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Come Together
We come together to join energies.
It’s a gift we give to our community and each other.

Introduction

How Markets Work
The two basic terms used most often by marketers are supply and demand. The amount of something
that is available – the supply – and the amount of something that people want – the demand – make up a
working market. The market is the way in which an economic activity is organized between buyers and
sellers through their behavior and interaction with one another. Buyers, as a group, determine the overall
demand for a particular product at various prices while sellers, as a group, determine the supply of a
particular product at various prices.
The interaction of buyers and sellers in the market help to determine the market price, thereby allocating
scarce goods and services efficiently. The price is taken into account when deciding how much of
something to consume, and also how much to produce. The relationship between price and quantity
demanded is so universal that it is called the law of demand. This law states that with all else equal, when
the price of a good rises, the quantity demanded falls – and when the price falls, the quantity demanded
rises. The supply curve provides the opposite information: the higher the price, the higher the quantity
supplied – and the lower the price, the lower the quantity supplied.
A key function of the market is to find the equilibrium price when supply and demand are in balance. At
this price, the goods supplied are equal to what is being demanded thereby bringing about the most
efficient allocation of the goods. An efficient allocation of goods in a market is one in which no one can be
made better off unless someone else is made worse off.
There are influences other than price, however, that can play a role in keeping the market from being truly
efficient and at equilibrium.
Variables that Influence Buyers (Demand)
– Price
– Income
– Prices of related goods
– Tastes
– Expectations
– Number of Buyers
Variables that Influence Sellers (Supply)
– Price
– Input prices
– Technology
– Expectations
– Number of Sellers
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On the demand side, income fluctuation can play a significant role. As income increase, people will buy
more of some goods or even begin to purchase higher quality – or more expensive – goods. As income
decreases, the opposite will occur. The price of related goods can also alter demand. If the price of one
dress increases, for example, demand will likely switch to a similar dress – which would be considered a
substitute good. If the goods are considered to be complementary – or are typically used together – a
decrease in the price of one of the goods will increase the demand for another. An example of
complementary goods are chairs and tables, where the price of table depends partly on the number of
chairs. Personal tastes and expectations of the furniture also influence individual demand as does the
number of buyers (an increase in buyers vying for a specific number of goods will increase the demand
and likely increase the overall purchase price).
On the supply side, both expectations and the number of sellers can influence the number of goods
produced. In addition, the cost of producing the good – or the input prices – and the level of technology
used to turn the inputs into goods greatly influences the final price and quantity supplied.
Although most economic analyses focus on finding the market balance, there exist a number of other
market forms. When it comes to the utilization of purchasing thrift or vintage goods where price is focused
on quantity then quality take a back seat. The opposite of this also occurs. It is often difficult to find the
equilibrium through mere market pricing since they are not true nor real market goods to begin with. The
perception is that these items were donated for free, so that should be priced accordingly. Efficiency
would require maximizing current costs (FTE’s) and benefits in using or extracting products from the
shelves while taking into consideration furniture cost factors including the intrinsic and existence value of
NEW products. When a market fails to allocate the products efficiently, market failure can occur —
stores close and people are out of work. An example of this is the creation of alternative resources
which often occur when a clear demand is absent or no longer valid, as with too many pizza places, too
many coffee shops and pastry places. Attempts to promote efficiency and bring the market back into a
profitable equilibrium can be through market options, like economic incentives (sales) and disincentives,
or the establishment of VALUE(S) added to used (thrift or vintage) goods via brand building or through
expert advertising, design or brand intervention. “Proudly keeping books, clothes, housewares and
furniture out of Staten Island landfills since 1983” is one such campaign, especially since a 350,000
square foot mall (Empire Outlets) is slated to open this summer/fall 2018. (see exhibits on the next page).

Ant Demby, the CEO behind Humbleriot agrees. "From my perspective, the future of
experiential (marketing) lies in (a) intentional curated moments that feel personal, (b)
that transport you somewhere, © or remind you of why you love something, and (d) give
you the opportunity to feel something. Brands must be students of culture and
respect it," he says.
http://adage.com/cmo-strategy-columns/brands-experiential-marketing-wrong/
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SEE VIDEO HERE: https://youtu.be/aItPRC1QQ6Y

Restaurants: http://www.silive.com/what_restaurants.html
While RETAIL continues to decline: https://www.cnbc.com/retail-closings 2018 breaks records.html
(BinkNyc Culture 2017) https://binknyc.com/2017/06/15/a-us-industrial-collapse/
VACANT ( This map worked perfectly last month. I don’t know what happened). > http://map.vacantnewyork.com/
Update Business Insider: http://www.businessinsider.com/stores-closing-in-2018-2017
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For all intents and purposes, we believe, the Empire Outlets will suffer. They are suffering already:
(link: City's first outlet mall holds promise). Moreover, they haven’t updated their press efforts since last year.
This means that we still have a little time before the success or failure of the Every Thing Goes
businesses will be revealed. We believe that strategic concerted effort could assure a tremendous
success— All Hands On Deck. The challenges are twofold. 1. The store managers lack solid business
education and expertise (which isn’t fatal). 2. The exponential challenge on top of this challenge is that
they feel they know, what they don’t know. An opportunity to capitalize is still very possible.
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Overview

The epic significance of the

Staten Island Advance

https://en.wikipedia.org/wiki/List_of_SI Advance_Publications_subsidiaries
https://en.wikipedia.org/wiki/Conde_Nast
https://www.britannica.com/Newhouse-family

Innovative Technology Disruption
https://richtopia.com/emerging-technologies/11-disruptive-technology-examples

