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Why Realm ‘love it for less’ at Livingston Designer Outlet
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We lﬁm/e our job

Following its sale in 2013, Realm Ltd rebranded the fading McArthurGlen
Outlet in Livingston, renaming it Livingston Designer Outlet (LDO) and
commissioned APS Group to develop a brand campaign that was also
used tactically from April 2014.

The campaign targeted 1844 vear

central belt appealing to the 'sawy shoppe

1876 INcrease In sales —ootal +14% sales +24% against budget
2. 1m sales uplift £.25.50 ROl for every £1 spent

The result was an immediate 15% increase in like for like sales (smashing
the 5% launch target), contributing to the centre’s highest annual sales
since opening in 2000, and a £2.1m uplift at Christmas 2014, in a
declining Scottish market.

The Outlet had its best ever Christmas season with increases in both
footfall, at +14%, and sales +24% against budget - a return of £25.50
for every marketing £1 spent.

All this, despite a 30% reduction in the previous year's marketing budget.
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Ve Who we are

Our Background

Livingston Designer Outlet is Scotland’s largest designer

outlet but its location is remote; 15 miles west of Edinburgh
and 30 miles east asgow, and faces f|erce competition
from other out of town shopping centres

——

" In its final year of ownershlp under MCArthurGIen .a\7\'7§r
( 5%) and usage (-6%) both dropped with the core female
target audience alarmingly down 8%.

B
-

In early 2014 I_ili)O appointed APS Group to develop both
creative and gltal strategy Wlth medla“!anning and bu‘
by Med Cco

‘1-'\0 gFie



VVE ﬂo'\/ea challenge

Our Challenge What’s more, the campaign faced additional challenges:

Clear and 'SMART' objectives were established: Edinburgh had a new tram line that was making city centre shopping more

, ‘ _ , appealing for our target audience that lived in the west
¥ Rebrand and relaunch the centre in April 2014 with a target of +5% like

for like sales increase during the launch campaign period The Gyle Centre is a convenient out of town shopping centre in the western

: i ‘ , , suburbs of Edinburgh that acts as a block or ‘stopper’ for further shopping
¥ Achieve sales target of £9million over the festive campaign period
travel westwards

¥ Achieve footfall target of 790,398 over the festive campaign A new east of Glasgow ‘stopper’ shopping centre, just like The Gyle,

¥ At Christmas an additional requirement was to increase website traffic - had recently opened and was now well established at The Fort

5 ‘ . ‘
by 50% and increase social media engagement All out of town competitors offer free parking, whereas parking at LDO is paid for

Online retailing was having a significant impact on UK retail, particularly in the key
Christmas season. It accounted for almost one-quarter (23.4%) of Christmas
spending in 2014 (Up 19.5% on 2013. Source: Centre for Retail Research)

‘Black Friday’ and ‘Cyber Monday’, in November, were a UK media phenomenon
and impacted on in-store shopping as the bulk of this spend was online

Scottish retailing was still in a recession slump. Retail sales were down 1.6%
YQY to end Nov 2014 (Source: British Retail Consortium)

This all had to be achieved despite a 30% budget reduction and no Capex
investment in the centre




Ve [/n/e our audience

Our target market was young, (18-44), affluent (Edinburgh AB's),
female and fashion-focused.

The key geographic target was the most loyal O-30 minute drive-time core users
(29% of shoppers) and a larger but more infrequent secondary target of 30-60 min
drive-time (63%) shoppers.

These women appreciate quality, and the good things in life, that you would associate
with major brands but who are not the sort of fashion aficionados who need to show off
latest seasonal trends. But importantly they are also looking for value for money.

Both these points had to be clearly communicated in our advertising.

Given the centre’s location they had to have access to a car (public transport to the
centre is not great).

Furthermore, at Christmas the campaign had to appeal to shoppers not just looking
for clothing but gifts and home-ware and the fact that there were new stores, extended
opening hours and gift cards as an alternative present.

The campaign had to appeal to the emotions of these prospective customers and
dramatise the core benefits of outlet shopping — BIG, year round, savings, but NOT at the
expense of quality and fashion cues — important to build a loyal brand that has

added value appeal rather than purely bargain associations.



N ...Supplements mixed style with value to
W@ M @ ITWDMHQ showcase products, brand names and
outside the hox the savings that were on offer...

OUR STRATEGY TV advertising was central to the media strategy; essential to create the
necessary impact to successfully challenge 13 years of familiarity. The cost
effectiveness of buying local airtime led to a two-week burst of 20” airtime at
launch (250 TVRs) on STV and Grampian South and a further 6 weeks with
526 individual TVR’s at Christmas.

