


TIPS AND TRICKS

INTO THE SPOTLIGHT
WHAT DOES PROMOTING A MULTIBRAND STORE INVOLVE? WeAr ASKS RETAIL PR SPECIALISTS FROM DIFFERENT COUNTRIES.

Multibrand stores can be tricky to market. Artur Efremov, PR director of high-end retailer Aizel in Moscow, explains: “With monobrands it’s easy: you have the label’s guidelines and a showroom with press samples. A multibrand, on the contrary, is similar to a big flat-share, as Aizel’s owner Aisel Trudel likes to say – a place where dozens of labels co-exist, and you need to make sure to speak about all of them.” As well as publicizing individual labels, it is necessary to highlight a store’s vision and strategy, not only to the press but also directly to the end consumer: “Make sure to speak to your customers. Know where they go out, what they read and how they have fun – this will inform you on how to target your marketing and PR.”

Alexandra Iwan, owner at textschwester PR and press agency in Dusseldorf, disagrees: in her experience, multibrands are actually easier to work with than labels – if you know how. “Store PR is always slightly more targeted and mainly involves in-store events; you need to recognize and make the most of the genius loci”, she opines. But, once you’ve got the right event vibe, it can yield amazing coverage: “Take the Afew Sneaker Store: the press cover it like a pop star!” 

So, what sort of events are the most successful? “Our most important feature to maximize retail exposure is cross collaboration,” says Leroy Aznam, of the Ivy Lee agency. “For high-end retail store Tenue de Nimes, we organized a local collaboration with Converse. At the shop, consumers could watch pairs of Converse being transformed with a special dip-dye technique. This event attracted a long queue of denim and sneaker fans!” 

PR events can target various kinds of audiences: end consumers, the traditional fashion press and ‘prosumers’ that sit between these two worlds, aka influencers. Sometimes this means organizing different events. Iwan proposes “a three-step recipe for success: a local press event, an opening with plenty of added excitement and a blogger event that’s out of this world”. In other cases, one larger event can suffice: Nicola Antonelli, Web Project Manager at Luisa Via Roma, cites the biannual Florence4Ever event that attracts “a wide range of media, including bloggers and international influencers”.

[bookmark: _GoBack]What about digital marketing? Antonelli reveals her key tools: “SEO and SEM through Google and other search engines for specific countries, such as: Baidu for China, Naver for South Korea and Yandex for Russia; daily editorial content on social networks, mainly Facebook and Instagram; and display campaigns, geolocaliszed and customized for the specific user.” 