Some of the most noteworthy interesting findings include:
●
●
●
●
●
●
●

Customers expect every touchpoint with companies to be immediate, personalized, and
proactive. 64% of consumers expect companies to respond and interact with them in real time.
Customers expect consistency and contextualization in their interactions with lines of business
across various channels (news media, social media, website, flyers, etc…).
81% of consumers expect the same level of service every time they interact with a company
across different channels, from purchasing to speaking with customer assistants (service).
75% of consumers expect companies to provide consistent experiences wherever they engage,
whether on a website, social media, mobile or in person.
These new demands put customers in the driver’s seat of business strategy and innovation, as
businesses race to adapt and innovate or risk becoming obsolete.
70% of consumers agree that technology makes it easier to take their business elsewhere.
Half of consumers say they’re likely to switch brands if a company doesn’t anticipate their needs.
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Methodology

Internet
Without using industry business jargon, we have simplified the language substantially to terms like
“customer,” to examine business concepts.
We conducted all research on the internet. We discovered Pew research had what we sought.

Pew Research Pew Research Center is a nonpartisan fact tank that informs the public about the issues, attitudes and
trends shaping the world. We conduct public opinion polling, demographic research, content analysis and
other data-driven social science research. We do not take policy positions.

History
Pew Research Center has its origins in a research project created in 1990 by the Times Mirror newspaper
company and called the Times Mirror Center for the People & the Press. The project conducted regular
polls on politics and major policy issues. In 1993, Andrew Kohut became its director, and in 1996, The
Pew Charitable Trusts became the Center’s sponsor and renamed it the Pew Research Center for the
People & the Press. http://www.pewresearch.org/about/our-history/
Our Governing Board
Michael Delli Carpini, chairman, dean, Annenberg School for Communication, University of
Pennsylvania
Jana Bennett, chief executive, JebRoc Media
Peter W. Bernstein, president, Bernstein Literary Agency and founding partner, ASAP Media
Susan Glasser, contributing writer, The New Yorker
Robert M. Groves, provost, Georgetown University
Henry W. McGee, senior lecturer of business administration, Harvard Business School
James McMillan, senior vice president, general counsel and corporate secretary, The Pew Charitable
Trusts
Duncan Watts, principal researcher, Microsoft Research
Arati Prabhakar, fellow, Center for Advanced Study in the Behavioral Sciences, Stanford University
Michael Dimock, president, Pew Research Center (non-voting)
1615 L St. NW, Suite 800
Washington, DC 20036
USA
(+1) 202-419-4300 | main
(+1) 202-419-4349 | fax
(+1) 202-419-4372 | media inquiries
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The Process
We’ve identified 5 steps to any successful brand or business. Most successful businesses stumble upon these steps almost
accidentally. The ones that struggle or fail are usually missing one, two or three of these 5 critical steps.

We call it The Process.

The 5 Steps within The Process:
1.
2.
3.
4.
5.

Research
Branding (why you exist)
Design (intention)
Communications (a strategy)
Advertising (includes PR)

Most businesses do a copacetic job with no research, no real brand message or persona, they usually have a decent or good design
(logo or) logotype, with virtually no real communications strategy, and rely on advertising, public relations or networking to meet their
income needs. These missing or half-baked steps are sub-optimal. This will lead to difficulty in time, especially when competition
comes. For instance, a well-thought out, planned strategy is always optimal to mere tactical responses. Tactics are single step
moves whereas a strategy has several advanced moves and is ultimately composed of a series of tactics.
The purpose of BinkNyc Culture is to backtrack and get all the 5 steps dancing in line. The tighter a business is before pushing
forward with a public relations or advertising campaign, the better. This refined approach produces predictable and measurable
results in the hands of a seasoned marketer, ad man or publicist. Yep, that’s us and this is the way which works best.
When I’ve tried and tested this approach with businesses over the last 25 years, it works predictably. This happens with less effort if
planned correctly and with a little practice. Oh, and also with discipline. If these 5 steps are executed, even with moderate precision,
the Brand supports itself and actually brings customers to you without you reaching out to them at all. It’s pretty amazing to observe.
Any great Brand knows their customer better than their customers know themselves. I’ll use a metaphor to explain this because the
intelligent people get the picture and visualization in their mind’s eye.
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Rationale

