
MUST  MARKETPLACE  
S U M M E R  2 0 1 8  I N T E R N S H I P  S U M M A R Y  

B Y  E R I C A  K A S T N E R  



TH E  BRAND  

The  MUST  Marketplace  i s  a  non -prof it  thr i f t  store  that

operates  under  the  non -prof it  organizat ion  MUST

Ministr ies .  100% of  the  net  proceeds  f rom  the  MUST

Marketplace  go  back  into  MUST  Ministr ies  to  help  locals

affected  by  economic  instabi l i ty  get  back  on  their  feet .  



TH E  BRAND  
S I T UA T I ON  

Small  social  media

presence  on  Facebook

and  lack  of  an

Instagram  account  

Poorly  designed

webpage  

No  presence  on  Google  Maps

1

2

3

4

No  regular  posting  schedule

or  high  qual ity  images  in

posts  



TH E  BRAND  
S I T UA T I ON  

Lack  of  large

advert is ing  pushes  for

sales  and  events  

6  

7  

Lack  of  consistent

brand  aesthetic  

Lack  of  millennial  customer

base ,  especial ly  f rom

neighboring  col lege ,

Kennesaw  State  Univers ity  

5  



MY  STEPS  TO  SUCCESS  



MAKE  BRAND  

ACC ESS I B L E  

S t e p  O n e  

The  f i rst  thought  I  had  when  I  was  organizing  a

prior it ized  task  l i st  was ,  "How  can  people  vis i t  the

store  and  fa l l  in  love  with  the  brand 's  mission  i f

they  can 't  f ind  direct ions  to  i t  on  Google  Maps?"  I

set  to  work  creating  a  Google  MyBusiness  account

so  I  could  make  a  Google  Maps  prof i le .   

 

Addit ional ly ,  I  created  a  MUST  Marketplace  Gmail

which  served  as  the  hub  for  al l  my  projects  over  the

course  of  the  summer .  



C L EAN  UP  WEBPAGE  DES I GN  
The  next  step  in  my  deep  dive  into  the  brand  involved  analyzing  the  brand 's  webpage .  I  noticed

that  i t  lacked  an  appeal ing  design  as  well  as  key  information  that  consumers  vis i t ing  the  page

might  desire .  

 

I  communicated  with  the  marketing  department  as  well  as  the  website  designer  to  add  relevant

information  such  as  the  store 's  everyday  sales ,  pictures  of  the  merchandise ,  social  media  l inks .  

 

In  terms  of  design ,  to  break  up  the  blank  white  space  I  added  merchandise  photos  that  I  took  and

str ips  of  color  to  break  up  information  sections .  I  also  had  special  icons  made  to  identi fy  each  type

of  information  on  the  page ,  for  instance  the  phone  number .

S t e p  T w o  



CR EA T E  I N S TAGRAM  

ACCOUNT  

S t e p  T h r e e  

Growing  the  brand 's  presence  on  Facebook

and  Instagram  became  a  prior ity  for  me .  The

f irst  step  in  this  task  involved  the  creation  of

an  Instagram  account  for  the  MUST

Marketplace .   

 

To  gain  fol lowers  and  increase  engagement ,  I

included  relevant  hashtags  in  each  post .  I  also

fol lowed  accounts  that  fol lowed  trendy  thr i f t

stores  in  the  Atlanta  area  as  well  as  Greek  Li fe

members  f rom  a  neighboring  col lege ,

Kennesaw  State  Univers ity .  



E S TAB L I SH  REGU LAR  POS T I NG  SCHEDU L E  
Next ,  I  set  out  to  create  a  regular  posting  schedule  for  the  brand  to  maintain  consistency  across

social  media  platforms .  I  achieved  this  goal  with  a  two -step  process .  First ,  I  created  a  Google

Sheets  calendar  to  log  which  social  media  platforms  each  post  was  published  on  as  well  as  what

day  each  post  was  published  on .  A  picture  of  the  calendar  i s  included  below .  

 

Next ,  I  made  an  account  on  the  social  media  post  schedul ing  app  Later ,  This  app  al lowed  me  to

queue  posts  on  my  phone  that  I  could  publish  to  Instagram  and  Facebook  with  the  push  of  a

button .  This  saved  me  t ime  on  the  weekends  when  I  was  away  f rom  the  off ice  and  st i l l  needed  to

publ ish  posts .  I  researched  peak  t imes  to  post  on  Facebook  and  Instagram  to  ensure  posts  were

receiv ing  the  highest  possible  engagement .  

S t e p  F o u r  



CURA T E  BRAND ING  T I P S  L I S T  
I  knew  that  my  t ime  interning  at  the  MUST  Marketplace  was  l imited .  Therefore ,  I

curated  a  l i st  of  relevant  information  about  social  media  and  branding  to  be  passed

along  to  the  next  intern .  This  information  would  aid  in  projects  and  prevent  s lowing

the  growth  the  brand  was  making  .  

 

My  sources  for  this  information  came  f rom  classes  I  took  at  the  Univers ity  of  Georgia ,

information  about  branding  and  social  media  that  I  researched  onl ine ,  and  t ips  I

learned  over  the  course  of  the  summer .  Screenshots  of  the  l i st  are  attached  on  the

next  page .

