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THIS IS RETAIL AT ITôS BESTé
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COLLECTIVE DIGITAL MARKETING ACTIVITIES

Å Apps

Å Websites

Å Webshops

Å Social media

Å Loyalty programmes

Å Location based offers
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2 YEAR RESEARCH PROJECT:
TOWN CENTRE PARTNERSHIPS & (ONLINE) MARKETING

TCP point of view

1. Web-inventory: presence & content websites (N=758)

2. Survey among Partnerships (N=175)

3. Interviews among Partnerships (N=50)

Consumer point of view

1. Consumer survey (N=2.500)

2. Consumer survey Arnhem (N=227)

3. Consumer interviews (N=40)
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GAP BETWEEN MARKETING EFFORTS AND CONSUMER NEEDS?

Website

Social media

Discounts & 
special offers

Free wifi

Town centre offer
Consumer interest
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WHY THIS MISMATCH?

...due to:

ÅLack of market insights

ÅLack of resources

ÅLack of capabilities

Decisions based on 
Ǝǳǘ ŦŜŜƭƛƴƎǎΧ
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IMPORTANCE OF RESEARCH

Convinced 
consumer 
research is 

needed

Satisfied 
with amount 

of data 
gathered
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Social media sites

Webshop

Smartphone app

Website

E-mail newsletter

Location based offers

Free Wi-Fi

collective loyalty programmes

Digital coupons / vouchers

Events such as christmas markets

Improved ambiance

Reduced vacancy rates

Reduced parking rates

Improved retail offer
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I will prolongue my town centre visit I will visit the town centre more often

Choose channels that 
fit the target group

Get the basics 
right!

Organise engaging 
activities
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CONSUMER NEEDS DIFFER 
ACROSS TARGET GROUPS

* % of consumers interested 
in online channel or 
marketing activity 



1010* % of consumers interested in online channel or marketing activity 

CONSUMER NEEDS DIFFER 
ACROSS TARGET GROUPS
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TOP 3 MARKETING ACTIVITIES 
THAT INFLUENCE CONSUMER BEHAVIOUR
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MISMATCH DUE TO LACK OF RESOURCES

Å Only 20% report enough financial resources to achieve marketing goals

Å Only 26% report enough capacity to sustain online activities

Å 87% report that it is always the same persons that carry the load
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MISMATCH DUE TO LACK CAPABILITIES

.ǳǘΧ

Å Only 40% is satisfied with 
cooperation

Å Only 44% is satisfied with 
online skills within TCP

Cooperation between 
different stakeholders
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WHAT DO PARTNERSHIPS  
THATCOOPERATE HAVE IN 
COMMON? 

They are more capable..


