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INTRODUCTION

I have created this client book
'over my own small business,
Railside Vintage. l\/t_y'.-..-:'kBus'_iness -
__.-wés in the starting phases
‘when ['started putting this .
-book together and it very
much needed new advertlsmg
strategles and styles I wanted.\,

-“;'t\

| to rebrand and create an

image that resonated with the
purpose and strengths of

‘Railside Vintage in order to

~ connect with the. local
_.audlence _ o i

[ used the skills I've learned -
throughout the semester from
my Creative Strategy course 't'o'_'
implement some techniques
and create different forms of
advertisements. Most of these -
had not yet been utlllzed by
‘the busmess

'The purpose of this client
book is to elevate Railside’s

~current advertlsmg strategies

~and help the business scale to
‘its potential.



CLIENT RESEARCH

Railside Vintage is a small business created in Fayetteville,
Arkansas. I':l"hey are a group of individuals who each ‘
specialize in various aspects of art/fashion. This business
“hosts pop-up events at other businesses in the area to sell
-1tems curated or created by each artist. This mvolves vintage
clothes; vinyl records, handmade_ goods etc. -

This company was founded by Micah Sam in March of
2023. He created this business as an outlet for artists who
' needed a marketplace to sell their work. Smce launch '
‘Railside has hosted monthly events.in the local area. Each of
these events has featured local artists who were able to sell
the1r creations. '

<« The advertlsmg for thls business is not nearly reachmg its

potentlal Although social media is likely their most effective
- outlet; Railside has not yet branched out to other forms that

_ rriay drive more peoplefo events. The vintage clothing side
of the business is curre_ritly being advertised much more than
the other aspect, leaving the audience in the dark. Railside
will need more consistency and creativity to be effective.
Railside is currently a local company that only sells to local
people. This business is not selling online, so all sales '
happen at local events. Artists that take part in bu11d1r1g the
brand are all from around the Fayetteville area and were
contacted through local recogmtlon

The busmess model for thls company is dlfferent than a lot
of other reta11 sellers. Railside sets up their own events as a
mobile business. The location of each market is typlcally at a
dlfferent place each time.




RAILSIDE VINTAGE SWAT

5‘7’286167145‘

. Ra1151de sells desired products Vlntage clothmg and art | is a blg market rlght now
« Positive customer feedback due to competitive pricing and variety. . '
. Offerlng many one of a kind or rare products 1nclud1ng clothes and art

WEAKNESS'ES

Relatlvely new to the market. Not very well known yet.

No physmaﬂocatlon Sales’ rely on the turnout for speaﬁc events.

Lack of advertising currently L

Low budge_t o g R : i

» The emerging market as vintage clothing is skyrocketing.in-popularity.
« Selling in a college town is a big advantage for the target market.

« Collaborating with other businesses provides mutual benefit. Pop-up markets
bring in traffic while businesses can provide the venue. '

THREATS

With growing popularity, there’s growing competition.

Consistently having to look for new venues.

Selling trendy products so they’re going to have to keep up w1th trends.
Somie people outside of the community do not understand the value of
secondhand clothing so it may draw a negative attitude from certain

demographics.




DEMGCvRAPHlCS‘

. 20 Years old
. Barista
o Fayetteville, AR

i e o HOBRIES
i Gwen is currently studymg Apparel } % e Gomg out with frlends _
I'Merchandlsmg at the U of A. She has o Llstenmg to music

lived in Fayetteville her whole life and

has watched the city grow. She is
involved in gfeek life and is very
extroverted. She works in Fayetteville

- as a barista and cd_nsiders herself to be .

trendy and fashionable. Gwen spends a BUYMI& “48'75‘

lot of time on social media where she

~« Watching movies i
« Attending Razorback
sporting events -

frequently postslbut-fit pictures and day . ShOPS for fun
in the life content. - Environmentally conscious
' « Supports local '

¥ Shops with friends

CUSTOMER PERSONA
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VECTOR LOGO

T assembled this logo and vectorized it so that Railside would have a logo that
' they can blow up and put on any size advertisement with different color
variations. This logo was made using Adobe Photoshop and Adobe Illustrator

to fit the ovex?alf collage style and colorful branding of the rest of the company.

The logo represents the retro and creative nature of Railside Vintage.
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NEED/SELLING STATEMENTS
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INDEPENDENCE.

Choose your own trend, from a speczal moment in time,”

: Shoppmg at a vintage clothing pop-up means that every plece is different. The
odds of peopl_e, you know owning the same_pl_ece of clothing or t-shirt design is

very slim.

—

ArFFlLlAT?éN

Wear what you l®ve who you Iove or where you love.”

Most vintage clothmg is tied to a niche. It is common that people mak_e .
comments onwhat someone is -weari,ng if it's vintage because they can relaté to it

in some way. (Oftentimes a sports team, musician, destination etc)

| NoveLty:
“The mébil_e shop that adventures the city with you.”

