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The	
  Value-Driven	
  Consumer
-

	
  

Part One:

How	
  do	
  you	
  believe	
  your	
  online	
  sales	
  performance	
  	
  

will	
  be	
  relative	
  to	
  the	
  2009	
  holiday	
  season?

http://www.bigresearch.com
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relative	
  to	
  last	
  year	
  are	
  

press	
  release.	
  

CONSUMER	
  HOURGLASS	
  THEORY	
  
Focused	
  on	
  the	
  “Consumer	
  Hourglass	
  Theory”	
  

mantra,	
  WSL’s	
  Weinswig	
  said	
  consumer	
  spending	
  

will	
  be	
  concentrated	
  at	
  the	
  top	
  and	
  bottom	
  of	
  the	
  

hourglass	
  as	
  high-income	
  consumers	
  recover	
  

(driven	
  by	
  rising	
  equity	
  markets	
  and	
  a	
  stabilization	
  

in	
  housing),	
  while	
  low-income	
  consumers	
  remain	
  

challenged	
  (high	
  unemployment	
  and	
  little/no	
  

to	
  high-income	
  consumers	
  (such	
  as	
  Saks	
  and	
  

Nordstrom)	
  as	
  well	
  as	
  value-oriented	
  retailers	
  (such	
  

as	
  the	
  dollar	
  stores).”

Expanding	
  on	
  the	
  “new	
  value	
  shopper”	
  term,	
  coined	
  

by	
  WSL	
  Strategic	
  Retail,	
  this	
  new	
  value	
  shopper	
  

spans	
  income	
  levels	
  and	
  demographics.	
  These	
  

price-conscious	
  consumers	
  shop	
  for	
  the	
  best	
  deals,	
  

buy	
  items	
  on	
  sale,	
  and	
  are	
  less	
  likely	
  to	
  stock	
  up,	
  

Weinswig	
  said.	
  	
  

Weinswig	
  said	
  mobile	
  commerce	
  is	
  still	
  in	
  its	
  infancy,	
  

and	
  points	
  to	
  retailers	
  like	
  JC	
  Penney	
  and	
  Target	
  

that	
  are	
  sending	
  coupons	
  to	
  customers’	
  mobile	
  

devices	
  for	
  in-store	
  redemption.	
  She	
  anticipates	
  

making	
  weekly	
  ads	
  available	
  via	
  mobile	
  to	
  become	
  a	
  

more	
  common	
  practice.	
  “More	
  and	
  more	
  consumers	
  

are	
  using	
  their	
  mobile	
  phones	
  as	
  part	
  of	
  the	
  shopping	
  

experience	
  and	
  we	
  expect	
  retailers	
  to	
  continue	
  to	
  

develop	
  their	
  capabilities	
  in	
  this	
  area	
  going	
  forward,”	
  

she	
  said.	
  	
  Weinswig	
  expects	
  retailers	
  to	
  increase	
  

the	
  amount	
  of	
  couponing	
  they	
  do	
  via	
  mobile	
  for	
  

the	
  holiday	
  season	
  in	
  general,	
  to	
  build	
  loyalty	
  with	
  

existing	
  customers	
  by	
  offering	
  exclusive	
  deals.

http://www.citigroup.com
http://www.e-tailing.com
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.	
  “We	
  believe	
  this	
  points	
  

	
  

	
  

	
  

	
  

	
  
on	
  shopper	
  visits.

Part Two:

http://www.shoppertrak.com
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Shopper-Driven	
  Technologies

Creative	
  

Target

Toys	
  “R”	
  Us’	
  

Part Three:

http://www.cri.com
http://www.cri.com
http://www.shopkick.com
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Best	
  

The	
  

Sports	
  Authority.	
  Customers	
  that	
  enter	
  a	
  Best	
  Buy	
  

of	
  sale	
  system	
  to	
  streamline	
  the	
  

Davis-Taylor	
  points	
  to	
  several	
  	
  

other	
  innovative	
  applications	
  

designed	
  to	
  empower	
  the	
  shopper:

	
  StripeyLines,	
  ShopSavvy	
  and	
  Amazon	
  

purchase	
  directly	
  from	
  a	
  mobile	
  device.

	
  Subports	
  just	
  emerged	
  as	
  a	
  new	
  

shopping	
  platform	
  that	
  let’s	
  people	
  use	
  

SMS	
  text	
  to	
  buy.