Supporting Video on Demand ensured we reached our audience watching
programming on ‘catch up’ and technology devices other than TV, given

A multimedia, fully integrated campaign applied our ‘big idea’ across a heavyweight changing media consumption habits.

Easter ‘re-launch campaign (7-21 April) and a further burst in the lead up to Christmas . .
(17th November to 31st December 2014). TV was supported by local radio to attract car drivers and commuters.

Outdoor advertising included bus T-sides in Edinburgh to give visual impact,
and to challenge city centre shoppers, offering a savvy alternative.

Advans were used in high traffic routes in city centres, along with digital posters
in transport hubs to further bring the TV to life.

Fashion magazines and newspaper magazine supplements mixed style with
value to showcase products, brand names and the savings that were on offer.

Online channels, where our audience were both socialising and researching
purchases before they made any shopping trips, were used. A new website
skin captured the sheer scale of the offer. Social media channels (Twitter and
Instagram) were launched to support our Facebook page. All were managed
in-house to create engagement, share news and run competitions.




Media Shedule (a)

Circulation/Reach/Location (Ads)

Size/Comm Length

No. of Ins

STV Central & Grampian South

4,256,100 20" Adults - target audience is ABC1 Adults 1

4,951,500 20" & 10" Adults - target audience is ABC1 Adults 1
””””””””” sozs0 | aeswe | Adus-torgetaudienceisAsClAdus | 1
””””””””” gm0 | 20| aduts-tagetaudenceisAsciAduts | 1
”””” VOD (40,000 Impressions perburst) || 20/10(wintersale)' | Adubs-targetaudienceisABCLAduts | 1

Quantity: x21

The Scotsman

Scotsman.com

Quantity: 7 Edinburgh Haymarket Station 1
Advan 2 asvans for 3 days 1
| press
"""""" TheNoiMagazie || sm000 | rdipgecolow | roejew | 3
© TheNoimagane || =0 | Filpsgecolow | roejew | T
© conmagaune || a0 | Filpgecolow | roejew | T
| lonMogazine edinburghand Glasgow) || 000 | Fpagecoowr | ROPIERWP | :
"""" spectum (scotlndonsunday) || e | Flpagecolowr | oelew | 1
””””” ScotsmanMagazine (sa) || ass1 | Fdipsgecolow | roelew | 1
”””””” Westlothan Courer || wos | asxa | goelew | 2
Digital

Time Out Edinburgh www.timeout.com/edinburgh | Powewrv | Homepage | !

The List ‘ www.list.co.uk MPU Homepage 1

1-On Magazine (online) www.ionmagazine.co.uk/edinburgh/ MPU Homepage - Edinburgh & Glasgow 1

MPU, Leaderboard, Skyscraper Run of site, up-weighted to Homepage 1




Media Shedule (b)
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Ve when a plan for less

Come and enjoy up to 60% off your favourite brands

TED BAKER ¥ RADLEY ¥ KAREN MILLEN ¥ PHASE EIGHT ¥ FOSSIL & MORE
livingston-designer-outlet.co.uk 0 o #loveitforless

Bringing the strategy to life creatively — brand and tactical
in perfect harmony

The essence of our target audience is of a sassy, savvy, sexy shopper wanting
to look great and bag a bargain.

for less

The essence gave rise to an expression of the brand ‘Love it .for Les.s. which e

would act as the brand’s anchor throughout all of the marketing activity. It was LG S R L S S IR TS
. . ‘ ) iving -designer-outlet.co.uk loveitforles:

executed using a hand-drawn font for the emotional aspect, ‘love it’, and il € C) i

a standard font for the hook, ‘for less’.

The ads were bold, brash, sexy, confident, fun and above all young and (mostly)
feminine. They clearly communicated the models ‘loving’ and hugging the
products they have just bought from LDO and the big savings available to them.
This was reflected in all the print and outdoor advertising.

At 20 seconds, the TV ad had to work hard but, primarily, showcase
brand personality.

Overall, the campaign stood out; aided by memorable, clean and
uncluttered messaging.
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Caome and enjoy up to m‘t off
yc'ur favourite brands
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Mor less

http://youtu.be/RdjTMwsdIP
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¥4 DESIGNER OUTLET'S

THREE WI/E /{)O MEN THREEWIS T:”A)OMF N

This was also the thinking at Christmas when we introduced the Three Wise
WOMEN of Christmas idea (Wise men are so passé these days).

We cast three very different models as characters, Eve, Joy and Holly.
Each had their own personality, their own demographic and their own style.