Railside d%es pop-up events at different locations almost every time. So
everQshopping experience will be something new. Sometimes you're shopping at

AT ; coffee shop,.pa’f_k, special event etc.




SreaTEGIC AD IDEAS

-

Ra1131€le Vintage had a need for advertlsements that could be utlllzed in
multiple ways in order to reach thelr target market. Therefore, I
conceptualized three advertisements that each tackle a different approach and
eed. [ felt that genenc @lalm product feature, and unique selling proposition
were the best strategles to explore for this partlcular business.




GENERIC CLAIM
Need addressed: Nurturance

Ad Copy: Shop second hand to lend a helping hand”

In this ad, there will be a mix of different blue, green, and white coloréd garments forming the
shape of the Earth. Below this earth shaped bundle of clothes, there will be statistics on how
shopping second hand helps reduce waste. For example, “85% of all textiles end up in
landfills” and “It takes over 650 gallons of water to make a single cotton t shirt”. The
“ background will be a somber photo of a landflll covered in wasted clothes. Thls ad ‘appeals to-
‘people who want to help reduce waste and prote,c;tr the planet. It draws attention tothe
environmental benefits of buying viritéée/secondhand clothing. This ad is lookirrg to iri-‘gpire i
new habits amongst people who buy new clothes, especially if it’s often. ‘They may _decide they
want to do what they can to help a good cause associated with the brand.

PRODUCT FEATVRE

Need addressed lndependence

. Ad Copy “Give old art new life™

“In this ad; there will be a person standing with their back turned towards the viewer. They will
be observmg a piece of “art” whlch is really a vintage t shirt hanging inside of a fancy frame. It
will'be on a museum dlsplay where: you can see other pieces of art surrounding it. The person

- will appear 16 be observing the shirt which stands out the most in the middle of the frame. This
ad conveys.the product bemg sold as an important piece of art. This aids the idea that each
piece you buy from Railside is unique from each other. It appeals to people who want to wear '
something that isn’t mass produced and seems like something that will be admired.

VNIQUE SELLING PROPOSITION
Need addressed’ Novelty

Ad Copy: “The vintage shop that explores the city with you

In this ad,.a map will be shown of different interesting venues that Railside has popped up at.
Instead of having the actual names of the businesses, it will say things like “your new favorite
coffee éhop” or “the prettiest park you've never been to”. There will be subtle illustrations or
buildings/landmarks that are associated with Fayetteville. This ad presents an idea for a
shopping_experielnce':that is new to most people. This geared towards both locals, and people
new to town. The familiarity of landmarks will excite locals because it seemingly gives them an
excuse to .--Visit their favorite places and shop. For new student and residents, the shopping

experience offers the added benefit of showing them some of the best .places in Fayetteville.




visual communication &
@creativestrategy

Shopping and coffee, shopping and lunch, shopping and painting
shopping and... where should we go next? Come to a Railside Pop-up
for the perfect pair, every time.

ey

Retweet 11 Likes

Thls Tw1tter/X mock up was created to give an example of how Railside
thage can advertise on social medla I wrote a short story with little words in

order to rr&amtam the attention span of viewers while also expressing the -
message | wanted I mcluded an 1mage to palr w1th the story to help the reader




HEADLINES + TYPOGRAPHY
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B Less waste, MORS
B taste

FIND A COMMON THREAD

Leave the right kind
of mark on the world.

Chinchilla

fMoP SECOND MAND BECAUSE
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DESIGN BRIEF
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Railside Vintage is lacking customers within the1r target market, and not enough
people are educated on the adv_antages that shopping second hand has to offer.
Railside’s customer is a younger person who is environmentally conscious, interested -
in fashion, and enjoys the community interaction aspects of shopping locally. We will
meet the needs of people who want'to ethically and sustamably purchase clothesu
locally w1thout sacr1f1c1ng style or 1ﬁd1v1duallty

S'OLUTOOM/ OBJ'ECTOVE

« The goals of this job are to encourage the youth to explore this sustainable style '
of shoppmg, and visit Ra1151de events in’ order to explore the different styles they
provide.*

« We hope to achleve the goal of educating others, reducing textile waste and

"~ driving traffic to - -

« Railsideevents. =

. We want end users to begin looking into what the vintage clothmg mdustry has to
offer, and coming to Railside events for any local clothing shopping needs.

-+ We want them to feel the excitement of seeing clothes they like, as well as
confidence because: they think they 1l find clothes they en]oy and will purchase in
an ethical way.

 Nurturance/Novelty

. Adjectives that describe the approach include: sustamable stylish, mtrlgued and
aware. :

« To the customers these ad]ectlves mean they are shoppmg in an env1ronmental
way and : : N

« learning about an 1ssue they possibly didn’t know about while also satisfying the '
looks they like. -

« The visuals will convey this message by prov1d1ng graphics and statistics that are
shocking and concerning, whlle also expressing creativity and conveying relatable
and trendy styles.

