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Brand Introduction

The Corner Record Shop is one of the largest vintage music stores
in the greater Grand Rapids area. With a passion for quality audio and a
drive to spread the joy of music throughout the community, The Corner
Record Shop has been delighting West Michigan locals and visitors alike
for over 20 years.

Mission Values
To connect people, broaden
minds, and facilitate discovery
through the power of music as
a holistic sensory experience 

Freedom of expression
Diversity
Creativity
Community

Brand Personality

At The Corner Record Shop, we're quirky, vibrant,
and receptive. We thrive on an endless stream of
diverse ideas from our community, and find
inspiration by looking both to the past and around
us. We look to honor vintage musical traditions
while paving the way forward for a new generation
that enjoys many musical genres and formats.
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Empathy Map

An empathy map helps you to get to the root of your audience's needs,
wants, and problems. You may think you know what your customers are
looking for only to find out later that you were way off the mark. This is
why it's critical to conduct research and ask your prospects what they're
thinking and feeling as they make purchasing decisions.

The Corner Record Shop's primary audience consists of millennials in the
Grand Rapids, MI area who love music. Based on a mix of real quotes from
online review sites (including Yelp, Facebook, and Tripadvisor) and 
 educated guesswork, an empathy map was created for a fictional buyer
persona, Adam, who falls into this primary audience. By analyzing what
Adam says, does, thinks, and feels, The Corner Record Shop can gain a
better sense of their customers'  main concerns, and subsequently come
up with ways to counteract them.
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Customer Journey Map

To keep your customers coming back, it's important to provide them with
as smooth and consistent an experience as possible. Google's Stuart Hogg
says that experiencing the customer journey yourself can give you
valuable insight into the various communication touchpoints your
business provides (2018). Stepping back to take an outsider's perspective
is often especially helpful in identifying areas for improvement. 

The Corner Record Shop customer journey map takes elements of real
interactions I've had as a customer and spins them into a narrative that
uses Adam, the target buyer persona, as the main character. As Adam
progresses through the three main phases of the purchase funnel
(awareness, consideration, and decision), he interacts with The Corner
Record Shop brand in evolving ways. An analysis of these touchpoints and
what can be done to improve them follows. 



07



C O R N E R  R E C O R D  S H O P  •  W W W . T H E C O R N E R R E C O R D S H O P . C O M  •  B R A N D  S T R A T E G Y  D O C U M E N T  08

Customer Journey Analysis

The Corner Record Shop’s customer touchpoints in the decision stage are
very strong, refined, and personalized. Once prospects make a personal
connection with the brand, they deliver an excellent point-of-sale
experience and effectively build brand loyalty. Steve, the store owner,
goes to great lengths to connect with customers, gain their trust, and
make them feel special. A member of the staff is always quick to answer
the phone or email you back with the information you need. 

The in-store experience at The Corner Record Shop also makes customers
feel important. They have an unmatched inventory of music to offer, the
store atmosphere is very vintage and homey, they offer free stickers with
every purchase, and there is always an expert around to give you their
unbiased advice.

Because the in-store shopping process is so superb, The Corner Record
Shop has built quite a loyal base of local brand fans. As a result, they have
a ton of social proof to lend them credibility and help customers in the
consideration stage along their journey. The company receives rave
reviews on sites like Google, Yelp, and Tripadvisor. Similarly, they boast a
business rating of 4.9/5 stars on Facebook, where their followers do a
great job of advertising for them with photos of their vinyl purchases.
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However, The Corner Record Shop customer experience needs a lot of
work in the awareness stage, and even some in the consideration stage as
well. The company’s digital presence is lacking, and their calls to action
are often unclear and/or not urgent enough to influence new customers
to click. In fact, there isn’t a CTA on the homepage of their website at all.

Likewise, their contact page CTA says “get in touch,” which isn’t particularly
specific. While The Corner Record Shop does update their Facebook and
Instagram feeds with new items in stock, no such inventory list exists on
their website. In addition, the overall branding of their content across
platforms is weak and inconsistent.

A huge opportunity for The Corner Record Shop to grow lies in their
expertise in the realm of vintage music and audio equipment. They could
gain a lot more leads (and eventually customers) by starting a blog that
touches on relevant topics for music junkies. Their target audience would
likely find a lot of value in a PDF guide to choosing the right audio format,
a pricing sheet for used vintage music, or an article comparing different
turntable brands.

