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It's All About Sales & Marketing
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Are Sales and
“No-No-No”

the Solution for
Retailing Success?

R
Chargé? |

R-:u:ml}'. | spent two days ar the WHIEA Conference in Maui discussing how the game

H!- !'{:li!.il !I'.IN Lhi.iilg(.'{l. WL' IC‘r'iL'WEd WII:I[ llli: mew t"'.{llll: 11.]1.]I'G.I:'IJ. Ii!'il..' :IHEJ 1.|:1L' HIZILILL'EiL'h lhiil dinc
I:\L]Lli]"l:d (s EIJI'.'{.'l:SSrIJH}' rl1ii}7 l'.‘} its rulrx.

Today, most every retailer is facing the reality of fewer shoppers, smaller purchases and increased

competition from the big-box chains. In addition, we are dealing with increased media fragmentation,
makin]; it harder to reach new customers with a hig]': dcgrcc of Eml_'ir:nc:.'.

Ti'trrrﬁlrt', most Tl'1.'|-||ﬂ."|'.‘i !::'l{ L% Il'lt'-|r ]11'.|.rl:r'1i:ng I:':”‘IH'I& on xlrnng \.l]'l.".'n events jll'll:l ﬁ.l'l.ll'll: inE
promotions to drive the consumer into their stores, which are being mer with diminishing results.

Sa, ler me ask you this queston — If the answer to retail success is “sales” and “No, No, No”
financing offers, why aren't more retailers enjoying greater profitability and success?

Let’s examine the rules to the new game, and what you need to turn your business around and
enjoy retailing success,

.!iH: ﬂ.l.‘-l |.i1‘|1l1-_"'| WO Imust dl} i.\ ltllLleN[H]H.l “-ll:_i lt'lf gi.!l”l..' I1H$ Lllill'lg{:'l.{. .JEIE g:!IHL' |!'.L\ L]I.’!HE-;EI.]
|:‘.IEL.II.IJ$|: fl'l.l: consumer |'I;.Iji I'.'h..ll'lgl:l'_l.

Unril you accept the facr that the consumer has changed, you will never enjoy success, because you
will still be playing the rerail game by the old rules,

You remember the ald '.ulvcrlihing model rules? The retailer told the consumer when to shup and
what the conditions of the sale would be and assumed the consumer would like it!
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This advertising model made sales and pull-
through offers king! But today, even though
“sales” and “No, No, No” are meaningful in
every strategic markering plan, they are not the
entire solution.

When you focus exclusively on sales and
“No, No, No” events you fall into a sca of
sameness and sound like every other retailer. And
l-[:lr I[]dﬂ}’lﬁ m::rj.i.n—w.:lr}' CONSUImer, tl'lllﬁ kind l)F

advertising becomes “blah...blah...blah.”

There are four basic rules to the
new game of retailing. They are:

1. The Message
2. The Medium
3. The Management
4. The Marriage

The Message

Your message must convey your unigue
reason for being — your brand’s promise that
differentiates your company from the competition.

This differentiation must present a defensible
advantage the consumer will receive if they shop
your store instead of the competition. Only then
will the customer clearly understand why they
shop your store over another.

For example, carlier this year, while
developing a strategic marketing plan for a client
in the southwest, we realized that to establish a
strong brand position in his markets, he would
need to change the name of his swores,

With a dcgﬂ:f af ]'Lusimm_'}r, he allowed us to

move forward and develop a new name, as part of

his new marketing strategy.

Here was the situation:

= His stores sold the identical merchandise
of a well-known brand that had company
stores right next to his stores,

*  His name described him as a sofa store,
vet he also carried bedrooms, occasional,
entertainment, leather, etc.

¢ FEverything offered in his stores was
available tor sale off the Hoor, providing
immediare gratification; while the
l'.'l!lmPﬂ.]'l:w' stores Tig!'lt next Lo I'IiL stores
took two to three weeks to have products
delivered.

Our solution?

*  We locused on his unique strength in the
market which was that the consumer did
not have to wait and that they could enjoy
immediare gratification.

*  We changed his namc o “Furniture Now”
whi{:h l.:nrrr'{:ti}-' t:umrnl]nil:ﬂit‘ti |'||." Wik
more than just sofas.
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¢ Weadded the promise,
“When your comfort can't
wait!”

*  His websire, TV spots and
print, as well as in-store
signage, all creatively
communicate his unigque
|.‘Jr‘.'IJ'IL{ I.'lf('”'l'llllil.'.

MNow, instead of focusing

our advertising on “sales” and
“MNa, Nao, No,” we focus on
his uniqut market '.11’]\-".'Ir.|1.:lg-|:.

Our merchandise is priced competitively and we

continue to drive home the advantage that the consumer can
have it HJL{H.}' and the lowest price is guarunt::d.

The Medium

Deparrment store merchant John Wanamaker once said,
“Half the money [ spend on advertising is wasted; the trouble is,
|l don't know which half?”

