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BRAND

LOCATION & OFFERINGS
118 West 17th Street, New York City
www.angelthriftshop.org(e-Commerce unavailable)
Å Apparel ςWomen & Men 
Å House-wares 
Å Home Furnishings

CONSUMER PROFILE
Demographics
Å Women and men, ages between 18 ς35
Å High school educated and beyond
Å Students; young and seasoned professionals
Å Single; married; with or without children 
Å Ethnicity varies widely
Å $27 -55K
Psychographics
ÅEnvironmentally and socially conscience, actively 
recycles
ÅConservative spender
ÅGratified by purchasing quality merchandise at a low

price
ÅValues quality 
ÅBrand conscience
ÅSavvy shopper - ŘƻŜǎƴΩǘ ƳƛƴŘ ǎǇŜƴŘƛƴƎ ǘƛƳŜ ǘƻ ŦƛƴŘ ǘƘŜ

ultimate fashion piece or home item

Lifestyle
Å Shops at brand stores, in-store and online
Å Attends social events, museums, street fairs
Å Seeks good/unique finds
Å Appreciates the arts and vintage 
Å Enjoys traveling
Å Reads fashion, news, travel, and art publications
Å Volunteering or is interested in supporting a good cause

Geographic
Å Resides in or works in the five boroughs of New York

BRAND IDENTITY
Boutique style thrift shop offering designer used goods for brand, price, and socially conscious consumers

http://www.angelthriftshop.org


SITUATION ANAYLSIS

PRODUCT
Å Apparel ςWomen & Men 
Å House-wares 
Å Home Furnishings

COMPETITION

HousingWorks

Å 7 stores in NYC

Å E-Commerce

Å 5ŜǎƛƎƴŜǊ ǿƻƳŜƴΩǎ ŀƴŘ ƳŜƴΩǎ ŀǇǇŀǊŜƭ ŀƴŘ 
accessories, furniture, house wares, art

City Opera Thrift Shop

Å 1 store in NYC

Å 5ŜǎƛƎƴŜǊ ǿƻƳŜƴΩǎ ŀƴŘ ƳŜƴΩǎ ŀǇǇŀǊŜƭ ŀƴŘ 
accessories, furniture, house wares, art

Å wŜŎƻƎƴƛȊŜŘ ōȅ ±ƻƎǳŜ ŀǎ ǘƘŜ άƘƛƎƘŜǎǘ ǉǳŀƭƛǘȅ ǘƘǊƛŦǘ 
ǎƘƻǇ ƛƴ bŜǿ ¸ƻǊƪέ

DISTRIBUTION

Limited to in-store purchases

ENVIRONMENTAL FACTORS

Å Rise in neighborhood thrift shops

Å Local thrift shops expanding into e-Commerce

Å Increase in national vintage/thrift e-shops

OPPORTUNITIES

Å Dynamic website featuring latest merchandise

Å E-Commerce functionality

Å Online and off-line marketing strategies



MARKETING STRATEGY
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OBJECTIVES
LƴŎǊŜŀǎŜ ŎƻƴǎǳƳŜǊ ǘǊŀŦŦƛŎ ŀƴŘ ƭƻȅŀƭǘȅ ǘƻ !ƴƎŜƭ {ǘǊŜŜǘ ¢ƘǊƛŦǘ {ƘƻǇ ŀƴŘ ǘƻ ǘƘŜ ǎǘƻǊŜΩǎ ǿŜōǎƛǘŜ

GOALS
ÅBrand awareness
ÅIncrease Sales
ÅCustomer loyalty and preference 

KEY MESSAGE POINTS
ÅOne of a kind designer merchandise
ÅDesigner merchandise at an affordable price
ÅProceeds benefiting men and women of New York affected by HIV/Aids, 
substance abuse, and mental illness

KEY TACTICS
Website Redesign 
Intended Purpose
ÅE-Commerce capabilities
ÅPlatform for communicating a clear brand identity 
ÅPlatform for ongoing and interactive communication with consumers
ÅChannel for building customer database (i.e.: email addresses)
ÅSource of community and lifestyle information
ÅIncrease awareness of cause and volunteerism 

CALL TO ACTION
ÅVisit www.AngelThriftShop.org for details
ÅSign-up to be the first to hear about upcoming sales, events, and promotions



WEBSITE
E-COMMERCE
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E-COMMERCE

BEST IN CLASS

Housing Works

Å 7 New York based thrift 

stores

Å Website with E-commerce 

capabilities

Å Wide merchandise 

assortment - womenôs and 

menôs apparel and 

accessories, furniture, house 

wares, art 

Å Proceeds benefit program for 

homeless men, women, and 

children and those living with 

HIV/AIDS
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E-COMMERCE

METRICS ïMERCHANDISING

SEARCH/SHOP

e-tailing 

100 4Q 

2009

e-tailing 

100 4Q 

2008

Housing 

Works

Keyword Search 100% 100% Yes

Refine Results 90% 85% No

Landing Page Sorts 87% 77% Yes

Guided Navigation 74% 63% No

View All 53% 46% No

Advanced Search 18% 15% No

Merchandised Search 

Results Page 15% 24% No

Source: the e-tailing group 12th Annual Mystery Shopping Study, 

4Qô09 

Landing Page Sorts
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