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We are experts in strategic planning,
market analysis, trend tracking, and
market research.

We offer services to a wide variety of
markets focusing on design, luxury, the
home and durable goods.

We are responsible for reducing our

cli entsd marketing risks Db
accurate reporting of factual information

along with our best advice on the

Interpretation and application of that

Information.
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We are experts in the home & with 50+ years of
experience in research in home goods.

We excel at understanding the consumer.

We know research should not be used in a

vacuuméand needs to be viewed t
consumer knowledge, market knowledge, and

business acumen.

We know markets (consumers) change continually,
and the process Is never ending

We use our experienceseéeto bring cl
éand del ve fuiuret o t he
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THE RETAIL LANDSCAPE><
&

RETAIL MARKETING TRENDS




The economy has had a big
Impact on consumers.

Sl
With few except i 0 farfing
consumer is not the same as N
Spending
the one you served two years Habits
ago. 43%

What they spend on
What is important to them

How they evaluate products,
brands, services
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U.S.

ADULTS

No
Change in
Spending

24%

Reduced
Spending
will
Continue

33%

2010 CMB Consumer Pulse
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Postponed or Reduced

Spending
Home Furnishings/ Decor 31%
Furniture 30%
Casual Clothing 27%
Flat-Panel TV 24%
Major Appliance 239
Dress/Business Clothing 21%
DVD's/CD's 21%
Casual Shoes 20%
Dress Shoes 19%
PC's 19%
Home Textiles 19%
Small Kitchen Appl. 17%
Books 17%
DVD/Blue -Ray Player 16%
Lingerie 15%
Mobile/Smart Phone 15%
Gaming System 14%
Power Tool 13%
Toys | 10%
Children's Clothes | 7%
Children's Shoes |6%

Retail Forward ShopperScape February 2010
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Of 21 categories polled
by Retail Forward, home

furnishings/decor and
furniture were most likely
to be affected by the
recession.
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Home Furnishings did suffer from a significant decline in
consumer spendingébut will enjoy
consumers may be looking to fulfill some pent  -up demand.

How have you changed your shopping habits?

Investments in my
Life

RIELILLILLEL LY L |

Things | don’t
Vacations @ .
40% , think about
Home @ Home improvement
Degree of furnishﬂﬁgs Dining out

Future

ELELIT LI L]} 4 z L ii‘mihrjtlﬂiiiitﬁjb‘-ie?ﬁ trﬁﬁii.i LELE LI LI IR I IRl LT IELE L]
Rebound - : for children - - ,Iﬁ
services
.... Designer
Designer clothes

Things that
entertain me

-90% -B0% -T0% -40%

Greater Decline in Smaller
— —
Decline Past Spending Decline

~
2010 CMB Consumer Pulse %
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The New Consumer Psyche

With the depressed
economy and job
market, the nature of
consumer spending has

changed.
More thoughtful 7
SULEC RO SR SUelch your budget, honk ygur stye.

for their money.

More than 17 million
Nextag users monthly.

A :
o Design Research LLC
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Best Buy is known for We’ll match

their Price Match their pfice a.nd
Guarantee Policy. throw in a little

thing called A
Many ot he BEE AE
foll owli nge ™~
Sears

Lowe's Price Match G t

L Owe S If y?u\gr,dea ?etter E!a?l gmewrgrece:lse, we'lllzlagtriia O°e/oe ﬁ‘s
WalMart v L
Staples
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http://www.lowes.com/cd_Everyday+Low+Prices_787241445_?cm_cr=Tile+and+Stone-_-Web+Activity-_-Tile+and+Stone_A1_Activity-_-SC_Tile+Stone++Accessories_Area1-_-31113_6_cd_Everyday+Low+Prices_787241445_

A strong value proposition is
now critical.

A good value proposition
entails being clearly
differentiated from
competitors 0 the consumer
must sense a unique offering.

While higher guality always
drives valueeéeenyv
friendliness and

commendable social

practices have become

more and more important.