	
  Just	
  BoughtIt	
  is	
  a	
  social	
  platform	
  that	
  

allows	
  members	
  to	
  share	
  photos	
  and	
  

comments	
  of	
  their	
  purchases	
  to	
  friends	
  

on	
  Facebook	
  and	
  Twitter.	
  Its	
  next	
  
iteration	
  will	
  be	
  an	
  augmented	
  reality	
  app	
  

that	
  lets	
  someone	
  walk	
  into	
  a	
  store	
  and	
  

“see”	
  what	
  other	
  people	
  have	
  bought	
  and/

or	
  commented	
  on.

	
  Flook,	
  another	
  iPhone	
  app,	
  lets	
  people	
  

time	
  and	
  share	
  with	
  others.	
  It	
  has	
  great	
  

use	
  in	
  a	
  retail	
  setting.
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season.

	
  

	
  Text	
  or	
  badge	
  alerts	
   —	
  

	
  

	
  

http://www.retailsystemsresearch.com
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The	
  Multi-Channel	
  Must	
   	
  

JC	
  Penney,	
  Kohl’s

Walmart	
  offers	
  site-to-

IDC	
  

Part Four:

http://www.wslstrategicretail.com/
http://www.wslstrategicretail.com/
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4	
  Tips	
  to	
  Optimize	
  Paid	
  Search

In	
  an	
  effort	
  to	
  offer	
  eTailers	
  better	
  visibility	
  into	
  

	
  built	
  an	
  analysis	
  

	
  

In	
  a	
  

	
  Given	
  

retailers	
  to	
  revisit	
  

With	
  

	
  is	
  

Facebook	
  fan-only	
  
Twitter-coupons,

http://www.marinsoftware.com
http://marinsoftware.com/resources/whitepapers/search_guide_holidays_wp.html
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Mobile	
  Commerce:	
  
Drive	
  Impulse	
  Purchases	
  This	
  Holiday

By	
  Gary	
  Schwartz,	
  CEO	
  &	
  President,	
  

5	
  x	
  5	
  shopping	
  

universe	
  

Apps	
  vs.	
  mBrowser:	
  

mobile	
  browser,

How	
  would	
  describe	
  your	
  company’s	
  use	
  of	
  socail	
  	
  

strategies	
  this	
  holiday	
  season	
  as	
  compared	
  to	
  2009?

More extensive social strategies primarily centered on Facebook

More extensive social strategies primarily centered  
on Facebook with integration of the “Like” button

More extensive social strategies including  
both Facebook and Twitter

About the same amount of social strategies —  
primarily centered on Facebook

About the same amount of social strategies —  
 including Facebook and Twitter

Fewer socail strategies for either Facebook or Twitter

No social strategies are planned for this year at all

http://www.impactmobile.com
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   Put	
  an	
  M	
  in	
  front!	
  

Take	
  all	
  the	
  existing	
  communications	
  hubs	
  in	
  
the	
  store	
  and	
  see	
  what	
  can	
  be	
  done	
  to	
  facilitate	
  
heightened	
  functionality	
  and	
  interactivity	
  via	
  the	
  
shopper’s	
  phone.

m-Rebate

m-FSI	
  (Free	
  Standing	
  Inserts)

m-Coupon

m-Receipt

m-Endcap	
  (End-of-Aisle	
  display	
  and	
  shelf	
  talkers)

m-Product	
  Fact	
  Tag

m-Kiosk

m-Giftcard

m-Product	
  Tags

m-Spiffs

connect	
  the	
  basket	
  to	
  
the	
  phone	
  number.	
  

For	
  more	
  information	
  on	
  m-Commerce	
  and	
  mCRM	
  

see	
  the	
  new	
   	
  Mobile	
  Commerce	
  Guide

or	
  contact	
  suhail@m-e-f.org.	
  

http://www.m-e-f.org
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	
  

	
  

	
  

	
  

	
  

	
  

	
  

Part Five:

Inventory	
  Goes	
  Lean	
  for	
  Holiday	
  2010

http://www.moduslink.com
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About	
  Retail	
  TouchPoints

Retail	
  TouchPoints

weekly	
  e-newsletter,

	
  blogs, Special	
  Reports,	
  Web	
  seminars,	
  

virtual	
  events,

.

www.retailtouchpoints.com.

