to just:
Sticking an advert in the local paper;
Uninspiring websites that are hard to navigate;
Irrelevant information and offers.
Marketing has changed: It is out with the old and in with the new!
The old way of marketing is no longer appropriate. In order to speak to
today's customer, a new way of doing things is needed in order to help
you survive and thrive. This e-book will show you how.

retail marketing
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knowledge is power
Marketing is all about knowledge
So what do you need to know?
Your customers i.e. your target market
Your brand i.e. what you are bringing to market
Your competitors i.e. the market place in which you sit
...all of which will help you to understand what methods of marketing
are right for you: your possible routes to market.

retail truth
Remember: When it comes to marketing, knowledge
is power.
We often think of marketing as being simply marketing activities.
i.e. producing a leaflet or building a website. These activities are just
one element; the gathering of knowledge is the most critical part of
marketing, yet it’s the bit that most often gets overlooked.
If you don't get the knowledge right you will render any marketing
activity unsuccessful.

retail marketing
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your customers

your imaginary
friends
what is your target audience?
to whom does your enterprise appeal?
To be successful in retail you really must KNOW YOUR CUSTOMER.
And to be successful at marketing you have got to be 100% focused
on them.
You can get a good idea from clothes, possessions and cars as to
what sort of income level your customers may be on and by engaging
in conversation you may also know why they are in town, their
interests and motivations and you can hazard a guess as to how old
they are.
The first basic rule is that you need to build a clear picture of who
your customer is and who could become one; and in doing so you
can get to understand what they need and why they need it in
order to spot marketing opportunities.

retail marketing
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your customers

when and why
do they buy?
Once you have built a picture of your customers, you
can start to study their purchasing patterns i.e.
when, why and how they like to buy from you.
You may be able to do this by talking to your team, watching the shop
floor and reviewing your sales reports. Knowledge of when and why
purchases take place will help you to communicate to your customers,
the right way at the right time.
Many buying decisions are seasonal or are a consequence of other
events. For example:
Certain things sell at certain times of year, depending upon your
customer’s seasonal or social activities, i.e. Christmas, Valentine's
Day or going back to school.
Clever retailers put themselves in the shoes of their customers and
use retail marketing along with visual merchandising to capitalise on
needs, wants and desires.

for example:
By putting together a summer picnic promotion for a local fete or
outdoor event you can encourage customers to buy whole picnic
hampers instead of just their sandwich fillings, providing them with
an easy solution and increasing your average spend.

retail marketing
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your brand

who are you?
A strong brand is invaluable as the battle for
customers intensifies day by day. Consumers decide
if they will buy a product or use a service based on
how they view the brand.
The brand itself tells us, or lets us imagine, how good or bad the
product is even if we have never used it before. Once a customer
likes your brand they will definitely return.

retail truth
Your brand is a powerful tool
Large corporations spend hundreds of millions of pounds building
their brands, and there’s a reason:
Brands enable customers to remember your products.
Brands build customer loyalty and lead to repeat purchases.
Brands make it easier for current clients or customers to refer
you to others.
Brands send a message as to what your customers can expect.
Brands convey an emotion.
Brands add value.
A brand is much more than a logo. It’s what you say, how you say it,
how you act and what you believe in.

retail marketing
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your brand

the essential elements
There are 3 key elements that help to form your
identity as a brand. These are:

your expertise
What you excel at, where you can lead the market... your specialism.
In this ever changing retail landscape it has become all the more
important to be a specialist. You can’t compete with the big boys on
price, but you can compete when it comes to expertise.

your ethos
The ethos of your enterprise is governed by the beliefs and values
under which the enterprise operates. These beliefs and values are
specific to it and are the foundations upon which your culture, ideas
and behaviours are built. It is crucial that your ethos is clearly defined
so that it can be used to govern how you treat your customers.
As a community enterprise an important part of your ethos will be
focused upon those values that are important to your community. For
example: if you have local producers within your community,
supporting them may be part of your ethos.

your style
How your enterprise looks, sounds and feels.
The way in which you express the personality of your enterprise
through: the design of your store environment, the kind of products
you sell, the style of language you use, the kind of imagery you
choose and the way in which you communicate to your customers
through your marketing materials.