DESIGN RESEARCH, LLC © 2010 ALL RIGHTS RESERVED

What Global Consumers Think about
When Deciding to Buy a...

Household or Personal Product
Value for the money

Quality

S— T

Expensiveness

Convenience of use

a8

If using product will harm environment
33%

If product will add unnecessary chemicals to home

 S— T

If product made in eco-friendly way

None of the above

Source: Ipsos Marketing
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Starbucks creatively found a
way to alleviate consumer
concerns over value in a tight
economyé

Customers that bought coffee In
the morning were given a
coupon to purchase any iced
beverage for $2 after 2 p.m.

Star buckseé

gave consumers a value
treat

Increased repeat business

Found a way to drive sales In
their weak afternoon period

~
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Value Important Up Market Too

Coach, Saks Fifth Avenue,
Nordstrom, Neiman Marcus all
expanding their outlet stores,
where they have seen sales
growth while core stores
decline.

-( SOACH

A UMITED TIME OFFER: NOW THROUGH SUNDAY, NOV. 15

Unity Marketing reports strong
home market:; ENJOY AN ADDITIONAL

52 % of affluents plan to make 20% O F F

home changes in the second half | m=us ameady ReDuceD 25 0
or 2010 and through 2011. DON'T DELAY. OFFER ENDS NOVEMBER 15
Home remodeling and COACH FACTORY STORE
redecorators of 1 st half 2010 spent ——

on average 40 percent more than

home remodelers surveyed in 2008.

e
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Success Iin Localized Marketing

Best-of -breed retailers have
gained sales by localizing their
promotions and merchandise,
tweaking assortments and
displays to local tastes.

Recently, Walmart announced
their new corporate strategy
based on localized markets |
oWal mart Westo, o0
Southo and oWal ma
The vast and bold move is

designed to focus on regions

within the US rather than treat

the country as one vast
homogeneous market.

<0 : :
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http://blogs.wickedlocal.com/massmarkets/files/2009/02/earns_federated_maea107_649498.jpg

Range Editing
Demonstrating to the
consumer that the retailer
understands her preferences
and lifestyle and can
anticipate changes in these
attributes.

Eliminating what the
customer doesnot
focus on what is relevant to

her builds customer loyalty.

Manufacturers should do the
same.
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17

Localized retailing is about
creating an mwircmme‘nt
where customers can feel

completely at home and see
themselves reflected in the

marketin g.
99

wan-t and



Technology is making retailers better.

Retallers know what is selling and what is
not.

Ask your partners to share information 0
opportunity exists in collaboration of
business intelligence.

In the end, it makes for better products
which Is good for everyone in the chain
- the designer, the manufacturer, the
retailer, and the end consumer.
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MARKETING TRENDS in
HOME FASHIONS

<




As featured on
SUANDY

STEP 1: Pick Your Style!

Provides consumers affordable custom
|l nterior designlinservi c

Consumers select their styles, fill out
surveys, enter room data.

Receive a custom box
two space plan options

a spec card for each piece of furniture
the designers selected

a paint card with recommended colors

a window treatment card with
recommended styles

a tape measure and other small tools

| Heart Design chooses items from a
mix of flea markets, national retailers
and trade -specific vendors.

Consumers can buy items they like
directly from their personal online
design board on the site.

Lo
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Easy Customization

Rooms by You

Customized
bedding, pillows,
window treatments,
wall décor, seating,
storage, bath,
lighting.

Drag and drop.

% 3G =3 7
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Endless Customization

NJ based Inmod.
Select your own design, colors, fabrics.
All hand made.
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http://www.springwise.com/style_design/designyourown_duvets/

Fabric Prinfed on Demand

Fabric on Demand is a digital textile
printing company that allows
consumers to create personalized
fabrics online.

Buyers upload their design, choose
from 8 different fabrics to print on.

A proof is emailed, and the custom
fabric is printed and delivered
within 7 days.

Prices range from $16 9 $34 per yard
and customers can order unlimited
continuous yardage.

