Bealls
Florida Fall Refresh

Local relevance. Retail discovery.
A transformation story built for reach.

How do you make a seasonal retail story feel native to Florida while still
giving it enough movement to travel beyond the existing audience?

CAMPAIGN WORK - COMPLETED THROUGH OPERATION NIKI

CASE STUDY
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Turn “fall” into a Florida story.

The strategic job was less about adding autumn cues and more about making the retailer belong inside an everyday refresh.

CREATIVE OBJECTIVE AUDIENCE TENSION MY ROLE
Create a seasonal retail Reel that feels useful, People understand “refresh the home,” but Concept framing - seasonal hook - transformation
local and watchable not like a hard store Florida does not naturally look like a traditional edit - local-market storytelling - performance
promotion. fall campaign. reporting

LOCAL Make the seasonal idea recognizable in Florida.

DISCOVERY Let products enter through a reason to care.

MOMENTUM Give the edit visible progress—not static product holds.

SPONSOR FIT Make Bealls the resource enabling the refresh.

Campaign completed through Operation Niki; brand context is presented without implying direct employment by Bealls.
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“Fall” was the wrapper. The real story was the reset.

The creative became more specific by leaning into Florida living instead of copying a generic autumn retail formula.

A Florida fall refresh is not
about pretending it is October in New
England.

It is about the feeling behind the season: reset the home,
discover useful pieces, make the space feel renewed, and
keep the lifestyle cues believable.

Specific enough to feel local. Broad
enough to travel.
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Make the retailer the enable rnot the interruption.

The campaign was structured as a story about transformation first, with Bealls earning its role through the process.

LOCAL CUE DISCOVERY TRANSFORMATION BRAND ROLE

Interpret fall through Florida Let products emerge as useful Use visible before — after Make Bealls the resource that
lifestyle cues instead of generic finds inside the refresh. progress to keep the Reel makes the refresh possible.
seasonal clichés. moving.

Need a seasonal reset — discover — refresh — reveal the result

This keeps the product present, but gives the viewer a reason to keep watching.
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The script had one job per beat.

Rather than over-explain the retailer, the narration and visuals were designed to move the viewer from recognition to payoff.

Open on the need for a refresh. Recognition before promotion.
Establish the Florida/home reality. Makes the seasonal idea feel believable.
Introduce Bealls finds as part of the solution. Products have a reason to appear.
Move from item discovery into visible progress. The story keeps moving instead of becoming a haul.
Reveal the refreshed space / finished resulit. The viewer sees why the effort mattered.
Land the brand message naturally. The brand is the enabler, not the interruption.

CREATIVE PRINCIPLE / STORY FIRST. SELL SECOND.
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Shoot enough coverage to make the story edit itself.

The visual plan was built around context + product + progress + payoff, so the Reel would never rely on static product beauty shots alone.

Wide home / lifestyle context Placement, styling, arranging, reset
Tell us what world we are in. Create visible progress and change.
Shopping / product find moments Before — after / finished space
Make Bealls feel like the source of the solution. Give the viewer the payoff.

Hands, textures, labels, useful features Final lifestyle frame + brand cue
Provide proof without stopping the story. Leave on a result, not a sales interruption.

For every product: capture context, use, and
payoff not only the item.

Shot-list presentation is a reconstructed creative-logic diagram from the campaign concept; use approved production stills when available.
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Make the Reel feel like a refresh not a commercial.

The edit had to create enough motion and change to support discovery while preserving a clear transformation arc.

, family, and

oL s A ) ik | 3 Lead with action
a IIVIng' Ll B - = | ar ‘ Start where the viewer understands the task.

Change visual information

Use new composition or movement often enough to preserve
momentum.

Use text to clarify

On-screen copy supports the story rather than repeating every
spoken line.

Protect the payoff

Save the strongest transformation frame for the end.

Bright ¢ believable ¢ lived-in * Florida-specific ¢ useful
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The numbers are real. The story is in what they signal.

377,784 228,406 16,293 151

REEL VIEWS REACH INTERACTIONS FOLLOWS

REACH Did the local framing broaden distribution?

52 . 3% of views came from non-followers

The content traveled beyond the existing audience instead of relying only on the
account’s core following.

INTERACTIONS Did the transformation create enough interest to act?

FOLLOWS Did new viewers see a reason to stay connected?

Source: Bealls 2025 Instagram Reel analytics. Exact verified figures: 377,784 views; 228,406 reach; 16,293 interactions; 151 follows; 52.3% non-follower views.
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The same thinking translates to sports, entertainment, and
culture.

Sponsor content performs better when the brand fits the audience story already happening around it.

Start with the audience tension, not the sponsor logo.

Use local/cultural context as part of the creative idea.

Give products or sponsors a role inside the story.

Build a clear before — after payoff.

Use performance data to sharpen the next creative decision.

CASE STUDY TAKEAWAY /| MAKE THE BRAND BELONG TO THE STORY.
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