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Meet the Team

Khushi Bansal

Senior Analyst, 2nd Year

Vivian Dai

Junior Analyst, 1st Year

Yee Hong Pua

Junior Analyst, 1st Year

Ayda Sow JadenYi Hansa Sreemanthula

Team Lead, 3rd Year Junior Analyst, 2nd Year Junior Analyst, 1st Year
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About tinvGrocer

Tiny Grocer is a local food market passionate in
delivering craft products from talented producers.

In addition to valuing sustainability and ethical
production, Tiny Grocer also values and takes on
the responsibility of building a strong_community.
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Objectives

Project Objective

Develop a website strategy plan to further
improve customer engagement, increase
retention rate, and grow sales while introducing
new and current customers to Tiny Grocer’s
website and online ordering.

Objectives of Research

We want to find out how current customers
value Tiny Grocer, interact with the website, and
their opinions of delivery. With this information,

we can then understand how to approach
creating a website strategy that suits the
customers' needs.



Primary
Research
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Customers Surveyed

Website

Surveying website vistors gathers info
of customers that view the website
regularly. What do they currently use
the website for? How often are current

website vistors visting?

Social Media

With collecting surveys from our social
media followers, we can see if the
people that follow our social media also

visit our website and how often then visit.

This way we can testify if social media
truly helps our website gain traffic or if
this channel needs more help.

In Store

Lots of customers come in store are
tourists, but how many in store visitors
have actually visited the website? Steph

has also wanted to target in store
customer and find ways for them to visit
the website.




75.2%

of respondents use
delivery pickup on a
monthly basis

57.5%

of respondents have
considered trying
delivery or pick up for
groceries but have not
tried them

e Many survey respondents that have
not used delivery value the in-store
experience and the process of
physically_shopping.

e Of the 12 people from the survey who
have considered using delivery
services, good customer service was
the most important (5/12 responses)
and convenient delivery hours was
the least important (5/12).




Most people said their favorite
thing about Tiny Grocer is:

Deli

Selection of Local Products ("curated” and "unique™)

The Tiny Grocer Culture and Vibes



TINYGrocer

Online Presence

e 60% of the constructive comments that
5 8 % mention website request more product
information (photos, details, deli,
delivery, etc)

42.9%

f ] / o //% of survey respondents
of respondents actually of survey respondents - 4 , ,
Tt T el Jistt the TG website < order using mobile phone

----

(1+x per month) once every 3 months g over desktop.



Secondary
Research
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Industry

¥

Growth Grocery Trends Retail Media
Expected to grow at a rate of 3% "The Food-at-Home" trend Focused on Collecting Customer
compounded annually. Estimated to Deli Grab and Go and CPG data |
reach 14.789 trillion by 2030. Premium food = growth engine E-pelie] Networss e Euie

Revenue Streams
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Instagram Tiktok Other
e Product posts e Corny grocery jokes o | ow facebook & other
e Tiny Hour e Low engagement social media presence

e ShoppingWithSteph e No sales/ coupons
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Variety

e Pantry

e Produce

e Frozen

e Beer/Wine
e Body

o Deli

Products

Price

e Mid-premium price
range
e Competitive pricing
o Vendor items:

$0.10- $5.00
upcharge

Details

e Delivery
o Pick-up
e Sourced locally,
domestically, &
internationally

“Upscale neighbourhood market, boutique, food store, and deli with a great selection of

gourmet and unique snacks, ingredients, coffees, and prepared foods."”




Focus on
artisanal goods
Strong sense of

community
stable presence
and brand image
on social media -
Shopping with
Steph

e Online ordering
e Website labeling,
leads to
confusion from
customers
e Social media has
room to grow
higher rate of
exposure

Long term plan
of opening one
new store per
two years
Expanding
online ordering
system and
accessibility

e | arger grocery
stores such as
Whole Foods,
Trader Joes,
Target, Aldi

J Farmers’
markets, more

local and
artisanal

e Smaller stores
such as Thrive

Marketplace and
Foxtrot
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Competitors

Local/Small

. g

Royal Blue Grocery (Has a Deli)

RiverCity Market
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Product

Details

e Provide more details about a product
o Descriptions

o |mages

o Local Tag/ link to product’s brand

o Allergies

o Nutritional Facts
e Include a link to view nearby stores
o Delete "Free Local Pickup”

Central Market Whey
Natural Vanilla Flavor
Protein Powder

—

W'h. Y
Pratamn
Poweder

$22.99 1

B e Y

Roll gver Enage 1o 3e0im in

Product description

Gt Whaey Mare Protein in Your Diet. You don't absays have ta cook up some meat on the grill to get your
protein fix. With Central Market Vanilla Whey Protein Powder, your progein can come in the form of a thick,
delicious, Trothy and wanily dmoothie. Our povwder i$ gusrsnbesd 10 be [rom oows nesir groen oA
precombinant Bevine Growth Hormaned), Doubde verified 1o be gluten Frie Shd Gomtain fo rtifiial s
ar colors, its a delicious way to get a protein pacied meal of snack at breakfast o amytimse throughaut the
diry! Also available in Organic 50y in our Healthy Living Departmant

