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Read the fact file on the London Camera Exchange (LCE). You can use the information provided to help you check your initial research for question 1 of the L1 Activity 1 Worksheet. 
A fact file on London Camera Exchange:
· Number of stores: LCE operates 26 stores in England.
· Area with most stores: Over 50% of stores (13) are based in the South. The other stores are spread over the East, the North and the Midlands.
· Products and services:
· New equipment – sourced directly from manufacturers
· Used equipment – second-hand products traded in by other photographers
· Trade-in quotes – both in-store and online
· Brands: Canon, Nikon, Sony, Fujifilm, Panasonic (Lumix), OM System (formerly Olympus), Leica, Sigma

Question 2 of the L1 Activity 1 Worksheet asked you to jot down some key facts or notes based on the video content. Below are some example notes that could have been taken to prepare for answering marketing-focused questions.
Marketing-focused notes:
· Social media platforms used: The Colchester store mostly uses Instagram but also TikTok, YouTube and Facebook.
· Main platform: Instagram is their main, most regularly updated, platform. It is quick, easy and free to upload photos.
· Supplier impact: Suppliers promoting and launching products affects what products are promoted and when. Also, stock levels can affect promotion.
· Local community activities: Staff create fun content to promote new and second-hand products, like collaborating with local skateboarders.
· Changing customer habits: Customers now shop online as well as coming into the physical stores.
· How channels work together: LCE’s social media posts are sometimes backed up by the manufacturer's own marketing – using cooperative advertising (where they split the costs).
· Corporate vs. local: Corporate website ads are used for big national product launches, while local social media builds community trust.
· Local influencers: The shop staff have become local influencers themselves. Because camera gear is expensive, customers look for an ‘expert voice’ they can trust before buying.
· Engagement: LCE drives engagement by running local product demonstrations, showing equipment in use (e.g. a shoot with local skateboarders). 
· National influencers: They help LCE to stand out from the crowd and gain word-of-mouth advertising.
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