Hitting The

“Sweet
Spot”

A
Focusing on the customer
experience at retail is key
to long term success. Brian
Gracon reveals the three
“lenses” you need to view
your shoppers through.

At Retail

ll retailers are trying hard to succeed in what is being called
the “retail apocalypse” or “Amazon effect.” Companies
including Toys R Us, Radio Shack, K-Mart, Macy’s, the Gap,
Sears and many others are declaring bankruptcy or closing stores.
What’s a candy and snack retailer to do? Fortunately, it is not all bad
news. Some companies have strategies enabling them to grow and add
stores: Costco, Home Goods, Petco, Ulta Beauty, Starbucks, Aldi’s, Target,
Dick’s Sporting Goods, Sport Clips, Tractor Supply Company, et al. You get
the point — there is a long list of companies defying the apocalypse. How
are they doing it, and how can you leverage those strategies?

HOW ARE THEY DOING IT?

Going back a few years, some companies were steadily growing despite
the recession. Mercedes-Benz, Disney, Starbucks, Club Tattoo, BMW and
Ulta Beauty are a few. Research revealed three marketing strategies
they were using based on shifts in consumer buying habits. They were
appealing to the customer’s self-image, providing an entertaining
customer experience, product or service, and/or pampering the customer.
These three strategies are “lenses,” because these companies were
looking at their customers and marketplace in these ways.
Let’s take a closer look at these companies’ taglines. Club Tattoo and
Ulta Beauty are definitely about the customer’s self-image. Their taglines
scream self-image: “It’s not just a tattoo. It’s a lifestyle” and “Why should
hair be one-dimensional when you’re not?”
Of course, Disney is all about entertainment, but so is Starbucks with
its atmosphere, music and free Wi-Fi access.
Starbucks is also about pampering yourself and getting exactly the
right latte, macchiato or Frappuccino — and paying dearly for it. BMW
and Mercedes-Benz suggest you should pamper yourself via their taglines
“The perfect mix of want and need” and “Set your soul free,” respectively.
When it comes to these three lenses, the more the merrier. Any
company that can execute two or three of them, such as Starbucks, is
leveraging the customer’s emotional buying habits even better.
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Retail marketing,
selling and staffing
strategies should be
aligned to effectively
leverage customer selfimage, entertainment
and pampering
buying habits.”

LEVERAGING THESE LENSES

How can you leverage them in your marketing, sales process
and staffing? Why should someone buy from you? What is the
customer experience when they buy from you? How well do
your people deliver what the consumer wants and expects?
For the answers to these questions, let’s look at how
Kayla’s Kupboard, a fictitious retailer of gourmet olive oils,
vinegars and chocolate, applies the three lenses.
In Kayla’s marketing, she appeals to customers’ selfimages by emphasizing that they deserve the best, can
be trend-setters because she carries the latest flavors, can
get unique combinations of oils and vinegars, can pick
combinations for themselves, and can be social about the
experience in advisory and other social media groups.
In her sales process, she entertains by providing a variety
of tasting opportunities. Customers can sample the products
informally with friends and at invitation-only parties. She
takes her parties on the road to customers’ homes or clubs.
She offers incentives like spa certificates and tickets to local
theater productions and emphasizes the role of her products
in helping customers entertain family and friends. When she
considers changing her sales process she asks herself if the
change will lead to a more enjoyable customer experience.

Brian Gracon
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Kayla’s pamper strategies include concierge service
for repeat customers, emphasis on satisfying a customer’s
wants, and offering the best products because they
deserve it. She also emphasizes the importance of
pampering the customer’s guests.
The shopping experience at Kayla’s must meet
or exceed the customer’s expectations. Staff needs to
understand the processes, the reasons why Kayla chose
those processes, and how to ensure their interactions with
customers make the experience fun and simple.
As a result, Kayla also applied the lenses to her staffing.
She developed a self-image profile of her customers and
compared it to her staff’s self-image profile. The comparison
identified a few gaps, which she targeted, and she changed
her interview process to include questions about an
applicant’s self-image and ability to interact with various
customer types. “How do you feel about working with a
customer who wants to be pampered? Tell me about a time
when a customer really enjoyed working with you? What
have you done to make a customer feel really special?”
When Kayla holds staff training sessions she makes
sure the skills being taught reinforce her processes and
her staff’s use of the three lenses. She also follows up
afterward to make sure her staff is correctly using their new
skills and coaches the staff as appropriate.

THE BOTTOM LINE

Customer wants are emotional and therefore powerful
sales drivers. Retail marketing, selling and staffing strategies
should be aligned to effectively leverage customer selfimage, entertainment and pampering buying habits. C&ST
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