Neurochemical
The method(s) we employ for clients at BinkNyc Culture utilizes a particular multi-disciplinary method
that many traditional marketers would consider very peculiar. The Neurochemical method we wholly rely
upon requires a skill set most don’t have in their wheelhouse. seem strange in that logically the methods
shouldn’t work and often don’t make sense to the novice or even a professional seasoned marketer.
however, when we apply the findings of neuroscience, demographics, psycho- and sociological data we
usually arrive (9 times out of 10) with amazing and often startling results. Most of the time we come up
with things we never expected to find either. We learn what we didn’t know that we didn’t know.
In other words, the finer educational institutions in this country do not teach what we (BinkNyc Culture)
do. You won’t find the techniques we utilize in popular or industry magazines, newspapers, blogs, etc. We
are NOT tips and tricks agency. We do every thing we can to familiar ourselves with the unfamiliar and
the research enlightens us 9 times out of 10.
Often the techniques we use butt up... smack in the face of your run-of-the-mill marketing techniques
where complacency as “a good standard” are celebrated. Again, you are warned: our methods are
generally for outliers only. ͱ Outliers, and people who want to make money. So, we are results based.
We were taught and trained by many renowned, legendary admen from old school admen from Madison
Ave. ad agencies. We've taken their approach and methods and coiled them up into more modern,
high-tech business models. Today, we are in an entirely new realm of technology compared to the
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industrial — elder days of yore. Ye antiquated advertising and marketing techniques of the ancients are
dead, dying and rotting. We feel pity for “The Industrialists.” trying to sell things in this day and age.
Today, we have Neuroscience and a few smart marketers are only now beginning to use this technology.
NOW we can actually see with MRIs (magnetic resonance imaging) exactly what is going on in the human
mind regarding purchasing decisions. This is all very, very real.
For the first time in human history we can actually see (caused and effect) what is going on in the dark
skull of the human being. Long held beliefs that were haphazard in the olden advertising, psychological,
1940s-1980s, days are now met and smacked with hard data. And this is giving us a tons of useful
information and far deeper insight to the human brain and how it actually works regarding decision
making and purchasing than ever before.For the first time in recent history, we are able to look at the
brain directly see what we DO and DO NOT respond to in imaging information from the external world.
Imagine the delight of us marketers in being able to test market ads and instead of asking people how
they feel about this or that ad. Today, we watch their brain scans and what lights up and what doesn’t.
The data and evidence is right here, before our eyes.
Olden day focus groups had long conversations to test campaigns but today we can see it LIVE with an
MRI... This new factual scientific data now allows us to produce measurable and predictable RESULTS
for our clients. We call this new system of neuro-information; the Neurochemical.
In other words, our system is not for your average bear. The Neurochemical u
 tilizes techniques and
methods which the businesses naturally; emotionally and subconsciously reject. < please read this again.

You may want to add Yottabyte to your 2018 vocabulary.
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The Neurochemical is a compilation of the best of 86 scientific findings (tenets) which we have identified as Human Default
Patterns. These default patterns is something we are naturally inclined toward recovering, embracing or rejecting. Nevertheless,
they are inescapable truths and responses of the human condition. We, as a species, have intrinsic qualities and are far more
predictable and consistent, behaviorally and biologically, than we openly care to admit. These 86 identified patterns (tenets) are also
aligned with a human's subconscious and emotional desires. The results are when it comes time for a customer to make a decision
to purchase a person, place or thing, we know where the BUY button lives in the human head.
A examples of this "Human Default Pattern" is like this: We all are born as children, then move into adolescence, then to adults
and finally to seniors. We don't have to think about this everyday but there is an absolute belief, beyond the shadow of any doubt,
that this is indeed, an inescapable truth. This idea is quietly playing in the background just below the experiences we have each day.
It is in our subconscious. 95% of the time the subconscious is guiding purchasing decisions.
https://harvard buisiness school.edu/item/the-subconscious-mind-of-the-consumer-and-how-to-reach-it
Another example of an inescapable truth, aka "Human Default Pattern," is that one day we will die. This is something we can NOT
argue about. It is a fact.

Another Neurochemical

Existential death anxiety is the basic knowledge and awareness that natural life must end. It is said that existential death anxiety
directly correlates to language; that is, language has created the basis for this type of death anxiety through communicative and
behavioral changes. Existential death anxiety is known to be the most powerful form.So when we subtly and creatively apply this
these two human default patterns (or Neurochemical) to advertising, branding, communications or design, we get inescapable and
predictable responses. That’s it for our methodology.
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How does it work? (I’ve spoken to Nadette about this for about an hour and she got it.)
Well, the brain centers that are responsible for setting off Neurochemical triggers to instill TRUST happen in the limbic brain. When
we “Have a feeling" about a decision we need to make and we don’t feel right about it, the science shows that the limbic portion of
the brain wasn’t inspired or active to derive that feeling of trust. The limbic brain doesn’t understand language. It understands
feelings.
Our rational thought process happens in the frontal cortex so what we are actually doing is using our emotions and subconscious (or
unconscious) as a limbic brain function and justifying our purchase with the frontal cortex. Again, this happens 90 – 95% of the time
according to Harvard University. https://harvard business school.edu/subconscious-mind-of-the-consumer
Additionally, we’ve taken these basic human default patterns and have superimposed them over some powerful and profound
ancient esoteric traditions from Greece, Egypt, China and Pagans who had a much greater affinity and connectivity with the planet
than Modern Man does. The Neurochemical is a meta-system of predictable and highly effective techniques for messaging through
visual, sound, and the written word.
Building a business is just like building a house or building.
The first step before deciding on a property to purchase is to know that you are building on solid land. This requires surveying the
land and doing Research. It’s astounding how many people leave put this step. 95% of them will be out of business or hit a low
glass ceiling in 5 short years.
This Research will tell us what the available client base might be and what that client wants and their lifestyle. Research also tells
you what steps to take and what clients or customers search for in the market. Backing up into our building metaphor, it is just like
getting a survey of the land. It’s Research which is based in factual information. That’s always the first step. Get the facts.
The second step is Branding. This word is grossly misused in the vernacular but it is just like the basement of a house. It is the
foundation that holds a house in place, like a rock. It tells us how high, wide and deep a building can be made and if we are able to
do a two story house or an income producing skyscraper. This naturally depends on how wide, deep we go and how tall you want
your business to be. We hardly ever consider the foundation of a house or building we enter into but, this foundation (Brand) makes
it all possible. This foundation is built so when the heavy rains fall it doesn’t wash the house down a river. Again, the Research will
tell you what brand personas and metaphors are available among your competition.
The third step is Design. The design you use, as the face of your company, should be based directly from the findings we have
discovered from the Research and the Brand (the first two steps). Back to the building metaphor: the survey of the land tells us
what steps to take and how deep, far and wide we can build the foundation. The Design is where you intend to place the windows,
doors, ceiling height, and room sizes.
The fourth step is Communications. This is how your clients and customers want to be treated. What you say and how you follow
up with them keeps the business flow incoming and steady. It is also a plan as to what to say to clients and do to get to engage or
re-engage and convert them for an up sell. Our building metaphor utilizes plumbing, a/c and heat, water, gas lines, electricity and
telephone/wifi as metaphors on how the building (or business) communicates with the external world (clients and customers).
The fifth step is Advertising. You already know what this is because you see it all the time. If you have used a publicist in the past,
they’ve probably went over briefly as to what your research might be, what your brand might feel like, what a design might look like
and ways to advertise your business to the people and out > through the media. In our building metaphor, these are the most fun
tasks in putting the final touches on our house or income bearing property. They are the furnishings, paint colors, door handles,
carpets, curtains and window treatments, desks, chairs, couches or beds and all the pretty things we like to shop for.
Now….
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There is a logical Process and order of business. This means building a business has a very logical sequence. Now, in order for
you TO NOT HAVE TO advertise or use PR schemes to convince clients to come to you, you can build a system where they want
to come to you. We are in the digital age. Advertising and PR are cheaper to get than ever before in human history.
If you survey (research) the client ecology and brand (insert brain tattoos) directly into their skulls of why you do what you do, they
come to you through recommendations and a fantastic use of a skilled word-of-mouth campaign.

