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The Challenges:

Shop by Collection
Ceramics
Metal

G

ass

Wood

Fiber

Look Book

FullerStyle

Shop Fuller Style

Support local businesses and artists! Sign-
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SHOP
FULLERSTYLE

Visit us in-store or shop online!
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Our Proposal: Tre Sher

DISCOVER YOUR OWN PIECE OF CONTEMPORARY CRAFT

Give the store its own brand
Revamp in-store experience

Improve digital presence
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INncrease visibility with pop-ups Erees™™ = o e o e




Research and Key Insights

- Self-gifting

—~Accessible, individualist, indulgence
- Instagram shop
- Afocus on individuality, unigueness

- Loneliness pushes people to buy gifts for themselves

J

Source: “Consumer Shopping Habits and Loneliness”
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Gen Z and Merch

e 2

Brand authenticity, transparency, and
sustainability
Connection through social media for
INnspiration and research B ouTEMPoRARY GRART
Embrace mobile payments and digital

wallets

Source: SurveyMonkey
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https://www.surveymonkey.com/curiosity/gen-z-social-media-and-shopping-habits/

SWOT Analysis

I= Fuller

PIEIME |SHOP = Q [ PIEIME|SHOP = Q [ I Fuller P. Craft

V. Craft Museum
NEW @ PEM SHOP Museum

Subscribe © f M Q
STYLE READ PLAY ] Subscribe E E Q Donate Today! |z|

Donate Today!

Home / Museum Shop / For Collectors

i r g 5 Home / Museum Shop 0 items 0.00
Y 7 $0.00

X f
Save 10% off your first order! [ James Blue and White
Drummond of Floral Cloisonne
i y i list tod d Perth Modern Vase
ign up for our email list today an
: . Tartan Throw $1,200
receive 10% off your purchase. Stay up-
to-date on future sales, promotions and

special events.

Mosaic Pendants by Kimberly Zane Poppy
Offer for new customers only and cannot Amy Marks Plates

be combined with other discounts.

Transforming Killer Whale Art
Eagle Bowl by Bowl by Trevor
Ryan Cranmer -  Angus - Multj

susscrise @y Multiple Sives Sizes e Cubed by Michael
From $13 From $1 ’ Alfano

@ shop.pem.org @fullercraft.org afullercraft.org

@ shop.pem.org




SWOT Analysis (Cont.)
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Target Audience



Target Demographic

Audience Traits:
o Art enthusiasts Bo%ton
Crafters, artists, creatives
Museum Goers
Uniq ue Gift Givers 'Fuller Craft Museum
. Museumiwith
Small business/shop local 5] contemporary craft...
consumers D L
Locations: Plymouth
o Boston '
.
o Providence

O O O O

ProvigenCe
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Rebrancllng
“The Shop” at Fuller



Brand Kit
HM//W% %{ZW W/‘JZ )

Subheadings, Alegreya Sans Bold, 18

Body, Alegreya Sans Thin, 12

DISCOVER YOUR OWN PIECE OF CONTEMPORARY CRAFT
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Sample Digital
Content



Tre Shey

@ Fuller Craft Museum

DISCOVER YOUR OWN PIECE OF CONTEMPORARY CRAFT

N1

Visit us today and mention this post for 10% off!

BRING CONTEM

CRAFT HOM




One of a
kind
Ceramic
Necklaces

Unique Glass
Pumpkin Decor

Wool
Mittens for
Adults and

Kids




Digital Presence
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I " DISCOVER CONTEMPORARY CRAFT

¥: THE sHoP

NEW AT FULLER CRAFT
MUSEUM

" Shop Current Exhibitions
1

Streamlined Site

Digital Rebranding

i) Vg A
bt W
GLASS

DISCOVER MORE
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—  FULLER CRAFT MUSEUM / SHOP

DISCOVER CONTEMPORARY CRAFT

THE SHOP

FIBER METAL CERAMIC WOOD GLASS
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Shop more by Jane Thomas

Shop more by John Smith

DISCOVER MORE
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“The Shop” at The

Fuller

Brockton, MA
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3D RENDERING/FRONT DESK
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FRONT DESK 2D BLUEPRINT

33333
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ART PRINTS

ART PRINTS

ART PRINTS

ART PRINTS

ART PRINTS

ART PRINTS
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JEWELRY
TIERED DISPLAY

JEWELRY WALL DISPLAY

WINDOW

MIRROR

WINDOW




POP-UP SHOP

e SOWA Market Flagship Pop-up
o Artist Demos
e Later locations in Boston and Providence
o Target metropolitan, northeast audience
e Focus on interaction and engagement
o If people can't goto The Shop, The Shop will

go to them



Campaign Overview



Paid Media
Plan
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The Shop Digital Campaign

INSTAGRAM
ADS

©

PINTEREST
ADS

®

HOLIDAY
GIFT
GUIDES

V). 3 %

FACEBOOK
ADS
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MAKE YOUR HEART FULLER
WITH CRAFT




Visit The Shop Campaign

FACEBOOK
ADS

DIGITAL

INSTAGRAM BILLBOARDS
ADS g

«| Your Ad Here »w
O =

IN-STORE
PROMOTIONS

INFO AT
POP-UPS

Craft Happens Here




Sample Ad for Visit The Shop

r. Fu”er AND TAKE IT HOME TOO WHEN YOU VISIT
P. Craft Tha
Museum

DISCOVER CONTEMPORARY CRAFT

34


http://www.youtube.com/watch?v=NFHomuO5Xkw
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http://www.youtube.com/watch?v=-lILVS8dzTI

THEENDQFOFICE  ASTALKNG  25PLACESTO  TOPLAWYERS
FRIENDSHPS INWATICK  DRNKRGHTNON 202

Media Strategy

-> Destination
—. Holiday gift guides

WINTER

MKE HY *0Or,AtLeast,

. Social media

i

I'waﬁl“ BOSCOI FNDIT/BOSTON *  GTYLFE *  RESTAURANTS *  WELLNESS ™ WEDDINGS *  HOME&PROF

— LOC a | Ma g aZz | nes an d Must-See Holiday Markets Popping

; - Up around Boston This Season
i From Small Business Saturday to the end of December, Somerville to the
n eWS p a p e r S South End, these seasonal pop-ups are making shopping fun and festive.

by SOFIA RIVERA . 11/29/2019, 1:00 p.m.

Keep your weekends full of the coolest things to do around Boston with our weekly Weekender
newsletter.

EMAIL ADDRESS SUBSCRIBE




Media Strategy

- Storytelling/Educational
—. Black History Month
-~ Women's History Month
~. National Craft days/months
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2022

Timeline

-Catalog review

MAY 1 SEP 30

-Finish review

-Digital store
launches

-digital ad + email
campaign

OCT 1t DEC 31

-End holiday
promotions

2023

-Begin Shop

transition

-Start teasing to -The Shop -Pop up shops open
members and launches for all -Camypaigns continue

press audiences

JAN AUG 1 SEP1 OCT1 OCT15 DEC25 2024

-Shop transition
complete
-Launch Shop ad
campaign

-Soft launch for
members

-Begin campaign -Pop up shops
announcing close
pop-up stores
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Measurement of
Success
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Increasead
Digital
Engagement

INncreased
Visitors

INncreased
Memberships
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