Books-A-Million Advertising Strategy /
Creative Brief

1. Key Consumer Insights

e Reading is central to identity for Millennials and Gen Z; they seek experiences that reflect
their interests and values.

e Bookstores are viewed as welcoming, aesthetic “third places” for relaxing, browsing, and
taking a break from screens.

e Social communities like BookTok, BookTube, and Bookstagram strongly influence book
discovery and purchases.

e Consumers prefer curated recommendations and organized displays to simplify exploration
and discovery.

e Fandom culture (manga, anime, collectibles, pop culture merch) drives purchasing decisions.

e Physical books are valued for emotional and aesthetic reasons, including collecting and
personal expression.

e Shoppers enjoy bargain sections and “treasure-hunting” for unique finds.
e Many consumers prefer in-store, tactile browsing over online shopping.

e Brands that celebrate reading, creativity, fandom, and personal passion resonate most with
this audience.

2. Advertising Problem

e Lack of brand distinctiveness: BAM is often seen as “just another bookstore” compared
to Barnes & Noble or Amazon.

e Strong competition from online retailers: Amazon dominates convenience and price,
challenging BAM’s appeal.

e Limited awareness among younger audiences: Millennials and Gen Z may not know
about BAM’s collectibles, fandom merchandise, bargain books, or in-store events.

o Perception of being outdated or uncool: BAM is less associated with trends and
boutique experiences.



e Under-leveraged experiential strengths: In-store events, bargain sections, and
collectible offerings are not consistently promoted.

e Need for cultural relevance: Marketing does not fully tap into social media trends,
fandoms, and online communities that drive discovery and engagement.

3. Key Consumer Benefit (Advertising Solution)

Books-A-Million offers more than just books—it provides an immersive, community-driven
experience where readers can discover stories, explore fandoms, shop collectibles, and connect
with like-minded people. BAM becomes a destination—a place to explore, relax, and find
something that sparks joy.

Consumer Payoff: “At Books-A-Million, I don’t just buy a book—I enter a world.”
Key Benefits:

o Discovery: Explore thousands of titles across genres, including trending BookTok
favorites.

e Community & Fandom: Support hobbies and fandom culture through merchandise,
manga, and in-store events.

o Emotional Satisfaction: Physical books and curated experiences provide comfort,
inspiration, and personal expression.

e Fun & Unique Shopping: Bargains, collectibles, and curated displays make shopping
exciting and rewarding.

4. Advertising Objective

Primary Goal:
To increase awareness, engagement, and foot traffic by positioning Books-A-Million as a
modern, vibrant, and community-centered bookstore that appeals to Millennials and Gen Z.

Specific Objectives:

e Increase in-store visits and online traffic by 10-15% within the next 12 months.

e Boost social media engagement (likes, shares, comments, and follows) among
Millennials and Gen Z by 25%.

o Shift brand perception from “just another bookstore” to “a fun, fandom-friendly,
immersive destination”.

o Encourage repeat visits and brand loyalty by highlighting unique offerings like
collectibles, manga, bargain books, and in-store experiences.

Measurable Outcomes:



e Track foot traffic and sales lift.
e Monitor social media metrics and engagement rates.
e Conduct brand perception surveys before and after the campaign.

5. Target Consumer
Persona Name: The Enthusiastic Explorer
Demographics:

e Age: 16-35 years old

e Gender: All

e Race/Ethnicity: Diverse

e Income: $25k—§$75k per year

e Education: High school to bachelor’s degree

Psychographics / Interests:

o Passionate about reading across multiple genres (fiction, fantasy, manga, thrillers, young
adult).

e Engages with fandoms, collectibles, and pop culture merchandise.

e Follows trends on BookTok, BookTube, and Bookstagram.

e Enjoys aesthetic and immersive experiences, both in-store and online.

e Values community, personal expression, and identity-driven experiences.

Behavioral Traits:
e Prefers in-store browsing over purely online shopping.
e Seeks curated recommendations and discovery experiences.
e Looks for bargains and collectible items.
o Wants an enjoyable, social, and interactive retail experience.
Consumer Insight:

This audience wants more than just books—they want a space to explore, express themselves,
and connect with like-minded readers and fans.

6. Competition
Primary Competitor: Barnes & Noble

Overview & Market Position:
Barnes & Noble is the largest retail bookstore chain in the U.S., with modern, boutique-style



stores featuring curated layouts and an upscale in-store experience. They hold strong brick-and-
mortar market share and have regained cultural relevance among Millennials and Gen Z by
prioritizing aesthetic, community-oriented shopping.

SWOT Summary:

e Strengths: Strong brand recognition; modern, appealing store layouts; curated book
selections and themed displays; café presence enhancing the “third place” experience.

o Weaknesses: Higher prices than BAM; limited pop-culture, manga, and collectible
merchandise; less focus on bargain books or “treasure-hunting” experiences.

e Opportunities: Physical book resurgence; community events.

e Threats: Amazon’s online dominance; independent bookstores offering unique, local
experiences.

Why They Are Successful:
Barnes & Noble has effectively combined a nostalgic yet modern brand feel with an elevated in-
store experience, appealing to younger readers seeking aesthetic and curated bookstore visits.

Opportunities for BAM:

o Leverage strengths in fandom culture, manga, collectibles, and bargain pricing.

e Position BAM as a more fun, eclectic, and community-focused bookstore.

o Differentiate by emphasizing discovery, community, and experiential shopping—areas
where competitors are weaker.

Other Competitors:

e Amazon: Dominates online book sales with convenience and fast shipping.
o Independent bookstores: Offer unique, local experiences and niche collections.

7. Support (Why This Strategy Will Work)

e Consumer trends show a resurgence in physical book sales, especially among Gen Z.

e BookTok has driven millions in sales and rewards stores that highlight trending titles.

e Studies show Millennials and Gen Z crave experiential retail—places where they can
connect socially or creatively.

e BAM’s existing strengths (manga, fandom merch, collectibles, bargain books) align
perfectly with youth culture and current reading trends.

o Competitors have proven that a refreshed brand identity and stronger community
presence can significantly increase foot traffic.

Therefore, emphasizing BAM as a fun, community-centric, discovery-based destination will
resonate deeply with modern readers.