Back to a real-time business application of this metaphor and technique.
It is without fail that you can set up a tent on a lawn and sell products and procedures and line your pockets with the money. This
happens all the time with upstarts and works well for business owners at carnivals, festivals and on the street, but when
COMPETITION comes around with a building (business) that is more permanent and stable; one who did their research; knows
their customers better than their customers know themselves (branding); design something that reflect the brand and fits the
customers deeper needs, wants and desires; communicate with clients and customers in a way where they feel cared for, special
and respected, and having each client that walks in the door become a business’s ambassador and biggest fan… pr and
advertising become bold, highly profitable and very promising endeavors.
Today’s media ecology, particularly in social media, has driven a $72,000 full page insertion in Playboy into something tangible that
can be done for pennies on the dollar on Facebook, T
 witter and Instagram. The question that arises in my mind is how many PR
firms and Ad agencies can and do show repeated instances of measurable and tangible results. More importantly is how many of
these firms can guarantee their methodology and execute plans in generating those results?
Many people consider marketing a manipulative art. Deliver the right creative alchemy at the right time, on the right channel, and,
magic happens. The fact is that marketing is more data-driven each year. Digital channels, in particular, are oblivious to the
sentimental hunches of older advertisers. Data simply reports the truth. The goal of advertising is to drive consumers to adopt a
product or service. Conversion either happens or it doesn’t.
Breaking down the consumer’s journey of completing a purchase can increase your odds of success. At BinkNyc Culture, we use
the Process.

http://sphweb.bumc.bu.edu//BehavioralChangeTheories.html
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AntiMarketing
AntiMarketing warns business owners that marketers who ignore the importance of the unconscious
level subject themselves to making critical mistakes. AntiMarketing is a new paradigm for reaching new
or old markets with ease.
• Thoughts are created in images, not words.
Imagery applied to words or visual images make up thought, not discrete words.
• Most communication is nonverbal.
80% of human interaction involves the nonlexical component of communication by speech: intonation,
pitch and speed of speech, hesitation noises, gesture, and facial expression.
• Metaphors and stories are central to thought. Visual images are so prevalent that we are often
unaware of them. They visually stimulate the mind, help add perspective to the world, and allow us to
surface unconscious and subconscious feelings.
• Emotion loves with reason. Most marketers have a reason-centered bias in their research and
creative application. We will show why this fails in the market. Emotion should be included, captured and
brought to the forefront.
• Most thought, emotion and learning occurs with awareness. Often people do not know they have
knowledge until they materialize it with other data to derive information.
• Socially shared mental models are important. Mental models help to filter information and make it
manageable. When groups of people share important features of mental models, they are called
consensus maps (or shared stories, memories, rituals, opinions and feelings) and they are possibly the
single most important set of insights a manager can have about consumers and purchasing. This is where
engagement happens.
• Memory is fragile. Memory is actually a creative product of our encounters, beliefs, and plans
developed on a subconscious level. Fragments of data are unconsciously utilized and later synthesized.

AntiMarketing
If selling is the business acts in their own best interest then, they

are SELLING.

If marketing is the business of selling, then marketers are concerned
If AntiMarketing is the business of buying then

about the CUSTOMER.

BEING the CUSTOMER is treated like family.
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Research