Preparation instructions

Add one scoop included in can) of powder to & cunces of milk, juice, yogurt, pudding, or favarite
Birvesage. Thoreughly thake or blend the product 16 ermune it 5 well dapersed,

Ingredients

(ther Ingredients: Natural Vandla Flor, Xanthan Gum, Stevia Extract, Soy Lecithin

Safety wamning
Store powder at room temperature, not exceeding TPF. This product i not intended to diagnose, tread,
cure of prévent any disease. Keep out of reach af children Containe: milk, soy

$22.99
=

Add te lisg

View nearky stones

Mutrition Facts
* Whey Natural Vanilla
Flavor Protein Powder

about 18 Serving Per Container
Serving Size 1 Scoop (21g)

Amaunt Per Saving

Calories 80

% Dally Value*
Tednl Fat .50 L
Cholesterl 20ma ™
Saacham B5MO %
Paotasslum 180mg Fa
Tetal Carbohysdrate g T

Total Sugars O

Protein 189 L
Calcium S0mg ™

Wihary Protein solate 15.8g

L-Ghsamine T5mg
Wihery Frotein Conoentrate 4g

@ Free Lecal Pickup

Quantity

TINYGGrocer

Add to cart
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Curate Community Content to

Tiny Grocer Community

Jrive

-ngagement

Staff Picks
e Introduction to Tiny Grocer staff

e Spotlight new/local products

Recipes and Blogs
e Bundle ingredients for meals
e "Steph's Corner” or weekly recaps

Calendar

e Organize community events
e Highlight customer visits
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Staff Picks

1. Our Story

a. Highlight TG journey

b. Photos, videos, and anecdotes
2. Meet TG

a. Staff profiles

b. Video interviews

c. Staff can write recipes, blogs,
favorite picks

3. Staff Picks

a. Each staff member spotlights
favorite picks

b. Recurring updates: "what's new
in store”

MEET 'ﬁ/:’/ TEAM Rimberio Co.

TINY BRAND PICKS

Cluudiq Alves Juliana Silva Chid_i Eze



OATMEAL WAFFLES OR PANCAKES
 comNUMTY PIcE

q'_ﬁ RECIPE BY STEPH
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| HADE THIS

DIRECTIONS INGREDIENTS

Recipes
e Link ingredients individually or in
customized baskets
e "Order now, make it at home!"
e Questions, comments, replies
e Customer photos and reviews

Blog: Steph's Corner
e Short weekly posts mirroring
"Shopping with Steph”
o Healthy eating o Meal planning
o LLocal picks o Sustainability



1. Tiny Hour
a. Tasting events for local

& April 2023
oroducts and vendors - n
2. Vendor Meet & Greets
a. Invite local vendors to : 9

Vendor Meet & Greet

showcase their samples
and products
3. Seasonal Sales
a. Advertise holiday,
, and delicatessen i

Vendor Meet & Greet

24 25
Vendor Meet & Greet

seasona
sales and promotions
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More Content

r——— g | e Top Banner

mmmmm v -~ o Add photo slideshow

o Include delil

o Video banner capturing community

events, products, deli, etc

\1\"!%‘0,( 8 _ e Testimonials

A EE A o Incorporate founding stories/ videos

o Include photos of community
gathering events with quotes

Tiny Delicatessen About Us

:Jf “mpr‘r‘n
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e Big part of what makes Tiny Grocer special
o showcase more of deli

o repurpose part of the home page and dedicate to deli section

WE CARRY OVER 3,000 HAND-SELECTED EVERY DAY
FOOD & SPECIALTY ITEM3

BREAKFAST

HOT N
READY

TTTTT

DRINKS

Community Shop All

TINY DELICATESSEN
Categories

GRAB N GO

K SWEETS




to Note




e Adding "Home” button on menu (potentially e Minimize or delete the category buttons

more: Community Tab / Staff Picks) on home page
e Better utilize the banner to also display the e Moblie optimization for the home page is
in store and deli experience needed

e Highlight deli by condensing the category
buttons to “grocery” and “deli”
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Potential

Promotions
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e Use this phrase to continue launching delivery to others on website/social media
e Expresses the convienience of the deli and the products in store

Trial Packages
e A set package of items that easy to package and prepare for pick up to get people to try out the
service first
e Packages can be taken from recipes/blogs or can follow a theme (ex: pasta night, picnic, etc.)
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Tiny Coupons / Tiny Deals

e Website exclusive deals that are found on the website (can be found in the
events calendar)

e These deals can be promoted on social media for first few promotions but
eventually, the goal is for your customers to go to the website and keep
updated with the website on their own

e Start these promotions after wesbite edits are complete!
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You

>

‘/jl-
e A EEEEEEE EEFEE F FE E T T T T T E E