retail marketing
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your competitors

knowing your enemy
Who are your competitors?
Element three is to know your competition. Do your homework;
be aware BUT not preoccupied. You need to have a firm and clear idea
as to what your competition are up to and then make sure you keep
this knowledge up to date.
Who are they?
How are they performing?
How do your services and products compare?
How are competitors perceived by your customers?
How do they perceive you?
As a marketeer, you need to know what other enterprises in your area
are doing, what they're offering and at what price. You need to know:
How successful they are;
What routes to market they have;
How they do business;
Do they discount?
Do they know their stuff; do they have good product knowledge?
What’s their customer experience like?
How are they merchandising their products?

Remember:
If there is something that they are doing really well, customers
will demand the same of you...
If you succeed in doing it better than your competitors customers
will choose you above and beyond them.

retail marketing
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meeting the need
So you've taken time to understand:
Your customers i.e. Your target market
Your brand i.e. What you are bringing to market
Your competitors i.e. Part of the market place in which you sit
Now you need to ensure you are understanding and meeting the needs
of your customer; and be aware that this is an on-going journey.
Customer’s needs are constantly changing and successful retailers
respond and react to changes in our culture, our society and our lives.

In meeting the needs of customers you need to
consider six key elements:

products and services
accessibility
routes to market
future-scoping
innovation

retail marketing
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products and services
You need to understand customers’ needs and look at
the products or services that you can offer that will
fulfil that demand.
Consider which products and services are right for your customers.
Are there any additional opportunities that you should be
considering i.e. you sell cards, but no stamps?
Do you have dead stock that is irrelevant? If so you’ll be showing
your customer you don’t understand them and their likes/dislikes.
Are you considering and showing your products and services in the
correct light? It may be that you choose to promote them differently.
Position them in a certain area so that they make more sense.
Add a photo, point of sale or merchandise them in order to show
their function.
Are you presenting your products at the right price? Customers are
often willing to pay a premium for more specialist products.
Are you presenting your products at the right time? Customer’s
needs will change throughout the year and as a retailer you need to
be able to react accordingly.
How are your products packaged? Packaging is sometimes as
important as the product itself, especially with luxury items where
the packaging needs to reflect the premium product.
Do you and your team know enough about your products and
services to confidently promote them to your customers? It is
important that you and your team know the benefits of each and
every product in order to be able to market and sell them effectively.
Regular product training sessions with the team can be a great way
of increasing your sales.

retail marketing
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accessibility
In order to sell to your customers you also need to
make sure that your products and services are
accessible. Make it easy for them to buy from you.

top tips
Keep your opening times simple and communicate them clearly.
Have an answering machine for customers to leave messages out
of hours.
Ensure that you tell potential customers how to find you on your
marketing materials.
Use clear signage and pathways (if applicable) to clearly denote
your entrance.
Keep your entrance clear to welcome customers in.
Ensure all products are correctly priced.
Enable customers to pay by card, as having to carry cash can be a
big barrier to shopping.

retail marketing
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future scoping –
knowing your market
You need to keep an eye out as things change, as certain
things will influence your customers’ needs and demands.
You need to be aware of these influences so that you can start to spot
future opportunities and predict the future needs of your customer.
Influences can be driven by social trends, by new technologies and by
political change (i.e. changes in legislation).
How can you identify new opportunities for your enterprise?
Opportunities for innovation usually come from identifying a niche
market that has not yet been tapped into or a gap in the market.

for example:

As allergy testing is becoming more effective, more and more food
allergy sufferers need products to suit their diets. Clever food retailers
have embraced this and have been getting better and better at choosing
products which meet the needs of those customers with food allergies.
More and more post offices are closing down resulting in the provision
of postal services in rural communities coming under threat. Innovative
community shopshave recognised this and are fulfilling their
customers‘ postal needs by offering a service where by they act as a
collection hub and send packages and post on their customers’ behalf.

top tips
To respond to changing market conditions, you can keep an eye on
your market by:
speaking to suppliers;
using social media to research what customers are thinking;
reading current books and articles on customer behaviour;
reading industry magazines;
keeping an eye on the news.