STATEN ISLAND, NY
The Ganas Community has asked me to assist them in a marketing effort. This was March 17, 2018.
They have also asked me to stay in their wonderfully warm community and have offered a barter
compensation of “dues-free” ($962.00) in exchange for the marketing effort. This was immediately
accepted by myself and mutually agreed upon at a morning meeting they call “planning”. This began
March 19, 2018.
“Planning” is an auxiliary, open community government body who has the power to influence decisions
with the “core members” through logic and rational reasoning. Emotional issues and logistic plans
regarding the people of the community participate in a sophisticated exercise called “Feedback Learning.”
It gets serious at times.
“Planning” is sometimes an emotionally-charged daily meeting which gathers Tuesday-Saturday
(7:45-9:30am) to openly discuss community issues at hand. It is also considered a safe space where ALL
community members can openly share both emotionally and freely without punishment. There are
consequences to the things said in the planning meeting but there is NO punishment.
Then, Every Thing Changed.
These three businesses are very unlike normal business operations. What they then wanted and asked
for at the end of this tenure is a marketing plan so, I’ve opted for developing a research study to uncover
what is going on in the community and with the stores called “Every Thing Goes”. I wanted to see how
difficult it would be to do this research study instead of asking Charles. I’ve paid him (not the normal rate)
for consultation and direction on more than one occasion. He’s obliged.
Unlike other projects I am accustomed to these stores are not run by business majors or business people.
When we set out to understand a market and customer ecology for businesses, we normally set a list of
20 Questions. While we have included those 20 questions in this report, we have decided to delve further
and even deeper with this project. Here are the three different thrift businesses:
1. a Book/Cafe/Stage
2. a Thrift • Vintage Clothing store
3. a Thrift • Vintage Furniture store
The community has three stores all named “Every Thing Goes” that are performing poorly (operating at a
loss) financially impacting the community and its overall portfolio holdings (approx. $10M). I believe that
this is based on micro- and macro-economic forces and not wholly the fault of the community’s planning
body or marketing tactics. However, in attempting to implement some test plans to increase income has
met with slight and unwarranted opposition for reasons which escape my grasp but, not my experience.
Some of the forces affecting the businesses are internal and operational. It’s nothing that can’t be fixed
and repaired.
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In the first month here, I am to now understand that there are a number of organizational structures to the
company that are going on and we (@BinkNyc) usually engage with a Business Model Canvas in order to
fully understand the organizational structure and business operations for any given assignment accepted.
This seemed to become the “innovation of the day” and was shared with all the community. Naturally, this
created a cognitive jam session netting zero results. So, again, this particular assignment, like most
others, has its challenges.
Also In that first month, I began to understand that the community to be more of a psychological project
and that these businesses “were NOT designed to make money.” It was intended to extend the “feedback
learning” aspect exercised by the community into the work environment so the community could learn
more about “each other and ourselves”, meaning the individual (psycho-) living in the community (socio-).
This is a psycho-sociological exercise and has its problems. With this particular aspect as a premise, it is
my hope to create and implement a marketing strategy and plan to roll-out which address both their
immediate financial needs while retaining their psycho-socio-cultural community and identity.
Normally, creating and implementing a marketing program is far easier when we can keep our eye on the
eight ball and focus on available market resources. St. George in Staten Island has its challenges but is
perfectly positioned to excel far beyond the ETG expectations particularly with a 1.3M sq. ft. mall opening
this summer/fall with 350,000 sq. ft. in retail outlets ¼ of a mile away called: Empire Outlets.
The store’s physical characteristics and conditions are acceptable. The property’s aesthetics are in the
style ‘old New York” style circa, 1970s-80s. This becomes nostalgic and retro-fit in the marketer’s hands.
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Discovery
One of the issues that came up in the first few weeks of research (after April 17, 2018) was that the community
is having trouble and concerns with filling up the properties as they are accustomed to each Spring/Summer
season. I searched Yelp! And found these:

Yelp! has a page called Ganas Community which had two negative reviews adding up to ONE STAR.
This could be easily resolved by community members signing into Yelp and writing a review.
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Social Proof: “90% of consumers read online reviews before visiting a business.”
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More is here: https://www.huffingtonpost.com/vala-afshar/research-state-of-the-consumer.html
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People
In May-June, questionnaires to a local consumer panel and received 2,104 completed survey responses.
All respondents are from the USA (90%) and Canada (10%).
The purpose of the survey is to understand how online reviews influence the attitudes of consumers
toward local businesses and how they directly influence the purchase of local business services.
The survey includes 13 questions. The following 4 charts represent some of the key findings of the
survey. Full survey findings and charts can be viewed on BrightLocal.com.
88% Have Read Reviews To Determine The Quality Of A Local Business

Key Findings:
●
●
●

88% have read reviews to determine the quality of a local business (vs. 85% in 2013)
39% read reviews on a regular basis (vs. 32% in 2013)
Only 12% do not read reviews (vs. 15% in 2013)

Analysis: Nearly 9 in 10 consumers have read online reviews to determine the quality of a local
business, and 39% do so on a regular basis. The “trend line” over the last four years clearly shows how
much more regularly people are reading reviews, clearly highlighting the need for local businesses to
attract more reviews and actively manage their online reputation. The steady decline of consumers in the
“No” column also allows us to forecast the way consumer attitudes are likely to continue changing in the
future.
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85% Of Consumers Say They Read Up To 10 Reviews

Key Findings:
●
●
●

67% of consumers said they read up to 6 reviews (vs. 77% in 2013)
85% of consumers said they read up to 10 reviews (vs. 92% in 2013)
7% of consumers said they read 20+ reviews (vs. 2% in 2013)

Analysis: Eighty-five percent of consumers are satisfied once they have read up to 10 online reviews for
a local businesses. However, there is a greater proportion of consumers who now read in excess of 20
reviews. This obviously signifies more engagement with review sites, but does it also highlight trust
issues? Do consumers now feel they need to read more positive reviews before developing trust? (More
on this below.)
Most importantly for SMBs and SEOs, this highlights the importance of having at least 10 reviews to
satisfy 85% of potential customers. It goes without saying that these reviews should be not only positive,
but also fresh; if consumers only read the latest reviews, it’s crucial to ensure that these most recent
reviews and positive.
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72% Of Consumers Say That Positive Reviews Make Them Trust A Local Business More

