
CASE STUDY

Marketing a retail photo department in the digital age
Photodevelopmentandphoto-

finishingserviceshavehistori-
callybeenoneofWalgreensmost
profitabledepartments.With the
influxofdigitalcameras, at-home
photoprintingandadvances in
Internet technology,however,
consumersaredevelopingfewer
pictureseveryyear.Walgreens
has takenseveral initiatives tore-
mainrelevant, suchascreatinga
direct link fromitshomepageto
itsphotoprocessingsite,wphoto.
com,andpartneringwithSnap-
fishto increasephotoofferings to
itscustomers.

Students in theUniversityof
Tennessee’sCollegeofBusiness
Administration’s IntegratedMar-
ketingCommunicationsclass, a
senior-levelmarketingelective,
recentlyworkedwithWalgreens
to increasephotoprocessingsales
throughitsWebsiteandultimate-
ly increasestore traffic.

Companybackground:In 1901,
pharmacistCharlesR.Walgreen
Sr.openedthefirstWalgreens
drugstore inChicago.Today,Wal-
greensoperatesmorethan6,600
storesworldwideandplans to
have7,000storesopenbytheend
of2010.

Students:MichaelBarnett,
KevinCox, JessieShumate,Tara
SmithandHunterThomson, su-
pervisedbyBridgetSatinover,
course lecturerandagraduate
studentpursuingherdoctorate.

Challenge:Althoughmanypeo-
ple takepictureswith theirdigital
cameras, thesephotosoftenstay
unprocessed, remaining in the
photographer’scameraorcom-
puter.Thestudent teamneeded
to identifya targetaudienceand
developan integratedmarketing
communicationsplan.Students
weregivena“virtual”marketing
budgetof$300,000.

Approach:Thestudentsana-
lyzedthecompanyandenviron-
mental forces inWalgreens’Ten-
nesseeregiontoproviderecom-
mendationsonhowto increase

visits to theWebsiteandencour-
agecustomers toprintphotosand
purchasespecialtyphoto items.

Ofkey importancewasthe
imageandpositioningthatWal-
greenshopedtoachieve in the lo-
calmarketplacegiventheheavy
competitionfrommanylarge
retail stores, includingCVSand
Walmart.

Thestudentsevaluatedthe
wphoto.comWebsite—itspric-
ing,messaginganddesign.

Theyalsoresearchedcustomer
attitudes towardthebrand,cus-
tomerusagepatternsandidenti-
fiedthemostviable targetmarket.

Thestudentsconsideredmul-

tipleopportunities forconveying
marketingmessages toconsum-
ers.Traditionalmediasuchas
television, radioandnewspaper
wereconsidered,aswereInternet
advertising,cause-relatedmar-
keting, sponsorships,couponing,
productbundlingandcustomer
appreciationprograms.

Plan:Thestudents’ targetmar-
ketwas technologicallysavvy
familieswithyoungchildren
andannualhousehold incomes
between$40,000and$100,000.
These families treasurecapturing
moments thatdefinetheir lives,
includingcelebrationsandmile-
stoneevents.

Byconsideringthemainben-
efits thatwphoto.comhadtooffer
itscustomers—savingtime,af-
fordability, easeofuseandphoto
customization—thestudents
developedmessages to improve
brandawarenessandcreatea
connectionamongthebrand, the
targetaudienceandtheservice’s
uniqueofferings.

By identifyingyoungfamilies,
particularlymothers, asa tar-
getmarket, thestudentscreated
an integratedmarketingplan
underpinnedbythenotionthat
youngfamily lifecanbehectic,
yetmemorable.Usingsymbolism
andlight-heartedmessages, the
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Walgreens photo specialist Mark Dupes helps a customer use the print kiosk at theMiddlebrook Pike store in
Knoxville.Walgreensworkedwith University of Tennessee students to increase sales at its photo departments
and use of its photoWeb site.
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creativeaspectsoftheplanfo-
cusedonexperientialaspects
offamilylife.Forexample,
onemessagerelayedtheease
ofuseandmeaningfulness
ofcapturingspecialmo-
mentsbyshowingamother
andyoungdaughtermaking
cookies.Themessagewas
“Capturethis(theimage)…by
usingthis(showsacomputer

mouse).”
Thewpho-
to.comlogo
wasused
toencour-
agebrand
awareness.

Oneof
theprimary
slogans
soughtto
resonate
withmoth-
erswho
mayfind
itdifficult
tosnapthe
perfect
photo:“Not
soperfect
Christmas
memories
lastforever
too.Make
itallbet-
terwith
Wphoto.
com.” The
students
created

advertisementsthatfeatured
whataprinted“notperfect”
photographmightlooklike
(e.g.childrencryinginSanta’s
lap).Themessage:evenim-
perfectphotosarememo-
rable,cuteandoftenfunny.
Advertisementsfortelevi-
sion,billboards,Internetand
magazineswerecreatedand
budgeted.

Toaddressseasonality
issues,Shumatenotedthat
“milestonesinachild’slife
occurthroughouttheyear,so
theusagepatternofourtarget
marketisconsistentovertime
—baby’sfirststep,birthdays,
eventsandactivities,sports
games,dancerecitals,holi-
days,andjustthoseeveryday
momentsthatcapturethe
heartandshouldbeshared.”

Tobuildaone-to-onerela-
tionshipwiththetargetmar-

ket,thestudentsintegrated
contestsandcause-related
marketingtobuildexcite-
mentaboutthebrand.Forex-
ample,thestudentssuggested
apartnershipwiththeSusan
G.KomenFoundationand
abi-annualcutest-kidphoto
contest.Thestudentssug-
gestedthatatbreastcancer
awarenessevents,suchasthe
RacefortheCure,photogra-
pherswouldbehiredtotake
picturesofrunners,walkers
andspectators.Wphoto.com
woulddonate$1totheKo-
menFoundationforeachnew
wphoto.comaccountthat
wasestablishedinconnec-
tionwiththeevent.Thecut-
est-kidcontestwasdesigned
todirectmotherstotheWeb
siteandtobeginalong-term
relationshipwithwphoto.
com.Twiceayear,wphoto.
comwouldselectthe“cutest”
photo.

Thestudentsalsobelieved
reachingouttomothersin
personwasimportant.They
developedastrategytocon-
nectwithmothersatelemen-
taryschoolstodemonstrate
howtousetheWebsite.On
thefirstdayofschool,many
parentstakephotosoftheir
children,butoftenarenotin
thepicturesthemselves.Rep-
resentativeswouldtakepic-
turesoftheparentandchild
togetherandthenprovidean
interactivedemonstration
onhowtoupload,printand
sharetheimage.

Theresult:“Thestoreman-
agersanddistrictstaffwho
hadthepleasureofworking
withthestudentsallagreed
thattheyhaddoneavery
goodjobofanalyzingthe
projectthattheyhadun-
dertaken,”saidDougHam-
burger,Walgreensdistrict
manager.“Theclassprovided
uswithseveralgoodmarket-
ingstrategies.Theirideas
havebeensharedwithsenior
managementforreviewand
possibleimplementation.”

■
Case Study is provided by
the University of Tennessee’s
College of Business
Administration. For more
information, contact Cindy
Raines at craines1@utk.edu.
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“Not so
perfect
Christmas
memories
last forever
too.Make it
all betterwith
Wphoto.com.”
A slogan created by
students in the University
of Tennessee’s College of
Business Administration’s
IntegratedMarketing
Communications class while
working withWalgreens on
amarketing plan to increase
photo processing sales
through itsWeb site.
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