Expansion plans d customized
blankets, pillows, tote bags, banners
and tablecloths.
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http://www.fabricondemand.com/
http://www.springwise.com/style_design/fabricondemand/

Ohio -based Happy Blankie offers a line of four animal blankets made
of luxurious plush ominky" fabric

For every Happy Blankie sold, the company will donate another to a
child in a hospital or orphanage.

The buyer of the first blanket chooses where the second one is given
by following the instructions on the blanket's "giving is cool" tag.

Pricing ranges from $29 for an 18 -by-18-inch size to $99 for a 48 -by-56-
inch version.

Personalization with a child's name.

”\
S Design Researc
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http://www.springwise.com/style_design/happyblankie/

hilips introduces iron for men

A clothes iron for men. Offers men a more robust, heavy -duty
tool, a larger grip and a more masculine look...sleek and
rugged.

The GC4490...'more power, more steam, more performance'.

Philips stresses its technical specifications, seemingly in an
attempt to convince men that they're buying a power tool or
new gadget instead of a garment care appliance.

Like a new drill, the iron comes in a solid case.

~
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http://www.springwise.com/style_design/gc4490/

Even the lowly kitchen cleaning cloth.

Far from homely, UK -based Jangneus Design's eco -friendly
cleaning cloths offer Swedish -inspired design with strong
colors and eye -catching motifs.

Fully biodegradable at the end of their useful lives.

Further catering to consumer nee:
subscription! A new cloth shipped free every month.

,\/\/I Design Research LLC
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http://www.jangneus-design.com/subscribe.php
http://www.springwise.com/style_design/jangneus/

The Outdoor Home

As Americans spend more
time at home and stay -
cations rise, homeowners
are making their outdoor
spaces a leisure
destination.

Lush and relaxing resort -like
spaces

High-end outdoor all -
weather furniture

Outdoor flat screens

Fashionable accessories
like rugs, electric lamps

Full pro-level kitchens
Fireplaces/fire pits

/}"/, Design Research LLC
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Back to basics

Y4

OHomeyne
trend

Y4

Connecting to
Nature

\_
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Ashift in consumer tastes toward simplicity

AEfficiency trumps opulence

AConsumers want to feel like they are being practical.

Awhites, beiges, grays

ANeutrals for larger items can be jazzed up with smaller accessories.

AConsum-rs spending more time at home and want to feel comforted.

AFloral priiits, upholstered furniture, family photos, cheerful patterns, soft
cushions, inviting chairs

AThe comfort of familiar traditional design.

AHeightened need for a connection to nature.
AAnything earthy and homespun.
Acanvas, burlap, natural materials.

ARecession chic exudes the Ooromance an
(Newell Turner, House Beautiful)

N
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design trends in down
economy

oOohumbl e I s the

Jonathan Adler
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oShabby Chico
Di ver Deluxed that
cheape

Enable people of means to

express their taste without

flaunting their relative immunity to

the recession
oBurl ap is the new ve
Coffee tables made from barrels.
Lamps crafted of brooms.

Ottomans upholstered with patchwork
recycled leather.

Tree stump end tables.

Converges with green
consciousness, castoff industrial

new duraishings, fosind objects,

recycled materials.

A
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oS mal | Dose Gl amb

Offers a sharp contrast to the
oObasicso, oOoOhomeyne
odumpster diveo tr
Glamorous and beautifully

designed items that can be used

as accent pieces.

Or even utilitarian items that offer
some bling and style.

70 Decion R
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Back to Basi cseé
Connect t o Natur eé
Environmentally conscious

Made from silica sand, very
little energy is used in
creating and processing.
Long -lasting, unbreakable,
chip -resistant, lightweight
and flexible, it can be
compressed for very
economical shipping.

70 Decion R
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SOCIAL MEDIA MARKETING 4




Word -of - mouth and personal
referrals continue to grow in
importance.

Consumers interact with friends
as they shopéexchii
ideas, tips, recommendations,

sal es, and experi g
good and bad.
Consumers are o0v| oeE Naae

shopping with their friends,
seeking instant approval,
validation, opinion.
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