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Increasing Awareness 

Increasing Awareness 

Booklets 
Bike Seat 

Covers 
Facebook 



Booklets 

(easyjet.de,2013) 



Product:   coloured A5 booklet, 8 pages 

Content:   introducing traders, shops, events etc. 

Target Group:  Cambridge residents (all ages) 

Distribution:  train station, city centre, Mill Road residents 

Frequency:  semi-annually  

Price:    for free   

Booklets 



Costs per unit Quantity Total costs 

£ 0.325 8,000 £ 2,600 

£ 0.32 10,000 £ 3,200 

Booklets 

(inkylittlefingers.co.uk,2013) 



Booklets 

Mill Road 



Bike Seat Covers 

(MacMichael,2013) 



Bike Seat Cover 

Product:   bright coloured bike seat cover 

Target Group: cyclists in Cambridge 

Print:    Mill Road, Facebook, Milly Card, App 

Frequency:  one-off 

Price:    for free   



Distribution: 

 

Train Station 

Universities 

City Centre 

Bike Seat Covers 



Bike Seat Covers 

Costs per cover £ 0.44 

Printing costs per cover £ 0.67 

Total costs per cover £ 1.11 

Recommended quantity 2,000 

TOTAL COSTS £ 2,220.00 

Costs: 

(water4fish.co.uk,2013) 
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Improving suggestions: 

 

• Merge Facebook pages 

• Create Mill Road Fan Page 

• Provide daily posts 

• Motivate people to like, share and check in 

Facebook 



Post content suggestions: 

• Current offers / Milly Card 

• Events on Mill Road 

• Introducing Mill Road Traders 

• Photo / Statement contest 

• Pictures guessing games 

Facebook 



Facebook 



Costs for Social Media: 

 

 

½ - 1 hour per day 

 

 

 Social Media Dashboards 

Facebook 



Objective: 
 

Creation of more than 12,000 contacts to Cambridge 
residents by June 2014. 

 

 

8,000 Booklets 

2,000 Bike seat covers 

2,000 Facebook likes 

 
 

Increasing Awareness 



Creating Loyalty 

Creating Loyalty 

Milly Card Smartphone App 



Current Situation: 

• Low awareness of Milly Card 

• Two selling points on Mill Road 

• Milly Card website expired 

• Price: £ 2.00 per Card 

• Varying discounts 

Milly Card 



Improving suggestions: 

• Online + POS purchasing opportunity 

• Annual subscription 

• Increase price to £ 10.00 per card 

• Promotion of Milly Card at large events 

• Layout of new website 

Milly Card 



Smartphone App 

(Statista,2013) 



Product:   Smartphone App 

Target Group: Cambridge residents (18 – 60 years) 

Content:   Complete overview of Mill Road 

Promotion:  Social Media, Traders, Booklet, Newsletter 

Smartphone App 



Smartphone App 

News 

Maps Calendar 

Offers Trader of the 
Month 

Trader List 

Facebook Did you 
know…? 

Twitter 

Costs: 

 

£ 15,000 – £ 22,000 

 

 

Price: 

 

£ 1,99 

Maps: 

 

Pin for each trader 

 

Different coloured 

pins 

 

”Around me” 

Calendar: 

 

General events 

  

Individual events       

Trader List: 

 

Trader profiles 

News: 

 

Upcoming events 

 

New shops 

 

Articles 

Offers: 

 

Milly Card 

 

Special offers 

 

Happy hours 

Trader of the Month: 

 

Profile + interview 

 

Shop front design 

 

 Contributions to 

community 

Facebook: 

 

Mill Road 

Facebook Page 

 

Possibility to 

check in 

Did you know…? 

 

Facts about Mill Road 

 

“Did you know that the 

first trader on Mill 

Road was xxx”? 

Twitter 

 

Mill Road 

Twitter Page 

(ooomf,2013) 



Creating Loyalty 

Objective: 

 

Generating more than 1,000 purchases of loyalty 

building products (Milly Card or App) by June 2015.  

 

 



Obtaining Funding 

Obtaining Funding 

Round up! 
Applications for 

fundings 



Round up! 

SHOP PAY ROUND UP 
HELP  

MILL ROAD 

Round up 

please! 

Average donation per purchase £ 0.50 

Quantity of donations per day 50 

Donation amount per week £ 175.00 

TOTAL DONATIONS PER YEAR £ 9.100.00 

(deutschland-rundet-auf.de, 2012) 



Applications for Fundings 

£ 10 m High Street Innovation Fund 

Portas Pilot 
Future High Street 

X-Fund 
BID 



Applications for Fundings 

Alternative suggestion:  Spacehive 



Obtaining Funding 

Objective: 

 

Raising £ 10,000 of joined funding by March 2015.  

 

 



• Defining your customer 

• Marketing Mix  

• How to market research 

• Market strategy  

• Marketing Plan Template 

Tool Kit 



 COHESION, COHESION, COHESION! 

Conclusion 

Improve Mill Road 

Experience 

Increasing 
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Creating Loyalty Obtaining Funding 



Thank You 
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