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Introduction 
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Ginny has close to a 20-year history of developing 

teams and executing marketing and 

communication strategies in retailing, publishing, 

sports, non-profit and education.  

 

Areas of experience in publishing include 

newsstand marketing, subscriber acquisition and 

retention and customer service for The Press of 

Atlantic City, The Wall Street Journal, New York 

Post and Barron's magazine. 

 

Prior to work in publishing, she sat on the other 

side of the table. First, as an executive with 

Federated Department Stores and store  owner, 

buying and selling a retail business. Second, as a 

consultant, buying advertising, developing 

promotional proposals, collaborating and 

executing on good and bad ideas that would serve 

best interests of all parties. 

 

Currently, an adjunct marketing professor and 

trainer, she  shares her learnings and experience 

with students and clients.   ginnylyon585@gmail.com 

(609) 865-7656 
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 Understanding  Audiences 

 Effective Product Promotions 

 Building Your Capabilities 

 

 

Newspapers are consumer product goods (CPG).  

Retail sales start at zero every day. 

 



Single Copy Audiences 
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The Reader  

 

_____________ 

Non-subscribers 

General Public   

 

    

The Retailer  

Hotel Managers 

Business Owners 

___________ 

Paid Circulation 

The Sponsor 

 

_________ 

Qualified Circulation 

Programs 



Customer Experience 
 

 
Customer Experience   

Grows the Business 

Grows Brand Loyalty 

Surprises & Delights 

Creates Promoters & 

Influencers 

Customer Service 

Operates the Business 

Part of the Experience 

May Surprise & Delight 

May Facilitate Developing 

Promoters & Influencers 
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Jeff Bezos  dressed up a mannequin and had it in all 

executive meetings so that no one would say anything in 

the meeting that they wouldn’t say in front of a customer. 
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“As we continue to work to deliver more than 

customers expect, Kum & Go is anticipating the 

valuable insights Intouch will provide to our 

organization in 2017,” said Mark Hasting, COO of 

Kum & Go. 

Mission Statement: To deliver the 

friendliest, cleanest and most 

convenient customer experience, by 

first being the best place to work. 

For a chain that frequently describes its stores as “restaurants 

that sell gas, not a gas station selling food,” there is a need to 

compete—not with other c-stores, but with Chipotle, Panera and 

the long line of other stellar fast-casual restaurants.  



2017 Temkin Experience Ratings  7 



Healthy/Unhealthy 

Healthy 

■ Admired in the media  

■ Grows every quarter  

■ Devoted to service  

■ Sales funnel is always full 

■ No stressing about sales targets 

■ Time to build strategies that 
leverage their success into  
greater accomplishments. 

 

 

Unhealthy 

■ Constantly trying to fill 

their sales funnel  

■ No  repeat  business 

■ Poor customer 

experience. 
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Creating Opportunity 

Opportunity Gap 

 Meeting the 

customer’s needs 

more effectively 

than were ever 

met before.   

The Delight Factor   
(Surprise & Delight) 

 The space between 

where the customer 

needs are met today 

and what you could 

provide to completely 

meet their needs. 
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Consumer Buying Process 

MKTG, Edition 9, Lamb, Hair, McDaniel. Cengage Learning, 2016. 10 

Need Recognition 

 

Information Search 

 

Evaluation of 

Alternatives 

Purchase 

 

Post Purchase 

Behavior 

Cultural, 

social, 

psychological 

aspects affect 

each step. 



Marketing Requirements 
 

■ Understanding your target audiences 

■ Understanding what they value 

■ Understanding what channels your 
audiences are using 

■ How can you leverage this 
intelligence? 
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Marketing starts in the home, work or in the car and is 

reinforced at the retail level to get the product into the 

consumer’s shopping basket. 



Newspapers as 
Consumer Products 

12 

Newspapers are no longer considered a convenience product,  

a necessity like bread and milk.  Marketing and understanding  

your audiences must take place for a  sale.  