A second opportunity for The Corner Record Shop to help more prospects
in the awareness stage is to revamp their brand design. Their logo is
memorable, but a bolder color scheme and more consistent voice would
do a better job of grabbing visitors’ attention. Clearly defining a brand
purpose and including it across all messaging would also draw attention
and build trust and mindshare.



A final suggestion for The Corner Record Shop to improve their customer
journey is simply to connect their digital assets together. Just by adding
social media links to their website, they could boost their credibility
among their millennial target audience, who are avid users of social
networks.
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Brand Vision Architecture

People like to buy from people they relate to.

~ Andrea Stevens

Nowadays, it's not enough just to have a great product. Your brand has to
be able to connect to customers on a human level. This is why Andrea
Stevens stresses that it's essential to lead with purpose every single time
you communicate (2020).

 By simplifying The Corner Record Shop's purpose, audience, and market
insights into a Brand Vision Architecture (BVA) document, it will be easier  
for the brand to relate to customers through common values. It also
provides a single, overarching idea to unify brand communication and a
SMART goal to work towards through this idea.
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Communications Strategy

In today's digital age, consumers are more informed than ever. However,
this also means that they are aware of more product and service options
than ever before. Therefore, it's crucial as a business to anticipate any
concerns a prospect may have and address them in your digital
messaging. Show them how you can solve their problems better than
your competitors can from the beginning, and you'll always be a leg up.

For The Corner Record Shop's communications strategy, three main
barriers to purchase were identified among customers in the vintage
music industry. First was the equation of something vintage with
something junky. Second was the sea of sameness in the vintage music
shop category. Third was the preference of online shopping over the in-
store experience. A series of communications tactics and messages were
then created to help Corner Record Shop customers overcome these
barriers and feel comfortable to make a purchase. 
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Organic & Paid Content
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Landing Page & Welcome

Email

A concise, compelling landing page is absolutely necessary for bringing
leads into your business. Ayesha Renyard says that you can create one by
combining empathy for your audience, simple language, and social proof
(2020).

The follow-up email that leads receive after they sign up for your landing
page offer is just as important to get right. In many ways, this welcome
email serves as the first impression your brand will make on a prospect,
and there are countless studies out there that show how powerful first
impressions can be. 

Because The Corner Record Shop doesn't have an email newsletter, a
landing page was created as if they were to start one. It includes glowing
testimonials from Yelp reviewers, a quirky lead capture form that makes a
nod to The Beatles, and an intro video featuring a shop tour.

The subsequent welcome email reinforces the carefree, quirky, and
honest tone of The Corner Record Shop brand. By having the email come
directly from Steve, the store owner, it connects with new community
members on a personal level. It serves as the next logical touchpoint in a
lead's journey to becoming a customer. 
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Landing Page Video

Description

The Corner Record Shop landing page video will feature b-roll footage of
the extensive Grandville store, welcoming remarks from the owner, Steve
Williamson, and testimonials from community members.

The short video (around 90-120 seconds) will open with a sped-up tour of
the shop with oldies music playing in the background. Steve will talk
about the brand’s purpose, then commend the awesome community that
supports the Corner Record Shop and helps to keep vintage music alive in
West Michigan. One customer and one local musician will briefly mention
what the Corner Record Shop means to them and why they enjoy being a
part of the community. The video will then close with a call-to-action
from Steve to sign up for the email newsletter and join the community.

The purpose of the video is to give prospects an idea of the store
atmosphere and the value that being a part of the Corner Record
community provides. By including a store tour, testimonials, and a focus
on the brand purpose and customer benefits, this video takes a people-
centric approach and conveys empathy. Hopefully, this will inspire more
leads to sign up for the email newsletter and visit The Corner Record
Shop.
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Email #1: Repeat Customers

This email targets repeat customers who are happy with their purchases
and buying at the expected frequency. A newsletter is a great way to reach
these customers, keep them updated, and work to turn them into brand
loyalists. An introductory announcements section was included, along
with an offer to take content feedback and ideas to make readers feel like
their voice is valued by The Corner Record Shop. Next, by sharing new
items in stock, it might encourage repeat customers to buy even more
frequently if they see that an album they like is available in-store. Then,
the Playlist of the Week encourages community engagement and
enforces the brand’s core belief that music brings people together. Finally,
the last section was titled “Your Blog Post Picks” to personalize it and
hopefully build brand loyalty.
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Campaign Marketing Emails