retail marketing
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future scoping –
knowing your market

retail truth
Market leaders innovate to meet their customers’
need
Once you have spotted an emerging customer need, you need to think
how to innovate in order to meet that need.
Innovating means looking at the whole of your retail offer:

products and services
experience
communications
people
By looking at each of these areas, you will be able to assess which
aspects you can improve on, what you could add, and importantly,
what you could do to set yourself apart from the competition.
Top performing retailers do not sit still, they work hard to keep things
exciting for their shoppers using creativity and innovation to think up
new ways to surprise and delight.
Examples of this include own brand products, bespoke “create your
own” products, in-store theatre and events and creating new ways of
bringing the products to the shopper, like mobile shops.
Listen to your customers and your own intuition to identify new
ways in which you can innovate.

retail marketing
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marketing ideas that
don’t cost the earth
Here are some innovative ideas that are great for
independent retailers as they don’t cost the earth
and if done well can reap great rewards.

‘retail-tainment’
promotions
create a club
keep in touch
get people talking about you
the power of giving
win an award
embrace social media

retail marketing
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marketing ideas that
don’t cost the earth

‘retail-tainment’
Events are a great way to entice new and existing
customers through the door.
Product launches work because customers are curious about something
new. They encourage customers to spend longer in your shop and
therefore, spend more money.
Demonstrations are also great for creating retail-tainment. Customers
really are drawn to products when they see life and action around them.
‘How to’ demonstrations and events bring theatre and drama into your
store. That excites customers and helps to make their experience of
your store a much more enjoyable and interesting one.
Construct a series of in-store events and then give every customer a
calendar with these marked on. For example:
Get local producers in to talk about their products, how they are
produced and how to use them.
Give customers an opportunity for hands on learning of a particular
skill associated with your products e.g. cooking demonstrations by a
local chef.
Put on seasonal events with games and activities for children to enjoy.
Provide educational activities or growing competitions.

retail truth
SHARE your expertise with your customers
When it comes to retail SHARING is a powerful tool…
Sharing your knowledge with your customers will help establish you as
a true expert and win the trust of your customers. You can achieve this
by the way you present your products, the 'point of sale' you use and
the way you community verbally to customers.

retail marketing
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marketing ideas that
don’t cost the earth

Stories
We love a good story. If you have a good story about your products, team
or enterprise... then think how you can share it with your customers.

for example:
Use point of sale materials, such as photos and posters to ‘tell the story’
of your products and demonstrate their provenance (where they
come from and how they are produced).
Other things you can share:
Cooking tips and seasonal recipes
Recommendations from members of your community or members of
your team
Celebrity endorsements
Information on healthy eating
Product reviews
Price matches with your local supermarkets, which can help combat
the perception that because you are a community shop you will be
expensive

In turn you also need to allow your customers to share
their thoughts with you
They’ll do it anyway, but if you make it a part of your culture to get their
feedback and input – they’ll be less likely to do it behind your back!
Customer request boards, suggestions boxes or customer forums can
be great for feedback and ideas.

retail marketing
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marketing ideas that
don’t cost the earth

promotions
Promotion is a really powerful tool you can use to sell a
particular product or products at a particular time:
Create product displays in your windows or in-store design to engage
and inspire your customer;
Add theatre by using a display theme or promotional posters and
ticketing to tell a story or promote an offer;
Think about how you can communicate your promotion externally
i.e. flags, banners, blackboards, social media or texting.
Promotions are the best way to get your customers and potential
customers talking about your store. The more interesting the
promotion, the more they’re going to talk.

create a club
Customers love to feel part of something exclusive,
something especially designed with them in mind.
If you have a niche product or area of specialism then you have a great
opportunity to create a club for those customers who are passionate
about it.
A club can provide customers with:
An exclusive first look at new products
An opportunity to sample products and give feedback e.g. a wine club
An opportunity to socialise with like minded people
Social media is a great way to create clubs of people that are like
minded. Anything that encourages collaborative thinking and talking
is a good way to increase your reputation among your customers.