Product Classifications 

MKTG, Edition 9, Lamb, Hair, McDaniel. Cengage Learning, 2016 
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Getting to Yes 

 Four Needs of Buyers 

 To feel welcome 

 To feel important 

 To feel understood 

 To feel comfortable 

Impress Them With 

■ Thoroughness/follow through 

■ Full understanding of their 
needs 

■ Market and product 
knowledge 

■ Sound preparation 
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An offer alone won’t get you there.  

Your staff, equipped with the right tools, is the key.  



The Retailer 

Wants & Needs   

■ Reader demographic 

■ Drive traffic to their store 

■ Increase awareness of 
their business  

■ Increase awareness of 
what they offer 

■ Additional purchases 

■ Profit margin 

Capability  

■ Little time 

■ Little space 

■ Little marketing dollars 

■ No marketing dollars for 

newspapers, typically 
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Retailers want profitable working relationships with every vendor. 



Retailer Questions   
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■ Why are deliveries inconsistent? Billing and 

credit issues? Wrong drop location? 

Shortages? 

■ Why can’t we get anyone on the phone on 

weekends? Sunday is our busiest day of the 

week. 

■ Are there cross-promotional opportunities 

with other products sold in stores that 

newspapers can take advantage of?  

■ Can you help us promote to your audiences? 

 

 
Most believe the local newspaper is still an important partner.  

The product represents long-time loyal customers that make 

buying the paper a part of routine and ritual.  



Keeping Retailers Up at Night 
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C-Store 

• Increasing the check 
out basket 

 

• Adding product sales 
with service 
customers 

 

• Labor - consistency 

Food & Beverage 

• Increasing the 
average spend per 
visit 

 

• Keeping cost of 
goods below 60% 

 

• Labor - training 

 

Supermarkets 

• Reduced basket size 

 

• Self-Service 
checkouts 

 

• Seamless & 
personalized 
ordering across 
platforms 

 

• Labor - product 
knowledge 

 

Coming in 2017 

 

http://www.chainstoreage.com/article/amazon-opens-self-driving-styled-convenience-store--no-checkouts
http://www.chainstoreage.com/article/amazon-opens-self-driving-styled-convenience-store--no-checkouts
http://www.chainstoreage.com/article/amazon-opens-self-driving-styled-convenience-store--no-checkouts


DRIVING NEW BUSINESS 
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Promotions  
Success Tracking at Retail  

 P2PI/A.T. Kearney “End-to-end In-Store Marketing Development” Survey, August 2014. 19 

 Did it improve the brand’s 

overall presence on the 

shelf?  

 

 Did it elevate the brand’s 

equity in the eyes of the 

shopper-customer?  

 

 Did it generate a true ROI 

and incremental sales lift? 

  

  Will it raise the base? 

 

 Did it increase awareness of 

the product and drive traffic? 

 



Promotional Lift at Retail 
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“Raised Base” is the number the retailer will use for revenue forecasting. 

 

Raised Base 

13-15 units per day  

Post-promotional Sale 

13-15 units per day Residual lift  +3-5 units per day 

Promotion Sale 

20 units per day Lift  +10 units per day 

Average Sale Pre-promotion 

10 units per day 



Brand Equity 

 “The salience” – the quality of standing out 

•   Being noticeable or important 

•   The feature that most grabs your attention 

21 



Brand Equity   B2C 
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Salience of the Product’s Brand 

Performance Imagery 

Judgements Feelings 

Resonance 

2. Meaning 

What Are You? 

3. Response  

What About You 

1. Identity 

Who Are You? 

4.    Relationships  

What About You And 

Me? 



Brand Equity   B2B 
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Salience of the Product’s Brand 

Performance Reputation 

Judgements 
Trusted 

Relationships  

Partnership 

Solutions 

2. Meaning 

What Are You? 

3. Response  

What About You 

1. Identity 

Who Are You? 

4.    Relationships  

What About You And 

Me? 



VideoMining 

24 



Shopper to Buyer Conversion 

Shopper to buyer conversion: 50% 

 

Average basket: $4.59 
 

Flow: Traffic typically enters store and 

heads directly to the counter. Fountain 

drinks see the most traffic in this layout. 