Radio Emai
Dress.mp3 L ping and up to 60% off ol Shris 1opping and up to 60% off

P 00 r‘;‘[n/q,d;for less ngston-designer-outietco.ux @O #zﬂ/e(.thf less
Rollneck.mp3
Shoes.mp3 TgILUNGSTON

5% DESIGNER OUTLET'S
THIE WA AdonEN

ThreeWiseWomen.mp3 g, e ~R ‘ o

Link: https://soundcloud.com/livingston-designer-
outlet/sets/radio-ads/s-xFvdo

E

Moot Holly



https://soundcloud.com/livingston-designer-outlet/sets/radio-ads/s-xFvdo
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opENING HouRS.

open late .,‘

Saturdays
LIVINGSTON
4% DESIGNER OUTLET'S

THREE WIVE Other than in the brand TV ad (that we adapted to make the message more
w O ME N tactical for the Christmas period), they appeared in all of our activity.

Fmnea e Each came bearing gifts: fashion, accessories and home-ware, wrapped up
in desirable and aspirational packages. They varied in their likes, dislikes and
lifestyles, but each had attitude, sass and verve.

dgnerouletcouk 00 # e i forless

SEARCH 1ON MAGAZINE.CO.UK.

" Indulgent Day Spas

 Spa at Gleneagles” by ESPA. Experience

.
-
Edinburgh

Ly / Yo' ’
THREE W/ E
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o B Expenditure
SoPPNG e v = & ‘ The overall budget for the year’s activity for media and production
RESTAURANTS %E%%é&%? %I:g?@li!glﬁ : V : '“l’\l Wiy Lt)ow N was £355,6OO (ApriI-Deo 201 4).

TO ENJOY GIFT IDEA DECEMBER 2 = | oo bt
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VVE f;\/e

making a splasn

How the strategy had an impact

The impact of our targeted strategy and single-minded creative
approach was immediate and dramatic and met all of the SMART
objectives outlined in the introduction:

Launch campaign
Footfall increased 3.6%, immediately beginning the process of replacing the decline in
users over the previous 12-month period.

Like for like sales (+15%) massively exceeded the launch target +5%, a centre revenue
increase of £260,334. The Scottish Retail Consortium reported only a corresponding
+1.1% increase for the month of April,

A snapshot of the following retailer results shows even bigger gains:

Sunglass Hut +117% ¥ Postcode analysis showed a 6% increase in
Watch station +97% consumers from key affluent Edinburgh postcodes
Phones 4U +57% within 30-60 minute drive-time — achieving

Kurt Geiger +50% this objective

Skechers +72%

Bench + 45% ¥ Facebook achieved a 31% increase in likes

Fat Face + 64% for April 2014

Fred Perry +70%

GAP + 64%

Lacoste + 48%

Tommy Hilfiger  + 39%



Christmas campaign

Although UK retailing in general was enjoying a positive 2014, sales in Scotland reported
through SRC, remained in decline (down 2.6% over Nov & Dec 2014).

And sales through stores fell overall in the UK by 2.1% because the retail growth was
through online traders and store operators selling online.
(Source: Centre for Retail research)

So the fact that our tactical campaign raised footfall by 14% against the budget set and,
more importantly, sales by 24% was in contrast to the market.

¥ The target of £9million sales was smashed. Sales reached £11.1 million over the
campaign period, an increase of £2.1million and was the most successful festive
sales on record since the centre opened in 2000

¥ Footfall increased by 110,600 visitors to 901,000 (14% increase)

¥ On a sales uplift of £2.1m this represented a remarkable return on investment
of £25.50 for every £1 spent

¥ Some YOY brand sales increases were particularly notable:

Skechers +51% Next +21.5%
Phase Eight + 38% Ted Baker + 26.3%
Kurt Geiger + 30% Gift Company  + 42.8%
Fred Perry +14.5% Radley +13.5%
Levi’s + 23.6%

¥ Website traffic increased by 10x target (+512% in December against 2013)

¥ Facebook likes increased 13% in both November and December

—Revenue INCrease
of £260,334 —ootfa)l
Ncreaseo

oy 110,600

| ike for ke sales +15%
INcreaseo

S@|@S Sa\gs
reacheo oy 24%

£11.1 million

Raised footfal by 14%

Sales Increase
of £2.1million =0

£25.50
for every £1 spent




We Just fyve &

Summary

With intense competition and against a
packdrop of a declining Scottish retall sector,
few would have believed by establisning

a new brand name and delivering a oold
multimedia advertising campaign, Livingston
Designer Outlet would be able to deliver

a performance that defied the Scottish
economy. he strategy led to results which
nave exceeded all targets set, revitalising a
fading outlet and retuming £25.50 for every
1 spent on marketing. All this, despite a
30% reduction in marketing budget compareo
to the previous year.

L7 “‘I‘i‘\'/i"r‘i"gféﬂt‘on—de_sigher—_outlet.co.uk
22 @@ #ovéitforless
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