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LUBA KORDUBA art director and creator for 
the Barnes & Noble campaign.

ALISHA SHAHZADA, strategist and copywriter 
for the Barnes & Noble campaign.

DON MULKEY, team leader for the Barnes & 
Noble campaign.
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brand history

Barnes & Noble originated in 1886 with a 
bookstore called Arthur Hinds & Company. In 
the fall of 1886, Gilbert Clifford Noble was hired 
to work there as a clerk. In 1917, Noble bought 
out Hinds and entered into a partnership with 
William Barnes.
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Barnes & Noble is a brick and mortar bookstore.  
They have a wide variety of books to cover many 
subject areas.  Other products include coffee, 
delicate foods, toys, accessories, & more books.

product snapshot
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direct competitors
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indirect competitors



8

S-trengths

W-eaknesses

• Highly successful in go to market    
strategy for products

• High level of customer satisfaction
• Great quality products
• Strong brand portfolio
• Well established

• Behind on innovation
• Product demand forecasting
• New technologies
• USP of marketing products
• Rent & other expensive running a brick & 

mortar store
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T-hreats

O-pportunities
• New customers from online
• New technology
• Growing e-sales by offering more digital 

content 
• Expanding globally
• Nook

• Increase in minimum wage to $15
• Seasonal products
• Changing people’s minds to purchase & 

come in to the store 
• Amazon with online books and kindle
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target audience

B&N shoppers are young, educated, and 
earn a higher middle class income. 51% are 
female and 49% are male shoppers and 
targets local demographics.  

psycho graphics 

People who love the smell and feel of books, 
love to read and relax in a comfortable 
place, young and old looking to learn more 
about a topic or just do some browsing.



11

challenges
• B&N has been losing a lot of business 

since around 2011
• They need a new proposition to convince 

customers to come back into stores.
• B&N needs to become a destination 

to experience something different 
to connect to the customers with an 
emotional impact. 
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solutions
• We want to bring the world to B&N 

so everyone can experience different 
cultures locally as well as internationally 
all in one place 

• Bring in local artists, vendors, 
restaurants, farmers etc to share their 
products with the customers.

• Starbucks would be removed from 
all locations to incorporate this new 
direction & have local coffee operators 
instead.

• The entire platform will be such a 
shareable experience that customers will 
no doubt want to share the experience 
with family and friends & will keep 
coming back for more.

• Barnes & Noble needs to think beyond 
just the books, people can get books 
anywhere these day, but an experience 
that is something no online only store 
can do.
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the sweet spot 
proposition

Barnes & Noble is and always will be the place 
to go to experience the local world and beyond.
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creative brief

Barnes & Noble needs to generate buzz on their 
new #B&NExperience, which focuses on a new 
in store experience focusing on local vendors 
and artists. Showcase that Barnes & Noble has 
always been ahead of the trends in providing 
unique experiences.

why are we 
advertising
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what are we selling
The new #B&NExperience. The experience 
features a new cafe of local and cultural foods 
as well as art work serving as a gallery, and 
local vendors selling cultural arts and crafts.

what do we want to 
accomplish

To bring in customers back into stores by 
showcasing the positive impact that interacting 
with books in person can have, as well as 
providing a new cultural experience.

with whom do we 
want to connect

They love to learn about new topics and 
are highly motivated and educated young 
individuals. They have good jobs have the latest 
tech gear and may feel too busy to go to the 
bookstore all the time.
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what do we want 
them to feel

We understand that they are busy individuals 
who love the convenience of E-books, however, 
we want to showcase how having a physical 
interaction with a book can create a larger 
impact and connection to the reader as well 
as the cultural impact of the local vendors 
integrated within the experience.

what do they like 
about us

They like the convenience of having so many 
books in one location from varying topics and 
subject matters. They enjoy the experience 
of the bookstore as well as the cafe located 
in every store. They like the comfort and 
convenience.
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What is the single 
most persuasive 

message
The only place where you can immerse in a world 
beyond the one you’re in.

the rollout plan

phase 1
Phase 1 focuses on strategies Barnes and Nobles 
will take to generate buzz prior to the grand 
opening of their new remodeled stores focusing 
on local vendors, foods, artists, and removing 
Starbucks from their cafes and utilizing the new 
hashtag.
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The social media campaign which focuses on the 
#B&NExperience hashtag to create buzz before 
the Grand Opening of the remodeled stores.

social media
“viral imagery”

Using traditional mediums such as print and 
commercial ads, Barnes and Nobles can create 
a countdown like experience to the unveiling of 
their new re-brand getting everyone excited for 
the new #B&NExperience.

print/commercial
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press kit
Send journalists & book influencers a press 
kit prior to the grand remodeled opening. The 
press kit will have a book and an accompanied 
food item. For example in one package could 
be a book such as “Tender is the Night” written 
by F. Scott Fitzgerald which is set in Paris. The 
book will be accompanied by French cheese 
such as Brie to showcase our new cafe which 
revolves around experiencing new cultures. 
Giving journalists a little taste of the new 
#B&NExperience coming to a local B&N across 
the country.
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phase 2
Phase 2 focuses on strategies Barnes and Nobles 
will take to showcase the new changes that they 
have made so customers can come it straight 
away. After generating buzz from phase 1, 
Phase 2 will keep consumers coming in.

For influencers house “tours” or apartment 
tours are very popular. On YouTube Barnes & 
Nobles can showcase their new store through 
a YouTube like tour. They can explain the new 
setup, cafe, gallery and how it comes together.

online ads
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Place billboards with artwork from local artists.  
The headline will read “An exclusive Gallery all 
times at B&N ” This will help get the word out 
about the new artwork B&N will display from 
local artists in their new store experience.

billboard

Local businesses whose foods/ cuisine will 
be integrated within Barnes and Nobles new 
cultural cafe can provide vouchers/ coupons for 
discounts to their existing customers to come 
visit the Barnes and Nobles location to redeem 
the coupon.

voucher
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phase 3
Phase 3 focuses on strategies Barnes and Nobles 
will take to bring the new experience to their 
more busy audience, but also to develop a 
presence in unexpected ways.

Create a mini library sanctuary in the middle of 
a busy city made of glass. Show how even in the 
middle of a chaotic busy environment one can 
have a #B&NExperience in a reading sanctuary 
with unique foods being served.

outdoor ambient

In many cities, there are charging hubs/ wifi 
stations like in NYC. These hubs can have short 
books in their e-book library so people can have 
a #B&NExperience while they wait for their 
phone to charge.

charging hubs
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Like a food truck, Barnes & Nobles can create 
a “Book Truck to bring the #B&NExperience all 
over town . The truck can offer not only books 
but also coffee’s, pastries, and snacks from 
local vendors.

book truck
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three-ad print campaign
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the radio script

THE PITCH
Announcer: What if I told you that you can 
experience the world and all its foods, arts, 
crafts, and culture somewhere nearby.  Always 
wanted to visit Africa or Paris? Now you can 
with the new Barnes & Noble Experience, visit 
any Barnes and Noble for more information.
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commercial
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