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¾ The Retail Landscape and Retail 
Marketing Trends

¾ Marketing Trends in Home Fashions

¾ Social Media Marketing

¾ Know the Consumer

¾ American Generations

¾ Gen Y

¾ STRATEGIES TO COMPETE SUCCESSFULLY

¾ The Value of Design
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¾ We are experts in strategic planning, 
market analysis, trend tracking, and 
market research.

¾ We offer services to a wide variety of 
markets focusing on design, luxury, the 
home and durable goods.

¾ OUR MISSION
¾ We are responsible for reducing our 
clientsõ marketing risks by providing 
accurate reporting of factual information 
along with our best advice on the 
interpretation and application of that 
information.
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¾ OUR COMPETITIVE ADVANTAGE

¾ We are experts in the home ðwith 50+ years of 
experience in research in home goods.

¾ We excel at understanding the consumer.

¾ We know research should not be used in a 
vacuuméand needs to be viewed through the lens of 
consumer knowledge, market knowledge, and 
business acumen.

¾ We know markets (consumers) change continually, 
and the process is never endingé

¾ We use our past experienceséto bring clarity to the 
present éand delve into the future .
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¾ The economy has had a big 

impact on consumers.

¾ With few exceptions, todayõs 

consumer is not the same as 

the one you served two years 

ago.

ü What they spend on

ü What is important to them

ü How they evaluate products, 

brands, services
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¾ Of 21 categories polled 

by Retail Forward, home 

furnishings/décor and 

furniture were most likely 

to be affected by the 

recession.

Retail Forward ShopperScape February 2010
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¾ Home Furnishings did suffer from a significant decline in 

consumer spendingébut will enjoy a nice rebound, as 

consumers may be looking to fulfill some pent -up demand.

2010 CMB Consumer Pulse
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¾ With the depressed 

economy and job 

market, the nature of 

consumer spending has 

changed.  

¾ More thoughtful 

purchasing to get more 

for their money.

¾ More than 17 million 

Nextag users monthly.
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¾ Best Buy is known for 
their Price Match 
Guarantee Policy.

¾Many other retailerõs 
followingé

¾ Sears

¾ Lowes

¾WalMart

¾ Staples

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_
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¾ A strong value proposition is 

now critical.

üA good value proposition 

entails being clearly 

differentiated from 

competitors ðthe consumer 

must sense a unique offering.

üWhile higher quality always 

drives valueéenvironmental 

friendliness and 

commendable social 

practices have become 

more and more important.
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¾ Starbucks creatively found a 

way to alleviate consumer 

concerns over value in a tight 

economyé

¾ Customers that bought coffee in 

the morning were given a 

coupon to purchase any iced 

beverage for $2 after 2 p.m.

¾ Starbucksé

¾ gave consumers a value 

treat

¾ Increased repeat business

¾ Found a way to drive sales in 

their weak afternoon period
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¾ Coach, Saks Fifth Avenue, 

Nordstrom, Neiman Marcus all 

expanding their outlet stores, 

where they have seen sales 

growth while core stores 

decline.

¾ Unity Marketing reports strong 

home market:
ü 52 % of affluents plan to make 

home changes in the second half 
or 2010 and through 2011.

ü Home remodeling and 
redecorators of 1 st half 2010 spent 
on average 40 percent more than 
home remodelers surveyed in 2008.
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¾ Best-of -breed retailers have 

gained sales by localizing their 

promotions and merchandise, 

tweaking assortments and 

displays to local tastes.

¾ Recently, Walmart announced 

their new corporate strategy 

based on localized markets 

òWalmart Westó, òWalmart 

Southó and òWalmart Northó.  

The vast and bold move is 

designed to focus on regions 

within the US rather than treat 

the country as one vast 

homogeneous market.
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¾ Range Editing

¾ Demonstrating to the 

consumer that the retailer 

understands her preferences 

and lifestyle and can 

anticipate changes in these 

attributes.

¾ Eliminating what the 

customer doesnõt want and 

focus on what is relevant to 

her builds customer loyalty.

¾ Manufacturers should do the 

same.
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¾ Technology is making retailers better.

¾Retailers know what is selling and what is 
not.

¾ Ask your partners to share information ð
opportunity exists in collaboration of 
business intelligence.

¾ 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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¾ Provides consumers affordable custom 
interior design serviceséall on-line.

¾ Consumers select their styles, fill out 
surveys, enter room data.

¾ Receive a custom box

ü two space plan options

ü a spec card for each piece of furniture 

the designers selected

ü a paint card with recommended colors

ü a window treatment card with 

recommended styles

ü a tape measure and other small tools

¾ I Heart Design chooses items from a 
mix of flea markets, national retailers 
and trade -specific vendors. 

