Campaign
Updalgceg
Report

Department of Planning and Development
and JGSC Group

February 2, 2010




Campaign
Goalg -

The campaign had four primary goals...

First, help existing retailers and merchants bet-
ter manage, merchandise and sell. Second,
grow enrollment in the Orange UEZ program.
Third, attract new, and more, shoppers to the
downtown retail district. And finally, to estab-
lish an eMarketing database to help avoid the
use of direct mail in future marketing efforts.

All four goals were accomplished.

Help retailers.
Grow UEZ enroliment.
Attract shoppers downtown.

Create eMarketing database.
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Growing
the UEZ.

Starting 58
Ending 76

Pending 8

The Urban Enterprise Zone program plays a vital role in the
efforts to revitalize downtown Orange. The UEZ provides
sales tax advantages to consumers who make purchases at
UEZ enrolled businesses. UEZ enrolled businesses can also take advan-
tage of sales tax savings, when making purchases for their own businesses.

Moreover, the sales taxes collected through the UEZ program are put into

a special fund that is available to fund many worthwhile programs such as

the Home for the Holdays campaign, for example. By increasing the num-

ber of enrolled businesses, the Orange UEZ will increase the funding available to support

its programs. And, requiring businesses to be enrolled in order to take advantage of the

programs acts as a catalyst to drive new enrollments — which drive new programs, which drives new en-
rollments, and so on.

As a result, a primary goal of the Home for the Holidays campaign was to significantly increase the num-

ber of businesses participating in the Orange UEZ program. From the inception of this effort in July of

2009, through the lauch of the campaign in late November, and despite the loss of 6 previously enrolled
businesses, Orange UEZ enroliment increased by 31% from 58 to 76 participating businesses. An additional 8 ap-
plications are still pending approval by the UEZ Authority in Trenton.
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SHOP LOCAL THIS
HOLIDAY SEASON AND

RTICIPATING RETAILERS AND ENTER TO WIN GREAT PRIZES!

WIN BIG!

AND ENTER T
AT ANY PARTICIPATING RETAILER!

Get all the details at ShopOrange.org
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The 52 businesses that participated in
the Home for the Holidays campaign re-
ceived significant advertising support
including direct distribution flyers, direct
mail postcards, newspaper inserts,
website listings and maps, in-store

ShopOrange.org

signs and displays, road banners, and
storefront teardrop banners. In all, the
program created more than 71,000 ad-
vertising impressions. Highway ban-
ners promoted the campaign to an
estimated 130,000 vehicles each day.
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Value Mart Pharmacy
Sandwiches Unlimited

99 Cent Dreams/Dollar Pilot
Golden Krust

C-Town Supermarket
Sasson's Youth World
Metro PCS Authorized Dealer
Sensational Beauty Supply
Dunkin Donuts

Center Meat Packing
Dunkin Donuts

Andrea Foods
Rent-A-Center

Edgar's Jewelry

Comer Liquidations

The Wiz

Hudson City Savings Bank
Golden Palace Jawelry
Mazzi Dogz

Rossi & Company

Bravo Supermarket

Call City

House of Liquors
International Magazines
Island BBQ

Electronics Department Store
Metro PCS

Gold Star Electronics

Linen & Gift

Orange Radio

Super Super Market
Broadway Wireless

Sprint

S Paint

A&D Electronics & Jewelry
Big Shots Photo Studio
Globe Electronics

Zaki's Furniture

C&A Beauly Supply

Karl's Appliances

Ace Beauty Supply

J&S Vacuum Company
ASAP Computer Repair
Elagante Valel Services
WW Messenger & Shipping Company
MAACO
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Retailer
activity.

Retailers were provided with campaign materi-
als including banners, signs, and sweepstakes
entry boxes. Shoppers had to go inside the
stores to enter the contest. Participating retail-
ers received instructions for promoting the cam-
paign, throughout the campaign.

We found a direct correlation between the ef-
forts of the retailers to promote the sweep-
stakes and the number of entries received.
Value Mart, which was among the most active
supporters of the sweepstakes, received the
highest number of unique entries at 324.

The best practices included verbally encourag-
ing customers to enter the sweepstakes, plac-
ing the sweepstakes boxes in highly visible
locations and physically handing entry forms to
shoppers while giving them their receipts. It is
no accident that the retailers with the highest
number of entries also engaged in the best
practices described in this section.




Retaller
response.

After the campaign ended, we met with retailers
to gauge their response to the campaign, solicit
feedback, and discuss how to make the next ef-
fort even more effective. Although the number
of retailers in attendance was small, their re-
sponse to the Home for the Holidays sweep-
stakes campaign was overwhelming:

e 85% said the campaign helped to bring foot
traffic to their stores.