Subject Line: Your Weekly Corner Record Update
Preview Text: New products in stock, blog post picks just for you, and more! �
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Email #2: Unhappy Customers

It can be difficult to know how to address customers who are unhappy
with your products or services, but the experts at Kayako suggest a simple
three-step process to use in your response: acknowledge, align, and
assure (2021). In this second email, these steps were used as a guide for
writing the copy. First, both the problem (that a used record of poor
quality was sold to the customer) and the resulting frustration were
acknowledged right away in the first paragraph. Second, alignment with
the customer was made, showing them empathy and letting them know
that their feelings were heard and justified. Third, the customer was
assured of the steps that would be taken to rectify the issue. Beyond the
three-step mitigation method offered by Kayako, the door was also
opened to further communication before signing off the email in an effort
to maintain a positive, open relationship with the unhappy customer.
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Subject Line: My Sincerest Apologies
Preview Text: :First-name:, I’m sorry about the poor experience you recently had. I’d
like to offer to make amends.



Email #3: Company Advocate

This final email is written with very happy customer advocates in mind.
These are the people who will go out of their way to tell their friends,
family, and social media connections about your business, and Kenda
Macdonald recommends helping them to do so by providing collateral for
them to get the word out (2017). Instead of explicitly asking for a review,
this email updates brand fans on a share-worthy event coming up for The
Corner Record Shop: a special 22-year anniversary concert. This event was
made up for the purpose of the exercise, but if it were real, it would
definitely create a buzz in the West Michigan community. In addition to
the event itself, offering free event t-shirts to brand advocates is a great
way to spread the word about the event while increasing brand
recognition and positive sentiment. This gesture would also make Corner
Record Shop superfans feel special, deepening their loyalty even further.
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The Corner

Record Shop

rules!! 
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Subject Line: Thanks for Being a Loyal Fan!
Preview Text: We feel so lucky to have you as part of our Corner Record
Community! Here’s a little something just to say thank you…
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Lead Magnet

Lead magnets, which are free incentives you give your audience in
exchange for an email address, are a great way to build value and start (or
strengthen) relationships with prospects.

In the organic and paid content section on page 17, an idea for a lead
magnet built around a PDF guide to buying vintage music was detailed.
The next few pages contain a fully realized version of another lead
magnet concept, a vinyl lover's playlist. It provides value for oldies music
lovers (aka ideal Corner Record Shop customers) because it's full of fun
facts about the artists, albums, and time periods in which the songs on
the playlist were released.

To preface this lead magnet, a blog post about the history of vinyl would
also be created as a way to drive downloads. It would discuss the early
days of vinyl, its rise and fall (and now resurgence) as an audio format,
and name a few (but not all) of the most popular artists of the vinyl era.
This would hopefully pique reader interest to listen to and learn about
some noteworthy songs released on vinyl, prompting them to enter their
email and get the playlist!

A sample Pinterest pin that could be used to promote the Vinyl Lover's
Playlist lead magnet is also included on page 41. 
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The following references were used to source the facts shared in this document:

Blabbermouth. (2021, February 9). Metallica has top 5 best-selling vinyl albums in U.S. this week.
https://www.blabbermouth.net/news/metallica-has-top-5-best-selling-vinyl-albums-in-u-s-this-week/

Caulfield, K. (2019, January 12). U.S. vinyl album sales grew 15% in 2018, led by the Beatles, Pink Floyd, David Bowie, &
Panic! at the Disco. Billboard. https://www.billboard.com/articles/columns/chart-beat/8493256/vinyl-album-sales-
growth-2018-beatles-david-bowie-pink-floyd

Closetbox. (n.d.) Top 10 vinyl albums of all time (and how to store them). https://www.closetbox.com/top-10-vinyl-
albums-of-all-time-and-how-to-store-them/

James (2019, June 10). The 10 most expensive vinyl records ever sold. hmv. https://www.hmv.com/music/the-10-most-
expensive-vinyl-records-ever-sold

McIntyre, M. (n.d.) The 20 best-selling albums of all time. Wealthy Gorilla. https://wealthygorilla.com/best-selling-
albums/

Raney, N. (2021, February 3). The 100 most expensive records ever sold on Discogs. Discogs Blog.
https://blog.discogs.com/en/discogs-top-100-most-expensive-records/ 

Regan, J. (2020, November 10). 40 vinyl records worth a fortune today. Finance 101.
https://www.finance101.com/valuable-vinyl-records/

