
Keeping it localp g
with store-generated content and social media
Richard Weaver, Ecommerce Director, Majestic Winej
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IntroductionIntroduction
Who are Majestic?

• UK’s leading retail wine specialistg p
• 172 stores
• 800+ full time staff
• Turnover £257.3m, profit £20.3m

• Points-of-difference
• Minimum purchase: 6 bottles in-store, 12 for delivery
• Specialist expertise but still friendly
• Competitive pricing on well-known names plus many more 

interesting exclusive wines
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Why local marketing online?Why local marketing online?

• Our staff are up to the jobp j

• Internal demand

• Emphasise key point-of-difference vs. pure play competitors

• Engagement as a goal
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The processThe process

1. Feedback from store staff

2. Refine into web-enabled ideas with the web team

3. Iterate

Internal buy-in from the start
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What we didWhat we did
Store web pages

1. News from the store
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What we didWhat we did
Personalisation and email
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What we didWhat we did
Twitter

1. News from the store

2. Forthcoming events

3. Tasting counter

4. Meet the Team

5. Personalisation

6. Twitter
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What we’ve learnedWhat we’ve learned
Cultural change is gradual

• Need internal heroes and influencers to inspirep

• Highlight best practice

• Encourage the whole team

• Non-negotiables

• Incentives

• Formalise training
15



16



What we’ve learnedWhat we’ve learned
The importance of tooling

• Built on top of existing web interfacep g

• Keep it simple – nothing more than necessary

• Make it every day, don’t get in the way
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What we’ve learnedWhat we’ve learned
What would we have done differently?

• Don’t launch in November

• Get retail management on board
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Has it worked?Has it worked?
Some stats

• Store page views up 35% year on yearp g p y y

• Time on page doubled year on year to over 2 minutes on average

• Most active stores = most viewed, longest viewed
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