Key Findings:
●
●

72% of consumers say that positive reviews make them trust a local business more
(vs. 73% in 2013)
10% of consumers don’t take any notice of online reviews (vs. 12% in 2013)

Analysis: For 7 out of 10 consumers, positive reviews inspire trust. This highlights just how important
they are for a local business, and it’s clear that reputation management is something that cannot be
ignored. Any negative reviews will directly affect customer acquisition and, in turn, company revenue.
Just 1 in 10 consumers do not take any notice of online reviews (vs. 12% in 2013). We can see from the
chart above that this percentage is decreasing year-on-year as review consumption becomes more
commonplace.
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88% Of Consumers Say They Trust Online Reviews As Much As Personal Recommendations

Key Findings:
●
●

88% of consumers say they trust online reviews as much as personal recommendations (vs. 79%
in 2013)
Only 13% said they do not trust reviews as much as personal recommendations (vs. 21% in
2013)

Analysis: For nearly 9 in 10 consumers, an online review is equally as important as a personal
recommendation. With word-of-mouth still the most popular way of recommending a local business, this
stat highlights the value of a positive review.
However, this trust comes with a caveat. There is almost a 50/50 split in what drives trust for this 88% of
consumers. For one half, this trust will only be granted if there are multiple reviews to read. For the other
half, this trust is dependent on the reviews being authentic. In this case, quality is equally as important as
quantity.
The subject of fake reviews has had a lot of news coverage and is clearly in the consciousness of the
average consumer. It’s likely that they will only become more discerning in their trust of reviews as this
issue becomes more prevalent.
Sources: https://88%trust-online-reviews-much-personal-recommendations-195803
https://www.webfeatcomplete.com/blog/5-stats-on-the-importance-of-customer-reviews/

Who are the "digerati" and why are they "the cyber elite"? They are the doers, thinkers, and writers who
have tremendous influence on the emerging communication revolution. They are not on the frontier, they
are the frontier.
The digerati evangelize, connect people, adapt quickly. They like to talk with their peers because it forces them to go to the top of
their form and explain their most interesting new ideas. They give each other permission to be great. That's who they want to talk to
about the things they are excited about because they want to see if it plays. They ask each other the questions they are asking
themselves, and that's part of what makes this cyber elite work. https://www.edge.org/digerati/
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Enlarge Source: https://www.mdgadvertising.com/marketing-insights/infographics/meet-connected-consumer-infographic/
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The Mainstream Media
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Places
Staten Island Facts
Whites are the racial majority in Staten Island. Of the borough's 491,000 people, over 382,000 are white,
which is over three-quarters (75.7%) of the population. Over 323,000 non-Hispanic whites reside in the
borough, and they make up 65.8% of the population. The Caucasian population is largely Italian and Irish.
Population

Square miles

Manhattan 1,636,268

Manhattan 23

Staten Island 474,558

Staten Island 58

Real Estate
Homes

Rentals

Manhattan $848,600

Manhattan $3,200

Staten Island $432,600

Staten Island $1,088

Age Range

Household Income

Manhattan 35.8

Manhattan $68,370

Staten Island 38.4

Staten Island $73,496

Spending
Groceries

Dining Out

Entertainment

Manhattan $555

Manhattan $805

Manhattan $2,177

Staten Island $299

Staten Island $201

Staten Island $1,003

More Demographics: http://worldpopulationreview.com/boroughs/staten-island-population/
St. George (includes ethnicity): http://www.city-data.com/neighborhood/St.-George-Staten-Island-NY.html
St. George (includes ethnicity) https://en.wikipedia.org/wiki/St._George,_Staten_Island
Demographics of SI: https://en.wikipedia.org/wiki/Demographics_of_Staten_Island
One third of NYC’s Retail Spaces are now empty. http://vacantnewyork.com
Staten Island facts: http://worldpopulationreview.com/boroughs/staten-island-population/
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Download the full PDF report here: https://binknyc.files.wordpress.com/2018/05/st-george-and-staplton.pdf