Richards, W. (2021, March 25). Queen's 'Bohemian Rhapsody' becomes first 'diamond' single for a UK band. NME.
https://www.nme.com/news/music/queens-bohemian-rhapsody-becomes-first-diamond-single-for-a-uk-band-
2907946 

Runtagh, J. (2017, February 3). Fleetwood Mac's 'Rumours': 10 things you didn't know. Rolling Stone.
https://www.rollingstone.com/feature/fleetwood-macs-rumours-10-things-you-didnt-know-121876/

Tannenbaum, R. (2016, November 8). 'Led Zeppelin IV': How band struck back at critics with 1971 masterpiece. Rolling
Stone. https://www.rollingstone.com/feature/led-zeppelin-iv-how-band-struck-back-at-critics-with-1971-masterpiece-
126755/

Thompson, A. (2019, June 27). The 35 best-selling albums in American history. Mental Floss.
https://www.mentalfloss.com/article/62536/20-best-selling-albums-history

Times Union. (2013, June 17). LPs turn 65: Top-selling vinyl records of all time.
https://www.timesunion.com/entertainment/article/LPs-turn-65-Top-selling-vinyl-records-of-all-time-
4605208.php#taboola-1

https://www.blabbermouth.net/news/metallica-has-top-5-best-selling-vinyl-albums-in-u-s-this-week/
https://www.billboard.com/articles/columns/chart-beat/8493256/vinyl-album-sales-growth-2018-beatles-david-bowie-pink-floyd
https://www.closetbox.com/top-10-vinyl-albums-of-all-time-and-how-to-store-them/
https://www.hmv.com/music/the-10-most-expensive-vinyl-records-ever-sold
https://wealthygorilla.com/best-selling-albums/
https://blog.discogs.com/en/discogs-top-100-most-expensive-records/
https://www.finance101.com/valuable-vinyl-records/
https://www.nme.com/news/music/queens-bohemian-rhapsody-becomes-first-diamond-single-for-a-uk-band-2907946
https://www.nme.com/news/music/queens-bohemian-rhapsody-becomes-first-diamond-single-for-a-uk-band-2907946
https://www.rollingstone.com/feature/fleetwood-macs-rumours-10-things-you-didnt-know-121876/
https://www.rollingstone.com/feature/led-zeppelin-iv-how-band-struck-back-at-critics-with-1971-masterpiece-126755/
https://www.mentalfloss.com/article/62536/20-best-selling-albums-history
https://www.timesunion.com/entertainment/article/LPs-turn-65-Top-selling-vinyl-records-of-all-time-4605208.php#taboola-1
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Loyalty programs, including points systems, punch cards, or VIP services,
can help you generate buzz among your customers, converting them
from passive buyers into brand activists. A well-designed loyalty strategy
will not only increase word-of-mouth advocacy, but give your business
protection against price competition in your industry.

An ideal loyalty program for The Corner Record Shop would be a
partnership with local Grand Rapids brewery Founders to host monthly
Beer and Vinyl Nights. Using a punch card system, customers would
receive a free drink to be redeemed at Founders with the purchase of 10
items at The Corner Record Shop. Underage patrons could claim a
nonalcoholic beverage to ensure their ability to participate as well.
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Loyalty Strategy

Example punch card for Beer and Vinyl Night 



During the monthly events, customers would have the opportunity to
bring in their favorite albums on vinyl and sign up for slots to play them
on a turntable in the bar. This would encourage Corner Record Shop
customers to visit Founders and vice versa, developing a strong business
relationship between the brands.

To promote the punch card program, both The Corner Record Shop and
Founders Brewing could share UGC from the Beer and Vinyl Night events
on their social media feeds using the branded hashtag #BeerxVinylNight.
The Corner Record Shop might also consider including  QR code sheets
with purchases that punch card users make. When scanned, the code
would take them to a form to sign up to play their favorite album during
the next Beer and Vinyl Night.
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X



When it comes to brand communications, clarity is the ultimate key.
That's why having a unifying brand strategy document can work wonders
for your business. When messaging is consistent, purpose-driven, and
human-centric, the flow of prospects to leads to customers to loyalists
becomes easy. With the guidance of this document, it is the hope that
The Corner Record Shop can streamline their own digital content so that it
provides value and a positive experience for anyone who crosses paths
with the brand. 
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Conclusion & References
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