Let’s Go Shopping!
So much of our local business is tied to retailing that I thought it would be a good time to examine the trends going on in retailing and shopping.  Let’s examine several current trends and maybe even try to envision some of the future of retailing.

Dynamic Pricing…In the early 1980’s, airlines developed a process, heavily reliant on computers, to forecast the demand for each and every airline seat, on every plan,  at any given moment before take-off.   The dynamics of the marketplace would dictate through computer modeling how much a seat would cost.  The retailer can take advantage of the dynamics at hand to try to maximize revenues for items on the shelf.   For instance, a can of Coke on a hot July afternoon could sell for more then on a cool cloudy day.   We may not be quite there yet with the ability to change the price tags, but we are not that far away from adapting prices to environmental situations.  In fact, just look at how fast the price of gas changes to slight changes in inventories and supply factors.  Consider how dynamic pricing might help you as a retailer to maximize profits.

Experiential Marketing…Why do customers go to Starbuck's for a $4 cup of Mocha Latte?  For many, it is all about the experience.   Starbuck’s nurtures the idea that their stores are places for people to meet; to work; to see and be seen.  They nurture this with amenities such as comfortable furniture, WIFI, light music and a restful ambiance.

Trading up and Trading Down…Consumers today are trading down in order to trade up.  They will shop for a local sale on groceries at Dominick’s or perhaps go to Aldi’s, and then turn around and buy that latte at Starbuck’s, or maybe pick-up a fine filet mignon at Kalck’s Butcher Shop.   Trading down in order to trade up means it is important not to be caught in the middle!
The Internet Effect…The growing use of the internet will have a great effect on retailing.  Already, customers can easily price products on the internet using shopping bots.  Local retailers need to know the prevailing retail price on the internet and develop their value proposition and price based upon this information.  This is the new reality of retail pricing.   A slower developing retailing trend on the horizon, driven by the internet, is the expectations for the retailing experience based upon the internet experience.  The internet as a retail space is where customers expect to find products with great ease.   Ease, quickness, and unfettered processes are the norm.   Retailers, especially grocery stores, often lay out their stores as mazes that trap customers or otherwise force them through a maze to get the customer to view more products and perhaps buy more.  The lessons from the internet say, lose the maze, making shopping easy…or lose customers to retailers who will heed this advice before you do. 

Lifestyle Marketing…Retailers will be wise to see how their merchandising and advertising is relevant and reflective of the lifestyles of their customers.  Here again Starbuck’s is relevant and reflective of their customers desire to have a social experience.   Starbuck’s becomes a part of the lifestyle.  Know your customers, not only in terms of their basic demographics, but also in terms of their lifestyle.  And make sure your advertising gets the message across about how you are relevant to the customers life.

Frequency and Loyalty Marketing…Do you carry a Fresh Values card from Dominick’s or perhaps a Borders Rewards card?  Information on customers, collected through the use of these cards is vital to understanding the consumer and being relevant and reflective of their lifestyles.    However, be mindful that the customer giving you this information has expectations that they will be rewarded.  Make sure the reality of your rewards programs keep and exceed the promise of your program.

Retailing, it is the lifeblood of our business community.  Stay ahead of the trends and we will all keep the cash registers of our county ringing!
