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The Challenges:
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Our Proposal:
➔ Give the store its own brand

➔ Revamp in-store experience  

➔ Improve digital presence 

➔ Increase visibility with pop-ups
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Research and Key Insights
➔ Self-gifting

⇾ Accessible, individualist, indulgence

➔ Instagram shop

➔ A focus on individuality, uniqueness

➔ Loneliness pushes people to buy gifts for themselves

Source: “Consumer Shopping Habits and Loneliness”
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Gen Z and Merch
➔ Brand authenticity, transparency, and 

sustainability

➔ Connection through social media for 

inspiration and research

➔ Embrace mobile payments and digital 

wallets 

Source: SurveyMonkey

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


SWOT Analysis
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SWOT Analysis (Cont.)
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Target Audience

99
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Target Demographic
Audience Traits:

○ Art enthusiasts
○ Crafters, artists, creatives
○ Museum Goers
○ Unique Gift Givers
○ Small business/shop local 

consumers
Locations:

○ Boston
○ Providence



Rebranding:
“The Shop” at Fuller
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Brand Kit
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Sample Digital 
Content
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Digital Presence
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Streamlined Site
Digital Rebranding
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“The Shop” at The 
Fuller
Brockton, MA

20



22
3D RENDERING/MAIN ENTRANCE
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3D RENDERING/FRONT DESK  
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FRONT DESK 2D BLUEPRINT
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POP-UP SHOP 

● SOWA Market Flagship Pop-up

○ Artist Demos

● Later locations in Boston and Providence

○ Target metropolitan, northeast audience 

● Focus on interaction and engagement 

○ If people can’t go to The Shop, The Shop will 

go to them



Campaign Overview
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Paid Media 
Plan
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The Shop Digital Campaign
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INSTAGRAM
ADS

PINTEREST 
ADS

FACEBOOK 
ADS

HOLIDAY
GIFT 

GUIDES
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Visit The Shop Campaign
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INSTAGRAM 
ADS

FACEBOOK 
ADS

DIGITAL 
BILLBOARDS

IN-STORE 
PROMOTIONS

INFO AT 
POP-UPS



Sample Ad for Visit The Shop
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http://www.youtube.com/watch?v=NFHomuO5Xkw
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http://www.youtube.com/watch?v=-lILVS8dzTI


Media Strategy
➔ Destination

⇾ Holiday gift guides 

⇾ Social media

⇾ Local magazines and 

newspapers
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Media Strategy
➔ Storytelling/Educational

⇾ Black History Month

⇾ Women’s History Month

⇾ National Craft days/months 
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Timeline
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DEC 25OCT 15OCT 1SEP 1AUG 1JANOCT 15SEP 30MAY 1

-Catalog review

-Digital store 
launches 
-digital ad + email 
campaign

-Begin Shop 
transition
-Start teasing to 
members and 
press

-The Shop 
launches for all 
audiences

-Pop up shops open
-Campaigns continue

-Finish review -End holiday 
promotions

-Shop transition 
complete
-Launch Shop ad 
campaign 
-Soft launch for 
members

-Begin campaign 
announcing 
pop-up stores

-Pop up shops 
close

.

2022 2024DEC 31 2023



Measurement of 
Success
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Increased 
Digital 

Engagement
Increased 

Visitors

Increased 
Sales

Increased 
Memberships
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Thank 
you!
Any questions?