retail marketing
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marketing ideas that
don’t cost the earth

keep in touch – your database
A customer database is a must!
Keeping an up to date customer database allows you to keep in touch
with your customers which is especially important if you are running a
club or putting on an in-store event.
Retain existing customers and build loyalty by providing personalised
service and communication;
Expand sales with existing customers through looking at ways to
increase the value of each sale by recommending products that
naturally link with the products they are already interested in;
Generate referrals from satisfied customers;
Follow and track potential customers easily.
It also allows you to analyse sales data and individuals’ personal
information. You’ll be able to identify similar groups of customers
and tailor your marketing to them.

for example
You might want to reward regular, profitable customers with targeted
special offers i.e. a complimentary wine tasting evening in the shop for
those customers who are passionate about locally produced wine with
10% discount on any local wines purchased.
You might also want to target customers who haven't used your
enterprise recently i.e. if your enterprise includes a cafe you could
choose to run a coffee morning for Mums whose children are just
starting school and advertise it in your local schools newsletter.
A customer database can also help you measure the effectiveness of
your marketing activities, so that you avoid wasting time and money on
customers who aren’t responding to your promotional campaigns.

retail marketing
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marketing ideas that
don’t cost the earth

get people talking about you
Go where no man has gone before; be bold and generate
some PR.
PR is a great way to get free and wide ranging publicity.
Journalists are always looking for colourful local stories and photos,
so let them know of any promotional events you may be holding.
However, you must think cleverly, the key rules to success when
approaching the media (be it local papers, local radio or national
media) are:
Give them ‘a story’ not an ad;
Make the focus of your story clear;
If you look after them, they’ll look after you.

Remember:
Social media can be a great way of getting people talking about
you. You could create a do-it-yourself YouTube video which could
generate a lot of attention; even more if you link it to a Twitter
account!
Just make sure you are putting the right message across.

retail marketing
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marketing ideas that
don’t cost the earth

the power of giving
In a world where things are getting tougher...
generosity cannot be overlooked! Giving can be
powerful.

retail truth
Giving not greed!
The new retail landscape has seen an increase in enviromental and
ethical awareness.
Consumers today are looking for ways to give back to society and will
actively choose to shop in places where they know their money will be
put to good use.

For you as a retailer, giving means two things:
Giving directly to your shoppers means:
Going above and beyond to add value
Giving them something that makes their life easier or makes them
feel happy without costing them any more
Giving them an avenue to give to the community means:
Customers feel they are being generous, just through choosing to
shop with you
Both of these, if done well, will help you to build loyalty with your
existing shoppers.

retail marketing
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marketing ideas that
don’t cost the earth

As a community enterprise, you are already enabling your customers to
contribute to their local economy and support local producers through
simply choosing to shop with you. Don’t be afraid to build awareness
and shout about the benefits that the community will gain by customers
choosing to shop with you over and above the supermarkets and high
street retailers.

for example
If your shop's profits have helped to create a new playground for the
community you could display posters and information about it to show
your customers and help them understand the difference their
contribution is making.
What else can you do to give?
Many community shops act as a hub for fundraising activities and
events designed to raise money for local community projects such as
improving local youth facilities or providing support services for elderly
people living in their community.
This makes people feel involved, gets them talking to one another and
working together, building a sense of community and trust. It also
galvanises action by focusing on an end target or goal and creates a
communal sense of achievement when the goal is achieved.
Think about what else you want to do within your enterprise to add
value to your community.

retail marketing
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marketing ideas that
don’t cost the earth

win an award
The most successful enterprises are those who have a
strong distinction and ‘Unique Selling Point’ (USP), who
position themselves as leaders in their field.
To do this you have to build a reputation as a specialist and expert;
someone who doesn't just participate in the conversation, but
drives it.
One way to do this and get people talking about you is to win
an award.
Winning an award can be a fantastic not only in terms of building your
reputation and attracting footfall from further afield, but also in
creating a sense of pride and achievement that the whole community
can share in.
Look at which awards you could apply for or get your customers to
nominate you.