Do you ever feel that way? To win in retail lml:i_'!.r there is no
room for media inrm:'it:n{'y!

Today, rechnology, software and rescarch tools have enabled
marketers to hold the media accountable, by being able
ﬂnﬂ.l}':ﬁc I:argctl::.l ratllng ].'.Inintli, COAT FCI th[)usﬂ.nd rr.ll.'trjv::s ﬂ]'ll'.{
watc]‘ling trends ofrating books.

Suffice to say, the Internet has taken center stage with
consumer communications today, and it must become a major
part of your marketing plan,

Your website deserves an investment not cml}' in rich conrent
about your store and its brand, but also an investment in SEQ
(Search Engine Optimization) and PPC (Pay-Per-Click) o
augment traditional media in driving people to your website.

With traditional broadeast mediums (TV & radio) it is
important to know how many houses are using TV during a
program (HUTs) and how many people are warching a cerrain
program (PUTs).

For radia, look closcly at rankings by age and day pare.

With all broadcast mediums, pay attention to audience
fragmentation and be certain the audience each promises is
being delivered.

With newspapers, it is vital to compare their in-home
distribution against the market you are trying to reach. Be
sure o réquest in-home suhscriptinns h}' zip code to define
what percent of the circulation meets your needs and negotiate
accordingly.

While there isn't spacc in this short article o go any L{::::pn::r
an media, if media ',1n:||}'xi.-u, pl:lnning and maonitaring are done
correctly, you may save 15 percent to 35 percent in media costs
if you know how to hold the media accountable.

Management

Management must focus on ELLUIJIH.'.{hi]ii}' at cvery level and
d.r::p'.lrl!mi:rlt I:Trtl-.“: curnp'.ln}-'! -l._f'ldi'l}', $|.|.1'.'(.'t'3i$r|.'|| n:t-.lih:rﬁ Ff“:uﬁ on
increasing margins, reducing waste, increasing close rates and
average tickets, as well as, managing efficiencies in every department
and with every linc item on the |t:d.g£r.
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What about turn rates? Do you have
an expected turn rate when you bring
a new product on the loor? Arc you
replacing and discontinuing items thar do
not reach your minimum expectation?

The cost of a computer system or an
individual to manage this major part of
your company pa]r:s in comparison to
what you are losing because you are not
holding your merchandising accounmble.

I have a simple philosophy when it
comes to merchandising, Every item
on the floor is a soldier and if it is not
helping you win the war on increased
turns Hl]{l Eruxh‘ 5'-1'1:5 KI'““.“ i[!

What about salespeople? There have
probably been more books written and
videos produced about managing the
sales staff than on any other aspeet of
furniture n.-.t:li]ing.

So, when industry research has
indicared that 80 percent of peaple
coming into a furniture store do so
with a desire w buy; why are we happy
with an average of 18 percent to 33
percent close ratios?

‘There is nothing more to say abourt
this cxcept you need to raise the bar i
at your sI:urc. Haold your sales seaff WE b Sl tE D eve ID p me nt
accountable.

It is a fact thar people don't buy Direct Mail
because they haven't been told enough
yet to come o a buying decision. Does
your sales staff know all the features

Inserts & Circulars
and benefits of your products? Do they

know how your products compare to Gift Incentives

those of}rc:ur direct competitors and
how to sell around the competition? .

Do you quiz and test the sales staff POS Materials
onc-on-one? | think you get the point.
We can all do better at increasing close
ratios and average tickets by holding
the sales staff accountable.

Working hard
We don't have time in this article

to discuss the 1mpulnl.-_mc= of managing WHFA Retailer Resource Center
Customer rt:t‘llr:ls. [ [ IWE}". insuranoe

costs and so much more. However, cach Building B, 16th Floor
of these must be held accounrable.

The Marriage

Advertising Services

Email Marketing

Fina"}', I want o discuss one of
the hardest things ta do in retail tud.u)r,
which is creating and maintaining loyal
CUSTOIMICTS.

In fact, it is so dithcult, | believe it is
thf numbcr DNE Measan t]'lﬂt n:tailt:rs El".

back to “sales” and “MNo, Mo, No" inance
options — because 1.}":}' arc casicr,

continued on page 17
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How important is customer loyalty and customer retention to you?

Consider this research from Bain and Company, “In business
after business, 60 wo 80 percent of customers who defect 1o a
competitor said they were satished or very satishied on the survey
just prior to their defection!”

Still not convinced on the importance of customer lu}';{ll}'?
Consider that a 2 percent inercase in customer retention is the
cquivalent of a 10 percent reduction in operating costs while a
5 percent improvement in customer retention can lead o }‘.'mfil
increases up to 80 percent. Findings are from John Bishop and
Arthur D, Little Co. research.

‘This evidence makes it clear that we need to focus on building
greater customer ln].'.'llt:r'. We need to focus on hul]dlng what [
call, “The Marriage” — |11Li1{l]111-_; brand |n].'.'t|l}' or commitment!