 

Shopper to buyer conversion: 55% 

 

Average basket: $6.70 

 

Flow: Store has 5% lower than 

average conversion rate. Most traffic 

stops at food service categories in 

front of store. Points of interruption, 

fountain drinks and coffee bar, could 

increase conversion and basket. 



Shopper to buyer conversion: 71% 

 

Average basket: $6.90 

 

Flow: Multiple entrances expose the same buyer to different categories on 

different trips. This particular layout forces customers to navigate the store to 

reach destination categories. 

Mapping the Path to Purchase, CSPnet.com, September 14, 2015. Based on study 

by Video Miining,  2014, commissioned by CPG and retai chains. 
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C-Store Market Baskets 

*Management Science Associates Market Basket Analysis, Feb. 2016  27 

People tend to buy a 

newspaper when 

they buy a lottery 

ticket, according to 

MSA data.  

 

“If you want to sell 

more newspapers, 

put it near the lottery 

machine.” * 
 

Lower Gas Prices = Buying Up 

• cigarette brands  

• higher octane gas 

• increased wine, beer, cold 

vault/energy drinks 

 

 

Chocolate – highest frequency 

purchase with another 

product.  

 

Newspapers rank #4 on the purchase list for tobacco product consumers. 



 
Year over year, the 
total time spent in 
the c-store rose 6%.  
 
 
The c-store retailer 
has less than 3 
minutes to trigger a 
purchase. 
 
 

C-Store Shopper Impact (CSI), VideoMining Study, 2014 28 

Day-part 
Percentage of 

c-store buyers 
Units sold Total store basket 

Breakfast  28% 1.6 $6.47 

Lunch 20% 1.6 $6.69 

After work 10% 1.7 $7.21 

Late evening 9% 1.8 $7.79 



C-Store Shopper Impact (CSI), VideoMining Study, 2014 
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85% of fuel customers pay at 

the pump and leave. 

 

“As an industry, how do we 

leverage that customer who 

is standing at the counter to 

pay?”  
 

■ “We use 10-inch advertising screens 
at some stores. “  

       —Gwen Forman, SVP, Marketing, 
Cumberland  Farms 

 

71% of gas customers 

entering the store to pay leave 

without making an additional  

purchase. 

 



2017  Highlights 
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Millennials 

•42% of c-store buyers  

•40% driven by snack foods 

Gender 

•Males dominate c-store volume 

•Females spend $.08 more than men per trip 

•Females more likely to purchase high margin items, cookies, 
candy & crackers 

Fuel 

•Pump to store conversion +2% 



Partnerships 
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I'm looking for big, 

innovative ideas… 

 

They fetch dollars. If you 

want to email someone 

for their "time" - try to 

think about their 

business, do some 

homework, and lead 

with a BIG idea. 

Dunkin Donuts Regional Franchise Owner 



Reader Journey  
Strangers to Influencers  

 

In-store POS 

Digital POS 

Events 

Samples 

Blogs 

Social media 
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Strangers Prospects Leads Customers Influencers 

Purchase 

React to 

Promotions  

Open Emails 

Respond to Ads 

  

 

Refer  

Increase Buying 

Frequency 

Price Increases 

Influence 

 

 

 

Attract                      Convert                Close                    Delight 
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Digital Screen 

Display Racks 



Collaboration Drives Sales 

34 

Retailer Needs & Wants 

• Discounts to build margin 

• Expenses off their balance sheet 

• More store traffic 

 

Partnership Agreement 

Accepting coffee cups, the retailer  

agrees to display and promote the 

newspaper for a minimum # of wks.  



Omnichannel Shopping 

*Internet Retailer, 2016 Research Report 35 

Is your newspaper available on the digital storefront? 

Online sales of fast-moving consumer goods (FMCG)  grew by 15% from 

June 2015-June 2016.  Accounts for 4.4% of the market—or $48 billion.  

 

By 2025, research projects grocery e-commerce will grow to 9% of the 

market and be worth $150 billion worldwide.* 



Partnership Promotions 
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Promotions Refused 

37 



Build Your 
Capabilities 

In the mind of 

a store owner, 

the circulation 

rep is the 

publisher, 

editor, favorite 

columnist, 

despised 

columnist and 

delivery boy.  