for example:
Countryside Alliance Awards; Observer Food Monthly; Telegraph's
Best Rural Retailer / Post Office....etc.
N.B. Awards don’t simply just come to you... You have to go for it
and enter!

retail marketing
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marketing ideas that
don’t cost the earth

embrace social media
Different marketing avenues through social media are
emerging at lightning speed.
Social media doesn’t have to cost anything and it provides a platform
for you to have a voice.
When using any form of social media (i.e. Facebook, Twitter) make
sure you follow the golden rule of marketing: people buy things from
people they like, trust, remember or that provide them with value.
The great thing about social media is:
It’s intimate; it enables you to invite your customers to share
in your world
It shows that you’re listening
It allows you to respond much more quickly than more traditional
forms of media
Social media has transformed how people make connections and
become part of a community. It works brilliantly for specialist
products.
It is essential that you pick social media platforms that are right
for you.

retail marketing
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marketing ideas that
don’t cost the earth

specialist secrets
To use social media effectively it must be used well:
Get educated...
You can learn a lot online and failing that there are many social media
courses to choose from.
Understand the mediums...
You need to understand what each of the mediums can do; some are
great for keeping your eye on the market; others for connecting with
potential customers and keeping in touch with the customers you have.
Learn from the best...
Look at like minded enterprises who are doing it well.
Which are the most popular social media sites; which community
shops are using social media to their advantage?
Make a commitment...
You must be committed; it can take over 6 months before you really
start seeing the benefit.
Be passionate...
People are inspired by passionate people.
Be real, genuine and honest...
If you’re not your customers will know.
Don’t sell...
People want conversation and interaction, not a sales pitch.

retail marketing
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planning for
success
In the words of America’s most famous inventor:

“

Good fortune is what happens when
opportunity meets with planning

Thomas Edison

”

Without planning you risk wasting both valuable time and money.
So what do you need to think about?

how you communicate
your ability and resources
your priorities
your budget

how you communicate
Anything you do in your enterprise must reflect well upon your brand.
If you say that your enterprise is passionate about serving the needs of
the community then your volunteers need to have strong customer
service skills; if they don’t and are unhelpful to customers they could
hurt your brand. If you are wanting to create an environment that your
customers feel at home in then it can’t look messy or uncared for
otherwise you will hurt your brand.

retail marketing
TM

29

© MMGR Ltd, 2012

planning for
success

If you say that you care about giving back to the community yet you’re
caught littering, it will hurt your brand. Everything you do (or a
member of your team does) can affect how customers perceive your
enterprise. Even posting a simple hand written paper sign in your store
affects your brand.

Keeping it consistent
Your brand needs to be clearly defined, consistently implemented so it
is instantly visible to your customers. This will enable them to easily
recognise who you are, how you are supporting your community and
allows them to create an emotional connection to you.
Consistency = Trust, Trust = Loyalty, Loyalty = Repeat Custom!
Retail is detail and in order to protect your brand, you need to ensure
that your marketing is kept in line with your expertise, ethos and style.
This means that you must constantly manage your brand, creating
guidelines for your point of sale, graphic communication, and
marketing messages to ensure they are showing what you believe in.
For example, if you offer quality goods, the way in which you present
your communication should be quality.

top tip
Put together a brand bible to provide a clear set of guidelines as to
how you want to communicate your brand throughout all your routes
to market.
Make sure that all of your team are fully absorbed in and understand
your brand bible, so that they are able to help you build the brand and
not hurt it.

retail marketing
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planning for
success

your ability and resources
The next step is to really look at your ability i.e. your resources, skill,
knowledge and experience.