* 43% said they had higher foot traffic, com-
pared to last year.

* 71% said they would like to participate in fu-
ture marketing campaigns.

Some of the verbatim remarks made by retail-
ers are shown to the left.

“Fantastic idea, the flags
brought attention to the
stores.”

“Very good!!”

“A very good step to improve
business forward.”

“Let’s try it again.”

“Very interested in
eMarketing.”

“Everybody did a good job
for this campaign.”
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Email notices sent.
Letters mailed.
Respond by 2/5.
Certify eligibility.

Award prizes.

Prize
package.

A package of prizes was offered as an
enticement to bring shoppers back to
the downtown stores. The prize pack-
age has an estimated value of $5,000.

All 52 participating businesses were
given the opportunity to provide (sell)
any or all of the prizes for distribution to

ENTER HERE

the contest winners. Each retailer was
notified of this opportunity on at least
three occasions. One letter was hand
delivered to the place of business and
two follow-up letters were sent via first
class mail. Unfortunately, none of the
participating businesses submitted a
quote to provide the prizes.
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Growing
foot_
traffic.

Using the database of shoppers created through
the Home for the Holidays sweepstakes, a blast
email survey was sent to entrants. The survey
asked six questions to determine the impact that
the sweepstakes had on shopper behavior.

Again, although the survey response rate was
small, the message was crystal clear... Home for
the Holidays was a huge success in generating
foot traffic and bringing shoppers to more
stores, more often. Moreover, nearly everyone
surveyed said they would likely participate in the
next campaign.

Visited participating stores because of
Home for the Holidays sweepstakes

Visited stores more often than usual

Visited more stores than usual

Would particpate in the next campaign




needs of their

Using information gained from the
identify shopping patterns among en-

As shown in the chart to the
left, we are now able to identify where
a single shopper visits multiple stores.

sweepstakes entries, we were able to
create effective cross-promotional ef-

shoppers and will enable stores to
forts.

These insights will help retailers bet-

ter understand the

trants.
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Cell City

Sprint|

The Wiz

Tony's TV Service |
Value Mart Pharmacy

Center Meat Packing
Island BBQ

Dunkin Donuts |
Dunkin Donuts |
Edgar's Jewelry
Globe Electronics |
Golden Krust|
Golden Palace Jewelry
J&S Vacuum Company |
Linen & Gift|
Mazzi Dogz |
Metro PCS |
Metro PCS|
Orange Radio

Naya Jewel

Gold Star Electronics
Rent-A-Center

Rossi & Company
Sandwiches Unlimited |
Zaki's Furniture

Andrea Foods |
Super Super Market

Ace Beauty Supply
ASAP Computer Repair
Bravo Supermarket
Broadway Wireless
C&A Beauty Supply
C-Town Supermarket
House of Liquors |
Hudson City Savings |
International Magazines
Karl's Appliances

La Rosa Mexicana
Sasson's Youth World
Sensational Beauty
WW Messenger

AZD ElectronicsiJewelry|

Number of
Shoppers Shared
by Stores
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Using what
we learned.

Of the 2,700 contest entries received, more
than 1,400 included unique email addresses.
This information was processed and used to
create an eMarketing database that will allow
us to communicate with shoppers in an inex-
pensive, yet highly effective manner.

The first test of our eMarketing database oc-
curred on January 5th. That’s when an email
message was sent to 1,258 contest entrants
urging them to visit participating retailers be-
fore the sweepstakes ended.

The response indicates that the eMarketing
program could produce valuable results for
participating retailers. Following the email
blast, sweepstakes entries increased by 50%
over the previous week, and the number of en-
tries received from returning entrants grew
from an average of 13% each week, to an as-
tounding 44% of all entries received in the last
week of the sweepstakes.
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New traffic
patterns.

The use of eMarketing strategies has allowed us
to stimulate shopper activity and drive foot traf-
fic back into stores. The charts to the right, for
example, shows the number of stores shoppers
visited (up/down), and the distance between
stores visited (left/right).

By comparing shopper visits before and after the
eMarketing email blast of January 5th, we can
see that the eMarketing blast significantly in-
creased the number of stores shared, as well as
the physical distance between the two stores.

Sharned Unigue Customaers

Collected on or before 1/04/2010

0.015

Distance between Stores {in degreas)

Shared Unigue Customers

Entire Campaign

: *
S, o

00085 0 0.015

Distance between Stores (in degraas)
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