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COLLECTIVE DIGITAL MARKETING ACTIVITIES
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2 YEAR RESEARCH PROJECT:
TOWN CENTRE PARTNERSHIPS & (ONLINE) MARKET

TCP point of view e
1. Webinventory: presence & content websites (N=758) .0
2. Survey among Partnerships (N=175) > @<L

3. Interviews among Partnerships (N=50) / &
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Consumer point of view Ry e e
- ’\\J /Lr’f[l .-'. ._ '. R
1. Consumer survey (N=2.500) N %Lf ut

2. Consumer survey Arnhem (N=227)
3. Consumer interviews (N=40)




GAP BETWEBWARKETING EFFORAND CONSUMBREEDS?
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" WHY THIS MISMATCH?

...due to:

Decisiondased on p A Lack of market insights
Jdzi TS SstA ﬁtLaﬁz(Lack of resources
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' A Lack of capabilities
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IMPORTANCE OF RESEARCH
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CONSUMER NEEDS DIFF \
ACROSS TARGET GROU

INTEREST IN MARKETING ACTIVITIES®
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CONSUMER NEEDS DIFFE
ACROSS TARGET GROUP

INTEREST IN ONLINE CHANNELS®
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TOP 3 MARKETINKEZTIVITIES
THATINFLUENCEONSUMER BEHAVIOUR
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dlgltal coupons events Collectlve savings
program

30% visits more often| | 30% visits more often | | 24% visits more often

21% prolongs a visit 29% prolongs a visit 18% prolongs a visit
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MISMATCH DUE TO LACK OF RESOURCES .

A Only20%report enough financial resources to achieve marketing goals
A Only26%report enough capacity to sustain online activities
A 87%report that it is alwayshe samepersons that carry the load

2 5 0/ of town centre retailers is actively
(0] involved with the partnership.
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Cooperation between
different stakeholders

MUNICIPALITY
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RESIDENT
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MISMATCH DUE TO LACKPABILITIES
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A Only40%is satisfiedwith
cooperation

A Only44%is satisfied with
online skills within TCP
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WHAT DO PARTNERSHIPS
THATCOOPERAHAVHN
COMMON?

They are moreapable..
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