S t e p  F i v e  





CR EA T E  KSU  PROMOT I ONS  P LAN  
After  making  post  schedul ing  arrangements ,  I  sought  to  tap  into  the  col lege  student  base  that  my

boss  had  not  yet  reached .  I  created  a  schedule  of  possible  promotions  to  be  implemented  at

Kennesaw  State  Univers ity ,  a  neighboring  col lege ,  for  the  2018 -2019  school  year .   

 

Over  the  summer  I  started  rol l ing  out  my  idea  to  have  a  booth  at  the  KSU  Farmer 's  Market  by

engaging  in  email  correspondence  with  a  student  coordinator .   

 

Addit ional ly ,  I  created  a  second  Google  Sheets  calendar  of  a  contact  l i st  of  Kennesaw  State

Univers ity  student  organizat ions  that  my  boss  could  reach  out  to  once  the  school  year  started  to

ask  about  volunteers ,  donations ,  or  to  promote  sales .   

 

A  screenshot  of  the  KSU  student  organizat ions  spreadsheet  i s  attached  on  this  page .  A  screenshot

of  the  KSU  promotions  schedule  i s  attached  on  the  next  page .  

S t e p  S i x  





DES I GN  ADS  F OR  SA L E S  
Throughout  the  summer ,  I  designed  ads  for  multiple  sales  that  the  store  ran .  I  taught  myself  how

to  boost  posts  on  Facebook  and  uti l ized  that  knowledge  to  promote  our  Father 's  Day  sale  on

Facebook .   

S t e p  S e v e n  



An  outf i t  with  a  witty ,

descr ipt ive  caption  

"Fashion  Tip  of  the  Day "  

One -off  posts  relevant  to  current

pop  culture  trends  

1

2

3

VARY  SOC IA L  
MED IA  POS TS  

S t e p  E i g h t  

Below is a list of the three most common

types of social media posts I made. 

I  took  al l  pictures  that  I  posted

to  social  media .  A  screenshot  of

the  f i rst  type  i s  to  the  r ight  of

this  page  and  the  other  two

types  are  on  the  next  page .





MA I N TA I N  BRAND  CONS I S T ENCY  

In  al l  advert isements  that  I

curated  and  f lyers  I

designed ,  I  made  sure  to

always  include  the  MUST

Marketplace  logo  and

integrate  the  off ic ial  MUST

blue  and  gold  colors  into

the  design  as  often  as

possible .   

 

The  example  to  the  r ight  i s

f rom  an  advert isement  for  a

sale  that  I  designed .  

S t e p  N i n e  



CR EA T E  I N F ORMA T I ONA L  PROMOT I ONA L  
F L Y ER  

Many  in  the  metro  Atlanta  area  are  famil iar  with  MUST  Ministr ies ,  the  parent

company  of  MUST  Marketplace .  Through  research  I  real ized  that  not  many  are

famil iar  with  the  mission  of  the  MUST  Marketplace  as  well  as  how  i t  operates .  I  set

out  to  design  an  informational  f lyer  to  be  used  to  promote  the  MUST  Marketplace

mission .  I  used  Canva  to  design  this  f lyer  as  well  as  many  other  projects  that  I

completed  throughout  the  summer .  A  picture  of  the  f lyer  i s  attached  on  the  next

page .

S t e p  T e n  





I promoted our End of Summer

Tent Sale by boosting Facebook

posts , curating Instagram posts ,

and designing a flyer that I

handed out to local businesses

and in areas close to the store 's

location with heavy foot traffic. 

 

A screenshot of the boosted

Facebook post about the sale is

to the right of this page. A

picture of the flyer is attached on

the next page.

S t e p  E l e v e n  

PROMOT E  END  
O F  SUMMER  
T ENT  SA L E  





CR EA T E  
ADVER T I S I NG  
CAMPA I GN  

Promote  reusable  branded

shopping  bags  that  I  helped

design  

Promote  posit ive

environmental  impact  of

thr i ft ing  

Break  down  the  overwhelming

concept  of  "helping  the

environment "  into  an  everday ,

real ist ic  idea  

1

2

3

Campa i g n  Go a l s  

S t e p  T w e l v e  



I concepted, designed, and implemented the 
entire campaign from start to finish. Two out 

of the three images used in the campaign were 
taken by me. Pictures of the ads, which were 

posted to the brand's Facebook and Instagram 
accounts due to a low budget, are attached on 

the next few pages.

"MAKE  
EARTH  DAY  
E V ERYDAY "  









TH E  RESU L T S  
All  the  "Make  Earth  Day  Everyday"  advertisements  performed  in  the  top  

25%  of  all  posts  on  the  MUST  Marketplace  page.  25%
people  reached  and  199  engagements  from  the  boosted  Facebook  

post  promoting  the  End  of  Summer  Tent  Sale.  5 ,568  

34%  
increase  in  Google  Maps  views  of  the  MUST  Marketplace  and  16%  increase  

in  Google  Search  views  in  July.  

Increase  in  sales  from  the  2017  tent  sale  to  this  year 's.  3 1%  



TH E  RESU L T S  

fol lowers  gained  on  Instagram  over  the  course  of  two  months.  The  

account 's  inception  took  place  at  the  start  of  my  internship.  

increase  in  l ikes  and  fol lowers  on  Facebook  over  the  course  of  the  

summer.  

increase  in  reach   and  241%  increase  in  post  engagement  on  Facebook  

during  July.  

7%  

645%  

3 7  