¾ Consumers can buy items they like 
directly from their personal online 
design board on the site.
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¾ Rooms by You

¾ Customized  

bedding, pillows, 

window treatments, 

wall décor, seating, 

storage, bath, 

lighting.

¾ Drag and drop.
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¾ NJ based Inmod.

¾ Select your own design, colors, fabrics.

¾ All hand made.

http://www.springwise.com/style_design/designyourown_duvets/
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¾ Fabric on Demand is a digital textile 

printing company that allows 

consumers to create personalized 

fabrics online.

¾ Buyers upload their design, choose 

from 8 different fabrics to print on. 

¾ A proof is emailed, and the custom 

fabric is printed and delivered 

within 7 days.

¾ Prices range from $16 ð$34 per yard 

and customers can order unlimited 

continuous yardage.

¾ Expansion plans ðcustomized 

blankets, pillows, tote bags, banners 

and tablecloths.

http://www.fabricondemand.com/
http://www.springwise.com/style_design/fabricondemand/
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¾ Ohio -based Happy Blankie offers a line of four animal blankets made 
of luxurious plush òminky" fabric and silky charmeuse satin.

¾ For every Happy Blankie sold, the company will donate another to a 
child in a hospital or orphanage. 

¾ 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. 

¾ Pricing ranges from $29 for an 18 -by -18-inch size to $99 for a 48 -by -56-
inch version.

¾ Personalization with a child's name.

http://www.springwise.com/style_design/happyblankie/
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¾ A clothes iron for men.   Offers men a more robust, heavy -duty 
tool, a larger grip and a more masculine look...sleek and 
rugged.

¾ The GC4490...'more power, more steam, more performance'. 

¾ 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.

¾ Like a new drill, the iron comes in a solid case.

http://www.springwise.com/style_design/gc4490/
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¾ Even the lowly kitchen cleaning cloth.

¾ Far from homely, UK -based Jangneus Design's eco -friendly 

cleaning cloths offer Swedish -inspired design with strong 

colors and eye -catching motifs. 

¾ Fully biodegradable at the end of their useful lives.

¾ Further catering to consumer needséGBP 25 per year buys a 

subscription!  A new cloth shipped free every month. 

http://www.jangneus-design.com/subscribe.php
http://www.springwise.com/style_design/jangneus/
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¾ As Americans spend more 
time at home and stay -
cations rise, homeowners 
are making their outdoor 
spaces a leisure 
destination.
ü Lush and relaxing resort -like 

spaces

üHigh-end outdoor all -
weather furniture

üOutdoor flat screens

üFashionable accessories 
like rugs, electric lamps

üFull pro-level kitchens

üFireplaces/fire pits
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ÅShift in consumer tastes toward simplicity

ÅEfficiency trumps opulence

ÅConsumers want to feel like they are being practical.

ÅWhites, beiges, grays

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

Back to basics

ÅConsumers spending more time at home and want to feel comforted.

ÅFloral prints, upholstered furniture, family photos, cheerful patterns, soft 
cushions, inviting chairs

ÅThe comfort of familiar traditional design.

òHomeynessó 
trend

ÅHeightened need for a connection to nature. 

ÅAnything earthy and homespun.

ÅCanvas, burlap, natural materials.

ÅRecession chic exudes the òromance and pioneer spirit of homesteadersó 
(Newell Turner, House Beautiful)

Connecting to 
Nature
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¾ òShabby Chicó and òDumpster 

Diver Deluxeó that doesnõt come 

cheapé

¾ Enable people of means to 

express their taste without 

flaunting their relative immunity to 

the recession
ü òBurlap is the new velvetó.

ü Coffee tables made from barrels.

ü Lamps crafted of brooms.

ü Ottomans upholstered with patchwork 
recycled leather.

ü Tree stump end tables.

¾ Converges with green 

consciousness, castoff industrial 

furnishings, found objects, 

recycled materials.
òhumble is the new grandeuró
Jonathan Adler
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¾ òSmall Dose Glamó

¾ Offers a sharp contrast to the 

òbasicsó, òhomeynessó, and 

òdumpster diveó trends.

¾ Glamorous  and beautifully 

designed items that can be used 

as accent pieces.

¾ Or even utilitarian items that offer 

some bling and style.
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¾Back to Basicsé

¾Connect to Natureé

¾ 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.
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¾ Word -of - mouth and personal 

referrals continue to grow in 

importance.

¾ Consumers interact with friends 

as they shopéexchange 

ideas, tips, recommendations, 

sales, and experienceséboth 

good and bad.

¾ Consumers are òvirtuallyó 

shopping with their friends, 

seeking instant approval, 

validation, opinion.
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