. Mandatorles_?ar_t_d limitations

The creative team must include the company logo, slogan, and website/social media.
In order to fit a theme and make this recognizable as Railside Vintage, follow the
postmodernism style shown on the Railside moodboard. The visuals need to be

created but should reference recognizable ideas and depictions.




Current Stréteg_y Infon_rnation | New Strategy Information (“big idea”)

- Target Customer: Ages 18-25 ' Target Customer: Ages 15-35

Strategic Approach: Brand Image _' Strategic Approach: Generic Cléirn v

Customer Need( ) Addressed: - ﬁCustomer Need(s)
Independence ly G A o - Addressed:Nurturance/Novelty

CREATIVE STRATEGY STATEMENT

— - : R ———

We seek to make claims to our audlence to make them consider the
benetfits that come with shopping for v1ntage clothes."We aim to educate.
the younger age group of 15-35 about sustalnable fashion and how we '
can limit our negative impact on the environment while avoiding the
~ exploitation of laborers. In combination with presenting the diversity and
tastefulness of vintage clothing, we plan to fulfill the needs of the age
group to shop guilt free While providing desirable options. With the use "
of factual_;-"’"infprmation and visuals we expect to shed light on issues that
‘not everyone knows about, then provide them with the solution. With
this approach, our advertising will discuss the case for the second hand
clothlng 1ndustry and establish Rallslde Vintage as a reliable local curator.




LEss WASTE,
(VIORE TASTE

~ SHOP THE RAILSIDE COLLECTION
AT RAILSIDEVINTAGE.COM -
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This post card was made with Aa-obe 'Illusttatbr_,_‘,Aa'obe Photoshop, and Adobe
_ Lightroomfl‘t" includes an original photo taken during a photoshoot I
-orchestrated for the business. I used nghtroom to give the image a v1ntage feel
~ and edited the/overall quahty Usmg Photoshop, I added a ‘crumbled paper
texture to fit t?he“ftheme of the rest of the brand. Lastly, I used lllustrator to add

expresswe type and tum the 1mage into a prlnt ready post card
LTS e o




Micahsam postcard?.pdf 1 12/8/23 5:11 PM

LESS WASTE,
NORE TASTE

SHOP THE RAILSIDE COLLECTION
AT RAILSIDEVINTAGE.COM

PAYETTEVILLE, AR




MAGAZINE AD
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ThlS magazine ad was made with Adobe Illustrator Adobe Photoshop, and Adobe..__ -
Lightroom. It 1ncludes an orlgmal photo taken durmg a photoshoot I orchestrated o
- for the business. I used Lightroom to give the i image a vintage feel and edited the
overall quality. Usmg Photoshop, I added images from past Railside Vintage events.
I used downloadable assets to make it look hke this photos were taped onto the
larger image tc? add to the handmade feel of the brand. I used paper textures and
brushes to manipulate the layers and make it look like the edges of the page were
worn. Lastly T used Illustrator to add-a short story, logo, and other copy. | then *
contmued in Illustrator to turn the work into a prmt ready magazine advertlsement. :

Ao
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COME TO A RAILSIDE POP-UP FOR
THE PERFECT PAIR EVERY TIME.

AL IoE




R Metric Tons of
ATextile Waste %re Created Each Year
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- This poster was made with Adobe llustrator and Adobe Photoshop. I first took a
map into photoshop and began adding textile textures to make the map look hke it o
was made of clothes I used brushes to create a stltchlng effect around the o
contments to further add to this idea. Next, 1 layered my new map onto a circle
before inflating the image and adding shadows to create the illusion that the textiles
were covered a 3D model of the Earth. used more brushes to add shadows so that
the globe appgars to be floating. This was then put on a background I created by
- blending shades of orange and adding a graining effect. Lastly, [ finished the project
in lllustrator by adding copy that 1ncludes attention grabbing statistics in order to
appeal to the nurturance and generlc claim strategies previously dlscussed
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PROTECT SUMMARY

This client ét'rategy-bodk was put
together over the course of a
_semester for my creative strategy
class. I"c'hgse to use my own small’
business so that I could utilize what
1 was learmng and apply them in
the real world where I could
evaluate. the resulis. . e

'This brand was put together with a
post modern style in mind. I felt
that this style captured the artistic - X
and.casual. nature of the vintage '
clothing brand targetmgﬁ@_rpostly.
young}ey people who enjoy
expressi'\?fé fashion. |
_.Durmg the makmg of thls project, I
practiced advertlsmg
strategy/constructlon graphlc
design, copywriting, and |
photography. Much of this book has
been critiqued by my professor, as
well as my fellow’classmates. Over
the duration.of this book I made-
several revisiongs to each step with
“the input I recelved

The objective '_tp?-f the client book was .
to provide new:and effective ad =~
~ strategies to my small business. |
have created these examples and
tactics in order to aid in the growth
of Railside Vintage and accuratuly
represent the brand.

o