Yl]l.ll\".' p]'(}t?dl'.ll}' ]'“:-'lfll 1.|-|..11. a g‘}()d rn:irriagl: 1..'ik';.'$ wurli.. H'ﬁ
(‘II:'“"& :,'“IHT n'l-.1Tri.'lgr' "|'|"i|]'| :.."ul.IT CUSIOmer. FT!"Im I:'Il.":l]'l"" t'xp];li.ning
why vour store is differcnt to offering rewards to your loyal
customer (e.g,. privare sales, sncak-prcvicw invitations, interior
dcr:nml:ing seminars, etc.), it takes action on your part ta cultivate
a long-lasting relationship.

And that brings us back to our original question: Are “sales”
and “MNo, Mo, Ma” the solution for rv::1.'n']lnf?r success?

Consider that the word “sale” does not earn ]u:,';lll}'. Rather, it
is a Hirtatious enticement thar only lasts for a moment!

By itself, “sale” promises only a deal o those who are in the
market to hu:,' L'nlnn::id::ntu”}' at the same time. lt wastes much of
your advertising investment, because it does nothing long-term
o build your brand or promise 1o the consumer who is not in the
|'|.];.'I]'|CL'L (s ] hu",' at l]'l;ll ‘.j]'!'l.i:.

I want to make it clear thar sales and clearance events have
their place and are vital to retail. However, they are very expensive
if you don't tie-in your brand’s promise and they are definitely not
the solution to building loyal customers for life.

As we presented with our client in the southwest, once you
build a defensible position that communicates your unique
promise to the consumer, every dollar you spend in advertising
will not just last for a day. Instead, every advertisement will
continue to reinforce old and new customers alike as to why vou
are their store of preference,

The best part? Your customers will turn a deaf ear to the
“sales” and “MNo, No, No™ finance offers from your competition,

So, to start enjoying retail success, focus on your message,
the communications mediums you use, the management of your
business and be devoted to the marriage with your customer. "I

L Capyright 2009, Krnorr Marketing.

| Deuglas Knorr, Enown as a “retail
\ marketing activiet " is president af Kreorr
ua F‘ﬂow \ Marketing (wnvw knorrmarketing,
me nheal 7 Eﬁmiﬂﬂr* \ com), a full-service marketing and
& §, the K i | advertising agency specializing in the
ﬁ?ﬂﬂk‘ a ful VET'V'E"'M \ home furnishings industry The agency
- et " A \ provides strategic planning, creative
ﬁumﬂﬁll@tw\ Age © 17 \ production, public relations, sales
wn the Se mperl \ prometions, website development
Thure VD | and media buying services.

; a1 |\ Headguartered in Traverse City, M,
at 1% D\?\]’ME ﬁ"'-ﬁ?-')o | the firme serves clients throughout

\ the United States.
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Retailer

Perspective

Avoiding the
Term Sale

Jeff Winters, owner of Discovery Furniture in
Topeka, K5 has always avoided using the word “sale”
in all of the store’s ndvcrtising and mnrkcting since
opening in 2000. While the store occasionally offers
special incentives attached to an in-store event, they
have decided to avoid using the term “sale”. *Our
definition of sale is playing with the price — you put
the price down and then the price goes back up,” said
Winters. “Part of our reasoning behind thar is the
term is like a :lrug.. A livde kit works and that is great,
but pretty soon you need a little more to see the same
results. Eventually you are hooked and you can't get off
the ‘sale’. So we try to avoid that as much as we can and
look for other reasons to get people to visit our stores.”

Instead urusing the term sale in their promotions,
Discovery Furniture focuses on holding in-store events
and advertising their wide assorrment of accessories.
Quarterly, the store will hold a weekly design class for
four to five weeks which can draw in crowds of over
100 women. The design classes are on topics such as
painting, faux painting, rugs, lighting, mantels, ete.
“Each class is designed to be fun and interactive for the
customers in attendance. We have had groups become
so large that we have to split them up and go through
different parts of the store. When customers are at the
cvents we also try to do something special for them too,
such as a special buy on a product being used in the
class,” Winrers added.

Discovery Furniture also focuses on adverrising char
they are a highly accessorized store. “We don't build
in extra margin on our accessories so they are very
competitively priced,” Winters said. “Our philosophy
is that a woman will buy a sofa every six years if you are
]ut_ky, but she is H]WJ}"S |tm|1'.i|'|g for new accessorics for
a room or a gift. That creates more traffic and hopefully
they will see a sofa that they can't live without. 50 in
our advertising we focus on the fact that we have a large
assortment of accessories in the store.”

Taking the focus off of the term “sale”™ has been
very successful for Discovery Furniture. By focusing
on other aspects of their business, they have been able
to stand out from the rest of the crowd and become
known as the |:r|al;.1: for greal accessories and d:sign
classes in Topeka.

Melissa Dressler, Western Ketailer managing editor.
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