1. Staten Island is the wealthiest borough. T
 he median household income is $73,197, according to the U.S. Census
Bureau. It narrowly beat out Manhattan, where residents make $72,871. Queens takes third place with $57,720, while
Brooklyn and the Bronx came last, with $48,201 and $34,299 respectively.
2. It’s also the least populated borough in NYC, even though it’s the third largest. Though all the other four boroughs
have more than 1 million residents apiece, Staten Island has claims just 476,000 people.
3. Staten Island has a whopping 170 parks. That’s 12,300 acres of protected land. No wonder it’s known as “the
greenest borough.”
4. The Staten Island Ferry wasn’t always free. Passengers paid 50 cents apiece to ride the ferry until 1997, when it
became free.
5. It was once home to the world’s largest landfill, which is now well on its way to becoming a park. O
 ver 53 years,
New Yorkers sent approximately 150 million tons of trash to Fresh Kills Landfill in Staten Island. After it closed in
2001, the city began the gargantuan task of converting the 2,200-acre site into a public park. Still, the days where
residents can frolic safely along rolling green hills are a long way off: The city anticipates the first section of the park
won’t open until 2019, and Fresh Kills Park won’t be fully operational until about 2036.
6. It’s home to some of the city’s oldest buildings. L
 ocated in the geographic center of the island, historic
Richmondtown includes 30 restored buildings dating back to the 17th century, including houses, farms and schools.
On the South Shore of the island, history buffs can tour the site of early peace talks during the Revolutionary War at
Conference House Park. The Alice Austen House on the N
 orth Shore is also worth a visit. Though it was built in 1690,
it’s best known as the 19th century childhood home of pioneering female photographer Alice Austen. Visitors can
peruse the permanent collection of her work as well as exhibitions from contemporary photographers.
7. The name “Staten Island” comes from the Dutch legislature. L
 ike the rest of NYC, the first Western settlers on
Staten Island were Dutch. When they first purchased the island from the Munsee tribe in 1630, they named it after the
Staten-Generaal, the legislature that serves as the highest governing body in in their home country.
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8. No one knows for sure why Staten Island is a part of New York and not New Jersey. U
 nless this local legend is
true, that is. In 1664, the British took control of what was then known as New Amsterdam. The Duke of York decreed
that the Hudson River would be the dividing line between the two new colonies of New York and New Jersey. Of
course, that logic doesn’t help figure out what to do with the islands in New York Harbor—namely, Staten Island.
Legend has it that the Duke of York decided that any small islands that could be circumnavigated in less than 24
hours would belong to New York. British naval captain Christopher Billopp set out to circle Staten Island and
accomplished it in just 23 hours, making it part of New York. Much as we’d like to believe that charming story is true,
historians haven’t been able to verify this version of events. For now, it’s nothing more than legend.
9. There’s a really creepy abandoned farm colony in Staten Island’s Greenbelt.
In the mid-1800s, the Richmond County Poor Farm opened as a refuge for the island’s paupers. Anyone could live for
free on the 46-acre site, so long as they helped harvest crops or raise livestock. The introduction of Social Security
and other social welfare programs eventually made the farm irrelevant, and it closed in the 1970s. Today, the
collection of abandoned, rundown buildings are covered in graffiti and creeping vines. If you’re skeeved out now, just
wait: The farm colony is also the site of at least two murders. A 7-year-old boy was abducted and killed during the
1920s, and a string of other child murders during the ‘70s were attributed to a killer living in the tunnels underneath
the property. Got goosebumps yet?
10. Staten Island voted to secede from New York City in 1993.
What with the sparse public transportation, the massive landfill and the fact that Staten Islanders didn’t have a bridge
connecting them to the rest of the city until the 1960s, the “forgotten borough” has always had a bone to pick with
New York City. In 1993, Staten Island actually voted to break off from the other four boroughs—but it never happened.
Rudy Giuliani took over the mayor’s office shortly thereafter, and appeased Staten Islanders enough that residents set
aside their demands of secession. Never say never, though: One local politician called to restart the secession
process after Brexit.
11. It’s home to a renowned museum of Tibetan art.
You probably don’t think of the snowy peaks of the Himalayas when you think of Staten Island, but oddly enough, the
borough is home to the J
 acques Marchais Museum of Tibetan Art. The museum’s permanent collection includes
scroll paintings, ritual artifacts, musical instruments and other artworks from the region, and visitors can also take tai
chi and meditation classes on its peaceful grounds.
12. The map of Westeros is modeled after Staten Island.
Game of Thrones fans might be surprised to know that the inspiration for the fictional world didn’t come from Europe
or fairytales, but far closer to home. In an interview with Conan O'Brien, George R.R. Martin grew up in Bayonne, NJ,
and he often gazed out his window and wondered what Staten Island was like. Later, when he started writing the A

Song of Ice and Fire series, he used the island’s shape as the model for Westeros. So does that mean Staten Island is
Dorne or Dragonstone?
13. A flock of wild turkeys terrorized locals so much, the birds had to be moved upstate.
Talk about stranger than fiction. A rafter of nearly 100 wild turkeys (yes, that is the technical term) invaded the
Dongan Hills neighborhood in the early 2000s, regularly stopping traffic and making a mess of locals’ yards. Finally,
the feds had to be called in, and the feral birds were removed to the And-Hof Animals Sanctuary in Catskill, NY. And
that’s not the only animal incident in the borough recently: A pair of snow ponies escaped their pens during a March
snowstorm.
Source: https://www.timeout.com/13-strange-things-you-probably-didnt-know-about-staten-island
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In preparation for an article in the
1.
2.
3.
4.
5.

Staten Island Advance (outline)

Anticipating the Empire Outlet Mall (passion)
Every Thing Goes — Keeping garbage out of the largest US Freshkill landfill since 1987 (hero)
Empire Outlets — Big Box stores descend on SI.NY and increase ferry traffic by 150% (villain)
Recycling is forever — Create a unique Experiential customer-friendly experience (awareness)
Choose to reuse (Transformation).

Use Social Media
●
●
●
●
●
●
●

Yelp! (see pages 17 & 18 in this report)
Facebook http://www.businessofapps.com/data/facebook-statistics/
Instagram  http://www.businessofapps.com/data/instagram-statistics/
Twitter https://www.statista.com/topics/737/twitter/
BuzzFeed https://www.similarweb.com/website/buzzfeed.com#overview
Business Insider https://www.similarweb.com/website/businessinsider.com#overview
SnapChat http://www.businessofapps.com/data/snapchat-statistics/

Social Media (SM) is free in comparison to the costs that can be incurred by traditional media.
SM has higher engagement, can be specifically directed to a targeted audience, is a two way
medium (vs. one way medium) and reaches many, many more people in a shorter amount of
time (almost immediately).
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20 questions market research helps answer
● Who is buying the products at Every Thing Goes (ETG)?

A: Local customers from in and around St. George, Staten Island, NY.
Companies who do set design for TV and movies.

● What are these people's lives actually like?

A: The workers would be the best to answer this question.

● Why are other people not buying it?

A: Three primary reasons micro- and macro-economic forces:
1.
2.

3.