Can you do what you need to do and can you do it well?
Take a look at your chosen marketing mediums. Are there any you feel
you’d need help with? Is there someone in the community that can
help? A friend? Will you need to find some training? Or do you need to
bring in external help?
N.B. If you choose to get external help and support, you still need
to have a strong picture of what you want in mind and have clear
objectives.
If you don’t you will not be able to give a clear brief and this can lead
to a lot of wasted time and escalating costs.

your priorities
Time and money are valuable commodities.
To ensure that you are working smartly, it is important to be selective
and prioritise your ideas.
Every action you take needs to add value to your enterprise; either
in terms of the money it will make you and/or the shopper loyalty
it will bring.
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planning for
success

Key points to consider:
Will it increase sales?
Will it increase awareness of the enterprise? If you are newly starting
up this is just as important as increasing sales!
Will you add new customers, the type that are good for the store?
What kind of free publicity will it generate?
How much will it cost? Your goal is to spend nothing, although you may
decide that a small expense is worth it
Will it be fun both for the customers and employees?
Is it easy to understand?
Will it create curiosity?
What is the news angle? Would a reporter write a story about it?

Remember: things change so be flexible

“

”

In the middle of difficulty lies opportunity

Albert Einstein

You need to be flexible because things will not always go according to plan.
In which case you need to review your activity to see what worked, what
didn’t and why. Then you can decide what you need to do differently and
where the opportunity lies.

retail marketing
TM

32

© MMGR Ltd, 2012

planning for
success

your budget
How much should you spend on marketing?
Some independent retailers allocate as much as 10% of their forecasted
sales for their marketing budget. Whilst this may seem a lot if it is working
and enabling them to increase their forecasted sales and hit
their targets then it is worth it.
As a community shop you must set the right budget for your enterprise;
whilst you may not be able to afford as much as 10%, what is important is
that you do set yourself an allocated amount. You may want to set a
marketing budget against your sales forecast, and keep an eye on it,
because if you don’t hit your targets the amount you wished to spend
may have to be adjusted. Also you need to think smart and consider your
objectives, as this will determine the return.

example
Building brand awareness adds value over time, not overnight. Whereas an
event done well can attract footfall and encourage customers to spend.
Reflect upon your objectives and consider what you would like to see as a
return on your investment and then proportion your budget to the type of
marketing and measure the return on investment in terms of sales generated.

retail truth
Collaboration is the future
One way to keep costs to a minimum is to collaborate with like minded
enterprises. Collaborating enables the cross pollination of ideas and
swapping of skills and talents. Think who you can join forces with to raise
your game and tackle the challenges of marketing with.
BUT remember. Choose your friends wisely.
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final thoughts
In order to ensure that you are making the right decisions you need to
measure the success of each and every marketing action you take. Some
things are harder to measure and less tangible than others, so you need to
think carefully about the outcome you are looking for.

Customer Surveys
If you are creating a marketing campaign to raise the profile of your
store and get more people talking about it, you may choose to conduct a
local survey before and after the campaign to see if more people are
aware of your offer.

Other useful measures include:
Footfall: Counting the number of people coming through the door. This
can be done using an electronic footfall counter or getting the team to
tally the number of visitors coming in).
Conversion Rate: Your conversion rate is the number of visitors who
you convert to being customers (usually measured as a percentage). If
you have a team it can also be a good idea to measure your conversion
rate, so that you can be sure your team are performing well even on the
days you are out of the store. Formula: Total number of transactions
divided by footfall multiplied by 100.
Average Transaction Value (ATV): Represents the pound amount
of an average transaction. Even a slight increase in your ATV can be
significant. Formula: Total of sales divided by number of transactions.

Remember: any direct activity needs to be measurable
and it’s important to allocate time to review the activities
to ensure that all your energy and passion is being put
into the right things.
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our top do’s
and don’t’s...
do
Take risks, be bold and raise your
head above your competition.
Check your spelling, contact
information and offers on any
marketing information before
going to print.
Think of your target customer
when planning a marketing
activity or campaign.
Plan activities well in advance
and consider all of the points
discussed:
Will this reach my target
customer?

Be creative with campaigns and
give great offers that your target
customers cannot refuse.
When creating a campaign or
activity remember your target
customers are human beings, so
speak to them in a friendly tone.
Use professionals and invest in
your own enterprise, if you think
small you will stay small and if you
act cheap, you will look cheap.
Delegate to and engage your
volunteers in the marketing,
make them feel a part of it.

Is it right for my enterprise?
Can I afford it? Do I have the
time to do it properly?
Will it yield a good return on
investment?
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our top do’s
and don’ts...

don’t
Don’t compromise your brand,
image or reputation.