38 

Success involves 

positioning field 

representatives as 

trusted advisors to their 

retail account contacts 

so they can meet quotas 

and achieve goals.   



5 Rules for Good Companies 

 

■ Everyone has a good sense of the decisions and actions for 
which he or she is responsible. 

 

■ Important information about the competitive environment 
gets to the home base quickly. 

 

■ Decisions are rarely second-guessed. 

 

■ Information flows freely across organizational boundaries. 

 

■ Field and line employees have the information they need to 
understand the bottom-line impact of their day-to-day choices. 

 

 

 

 

 

 

 

Forbes Magazine 39 



Does Your Staff? 
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Read your content each day?  

 

Have an “elevator pitch” 

about their product?  

 

Have confidence in their 

relationship-building, 

customer service and sales 

skills? 
 

 



Building Your Personal Brand 

 First Impressions- How you 

look, act & speak 

 Active Listening Skills 

 Building Trust & Credibility 

 Personality Styles I Should 

Know 

 Negotiating 

 Persuading 

 Body Language 

 Telephone Body Language 

 Getting to Yes 

 Closing the Sale 

 Launching the Promotion 

 

 

 

* Alex Todorov, Psychologist, Princeton University, Princeton Neuroscience Institute 
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“In one tenth of a second, people decide whether or not you are 

trustworthy.  People respond to faces so rapidly that our reasoning minds 

may not have time to influence the reaction.”* 



Equipping the Rep 
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• Complete and organized information 

• Customized proposals  

• Negotiate with meaningful value propositions 



Who, What, Where 
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PROMOTION 
CONSIDERATIONS 

44 



Assets to Put 
in Play 

 

■ Your current customers 

■ Staff - Field reps, Customer Service 
Reps -  shift the culture from 
operational to marketing 

■ Websites 

■ Blogs 

■ Social media 

■ Emails to non-subscribers 

■ Radio 

■ In-store announcements 

■ In-paper ads 

■ In-store POS 

■ Free standing inserts  

■ Events 

■ Sampling on the street 
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Promotion Effectiveness 

   
Retailer 

   

– Meeting to discuss 

– Opportunity 

– Partnership 

proposal 

– Promotion details 

– Pictures of other 

stores 

– Testimonials 

 

Consumer 
End-user 

■ Radio 

■ Social media 

■ Emails 

■ Digital ads 

■ In-store 
announcements 

■ In-store POS 

■ In-paper ads 
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Staff  

  Front Line  

• Contractors 

• Customer 
Service 

• Billing 
 

External Dependencies 



Promotion Post-mortem 

Staff & Retailers 

■ Was the 

communication  

delivered at the right 

time?  

■ Was everyone aware 

of the promotion?  

■ Were deliveries be on 

time? 

 

Consumers 

■ Were the ads placed 
at the best time? 

■ What promotion 
channel and what 
time was most 
effective?  

■ Did the ads have an 
effect on sales? 

 

47 



 RESOURCE MATERIALS 
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Convenience Store Products 

 

Supermarket News 

 

Shopper Marketing 

 

Path to Purchase 

 

*Charts on pgs. 17-22 are from the 2014 study, conducted in collaboration with several 

CPG vendors, included eight of the c-store channel’s largest chains, representing more 

than 400 participating stores across the country, and encapsulated approximately 1.5 

million shopping trips. 

 A certain percentage of stores were outfitted with ceiling-mounted video sensors to track 

customers’ movement in the stores, while proprietary video-analysis software processed 

millions of hours of c-store shopping trips. The data was then cross-referenced with POS 

data to reveal insights about the average c-store shopping trip by day-part, category and 

location within the store.  

VideoMining also conducted exit interviews with more than 1,000 customers. 

menasha.com 

Progressive Grocer 

 

http://www.cspnet.com/industry-news-analysis
http://supermarketnews.com/
http://shoppermarketingmag.com/home/
https://p2pi.org/about
http://www.progressivegrocer.com/
http://www.progressivegrocer.com/


Thank You! 

Ginny Lyon 

ginnylyon585@gmail.com 

(609) 865-7656 
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