The decrease in business appears to be perfectly aligned with the Trump election (11/2016).
A cultural shift from “shopping in-store” to “purchasing online” syncs with Amazon’s epic climb.
(We’ve suggested to add delivery to both “service the customer better” and “generate income”).
This Amazon “climb” had first appeared in December 2017 ($39B to $100B).
We’re finding the prices are either too high OR customer engagement is just too low.

● Who would be interested in buying ETG products in the future?
A: Shopper traffic overflow from the Empire Outlets mall.

● How many people like this are in the area?
A: The Empire Outlets mall are expecting upwards of 4.5 million shoppers this summer/fall.
https://www.nycedc.com/program/downtown-staten-island

● What general trends are affecting these people's lives at the moment?

A: Undetermined: Macroeconomic: The Dow Jones has exceeded $20,000 last Jan. 2017. The
Consumer Confidence Index is very good at 128.7. I’ll have to learn more about what happened in-store
right after the 2016 Trump election. What changed? Who was working there?

● Where would people buy your product from?

A: Currently: in-store. We should add more online options and add delivery according to all the data.

● When, where and how would they purchase used (Thrift & Vintage) goods?
A: It is unfortunate that the stores are closed Sunday. This is a big shopping day and most of their
competition are opened these days.

● Why would they buy it? What need are they wanting to satisfy?
A: To escape boredom; need to fill a new home or apartment; happiness; update social status.

● Who is the real competition?
A: There are approximately 8 used clothing stores within 12 miles (with similar prices, more selection).

● What image do people have of your brand vs your competitors'?

A: The reviews are good. The community members DO NOT shop at the clothing store because the
prices are too high. I have at least 7 used clothing store customers here who will attest to this claim.
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● What would be the ideal image for the ETG brand to have?

A: Currently: The EVERYMAN or the CAREGIVER but, the OUTLAW or AMERICAN is better suited.

● What do they think about the different aspects of your product or service (name,
packaging, features, advertising, pricing...)?
A: The reviews suggest that there are good treasures for EXPLORERS, Packaging can be greatly
improved, customer service could be optimized, physical features are getting upgraded, advertising will
begin as they are ready to do so, prices need to be lower for an income resurgence.

● What improvements could be made to your product or service to meet people's
needs even better?
A: There are many: cleaning the store better, organizing the store by decade instead of by garment item,
adding better, more diverse and more unique products, creating an in-store experience, adding outdoor
seating, adding more products online and shipping, steady and OUTLAW social media.

● What is the single most important benefit the ETG brand should be seen to be
offering - and why would people believe this to be true?
A: “We come together to join energies.It’s a gift we give to our community and each other.”
The community is known as “the hippies, freaks, kooks on the hill” http://nymag.com/news/features/16711/

● How can you best communicate that benefit to the people you're interested in
attracting?
A: Instagram and Facebook (low cost and high engagement, nothing beats a conversation).

● What is the right price to charge?
A: 50% off what they (Every Thing Goes) are currently charging.

● What other new products or services could your brand offer people?
A: Complimentary coffee, snack and friendlier, more astute service engagement.

● So what is the vision for the brand?

A: CREATE in-store EXPERIENCES utilizing the cozy cafe experience in all three stores. CREATE all
three spaces to become gathering places to meet new people to get INFORMATION, INTRODUCTIONS
and INVITATIONS to events.

● And what would be the best roadmap for getting there?
A: 1. Sell off all the old furniture, books, and clothing to “Stop the Hemorrhaging” (50% off). This will
increase customer re-engagement and engage new customers. 2. Lower the prices, in general, moving
more product(s) in and through the store faster. 3. Empty the storage units and rent those. 3. Resolve the
great disparity between Baby Boomers and Millennials. This will add better communications between the
community members. 3. Utilize the talents and desires of the workers for optimal benefit and motivational
engagement. 4. Find out more about the Millennials “passions and desires (ganas)“ then add these skill
sets to create a new business model and increased income to the stores.
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Mistakes
BIGGEST MISTAKE THRIFT STORE OWNERS MAKE

https://www.youtube.com/watch?v=CGer2pFccS8
[ What can we learn from Jimmy Moonshine about thrift stores? ]

Marketers handicap themselves with LIMITING VIEWS such as:

● Consumers think in a well-reasoned or rational way.
FALSE: Consumers rarely access benefits, attribute by attribute, and consciously balance the pros and
cons of buying. The selection process is largely affected by emotions, the unconscious, and social and
physical context.

● Consumers can readily explain thinking and behavior.
FALSE: Ninety-five percent of thinking happens in the unconscious/subconscious mind. Verbal
explanations after-the-fact attempt to make sense of behavior, but rarely explain what controlled it.

● Consumers can be injected with company messages and interpret
them as marketers intend.
FALSE: Because consumers do not think in words, finding a clever way to express your company’s
message in words does not guarantee that consumers passively absorb it. Falling prey to these
misconceptions causes marketers to make predictable errors. They mistake descriptive information for
insight by making assumptions about what consumers say. For example, a customer may say she prefers
round containers to square ones. But unless you know why, you may not realize that round containers are
still not optimal, and she would prefer something else entirely. Managers also confuse customer data with
understanding by collecting huge quantities of easily accessible data, particularly demographic data.
They focus on the wrong elements of the consumer experience by spending 90 percent of market research on surface-level
attributes and functional features and their immediate psychological benefits. You must learn to understand the full consumer
experience and the deeper emotional benefits. Customer-Centricity The key to understanding the full customer experience is
customer-centricity, the degree to which marketers focus on latent and obvious needs of current and potential customers.

To be continued…..
Breuk Iversen
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