Don’t fib or offer something you
cannot deliver.

Don’t rush copy, get it right and
consider your tone and the
content. Always think of the “so
what” factor and keep it relevant
to the reader. Always have other
people proof read it too.

Don’t try to talk over someone’s
head or bamboozle them with
technical information; be direct
and speak to them clearly.

Don’t try and offer the customer
what you want them to have,
even if you think it’s the best thing
since sliced bread. You need to
think about their needs, wants and
desires.
As a rule of thumb do not
respond to last minute offers
from advertisers or other parties.
If they are offering it late, it is
probably not worth the money and
may not get you the response you
want/need.

Even if you think you are a
design guru in Microsoft
Publisher, do not be tempted to
cobble your own materials
together. Experts may cost more,
but they will create something
with much more impact. Also, if
they’re worth their salt, they will
future proof it too so it doesn’t
look instantly dated... design is
constantly evolving.

Or if you have a great idea for a
promotion but it is time
sensitive (i.e. seasonal) and you
can only do a half-hearted job,
save it for another time and do it
properly.
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about
metamorphosis
Metamorphosis are retail specialists that work with independent
retailers to maximise their retail sales potential; delivering creative,
yet practical high quality retail consultancy; training and development
solutions, ideas and retail concepts.
At the forefront of our solutions lies the most important retail factor
of all – a positive customer experience!
Our vision is to provide independent retailers with sustainable skills
that underpin successful retailing; giving them the confidence and
motivation to continue the positive momentum long after we have
walked away.

for more information
Take a look at our website
metamorphosisgroup.co.uk
Follow us on twitter
@metamorphosisgr
Join us on facebook
www.facebook.com/metamorphosisgr
Or give us a call
0845 437 9648
Metamorphosis is a registered trade mark of MMGR Ltd: all copyright, vesting in any
and all of the material provided is owned exclusively by MMGR Ltd and should not
be replicated for any purposes without permission.
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about the
plunkett foundation
Founded in 1919, the Plunkett Foundation helps rural communities
through community-ownership to take control of the issues
affecting them.
Today, Plunkett is the only national organisation supporting the
development of community-owned shops in the UK and has been
instrumental in the establishment of, and ongoing support to over
270 community shops. Plunkett provide a range of business and retail
support via a network of community advisers, mentors and specialist
consultants, together with a telephone, email and online helpline
co-ordinated by a team of staff at the Plunkett Foundation.
This guide was produced as part of Making Local Food Work, a five
year, £10 million project funded by the Big Lottery Fund’s Changing
Spaces programme. It works to reconnect people with where their food
comes from by supporting community food enterprises across England.

for more information
Take a look at our websites
www.makinglocalfoodwork.co.uk
www.plunkett.co.uk and www.communityshops.coop
Follow us on twitter
@PlunkettFoundat
Or give us a call
01993 810 730
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glossary of terms
ATV

Conversion Rate

ATV stands for Average Transaction
Value and is the amount per individual
sale taken as an average.
Formula: Total of sales divided by
number of transactions

The number of visitors who you convert
to being customers i.e. the number of
visitors who buy.
Formula: Total number of transactions
divided by Footfall multiplied by 100

Brand

Footfall

Your business personality; how you act,
look & feel.

The number of people who come into
the store i.e. the number of visitors.

Ethos

Promotions

A set of principles that govern how
your deliver your product or service to
your customers.

Marketing campaigns designed to draw
customer’s attention to a particular
product or products at a particular
time. e.g. window displays, social media
campaigns, competitions etc.

Expertise
An ‘American’ term for the experience
of brushing past another customer
within a confined space.

Customer Touch Points
The 4 elements that make up the
overall customer experience a
customer has within any retail store:
Environment: Your retail space
Products & Services: The range of
products and services you offer
People & Behaviours: Your team
and service style
Communication: Your marketing
collateral

Retail-tainment
In store activities designed to create
retail theatre and customer interaction.
e.g. product demonstrations etc.

Style
The ease with which your customers are
able to find what they are looking for.

Visual Merchandising
The art of making sales through
effective product placement.
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