
 

When more is not better

Today's consumer has more products and more access to products than at any other time in history. The reason for this is
the unprecedented rate of technology. But this has not translated into an amazing retail experience.

Great choice is one thing, but it needs to be backed
by a number of actions on the part of the retailer to
ensure the customer returns for yet another great
shopping experience. (Image: Pietsnor, via
Wikimedia Commons)

This is according to Fontera's head of strategy and user experience Steve Jones who was a presenter at the recent
Consumer Goods Council of SA conference, in Bryanston Johannesburg.

"The fact is that customer now owns us. This is a real problem for business as usual because we are paranoid to change
everything we have spent years building up," said Jones.

He gave some key trends that are shaping the retail sector, and giving rise to this paranoia.

More is not better or good enough

We especially don't have more time. In fact we have less time to shop than to clean out homes. In reality a consumer only
visits 5 -10% of a store. Most of the time the consumer also is buying from the same categories and same products. The
consumer is on autopilot. This is why you have to work stores, i.e. product demos, activations.

Abandoned carts

This is when, in an online environment, consumers have products in a cart, but then don't purchase these. We send these
consumers a friendly reminder together with an incentive to complete the transaction. In ecommerce we can measure this,
but in the bricks and mortar store we cannot. Abandoned carts are also found in-store, e.g. if the queue is too long, the cart
is abandoned.

Show rooming a threat

Consumers use phones to check the price of a product and then buy it from another channel. Actually this is not the
problem. Customers are using their phones because there is no one to help them in-store. Therefore there is an
opportunity for mobile in retail.

The retail experience is average

What happens in-store and what we think happens is a world apart. It is not the price that drives consumers away;
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consumers leave because they do not feel valuable and are not treated properly. Retail in a store is more important than a
helicopter view of a store. So we do the big things well, but it is the small things that change perceptions.

Enhance the customers' experience

It is not about a lousy store experience, but service that is just not good enough. How do we fix this in a sustainable way,
i.e. a low-cost solution that keeps people employed and is do-able every day?

Mass marketing not working

One size does not fit all because shoppers are people. Shopping is a deeply social personal and emotional experience. The
shopper has paid 100% of the price and wants 100% back.

Experience trumps price, location, selection and convenience

Consumers give more time to the shopping experience if they get something in return. A store or brand is only as good as
that last experience - there is no loyalty today.

Media is also evolving

There is bought, owned, and earned media. The message is not blasted out there to the masses. Word of mouth is used to
transmit messages. But most experiences in-store are not good enough to talk about. There is an evolution in marketing that
must happen for us to deliver tangible value to transform consumers' lives.

For example, take www.hellofresh.co.uk. This is a website where their chefs create recipes that are easy to prepare,
balanced and varied. The website sources the ingredients. It delivers - free of charge - the recipe and the box of
ingredients to the consumer's doorstep on a Tuesday or Thursday. The consumer prepares his/her own meals.

In conclusion Jones gave some quick insights:

• The store must be the product experience centre.
• The consumer experience will not be transactional in next few years.
• Do you need an omni-channel approach? Get your one-channel approach right before you tackle the next one.
• Technology must move to the front of the store. Staff must work digitally with tablets.
• In the grocery store arena there is huge opportunity for mobile couponing, information on nutrition etc, but pick your
battles carefully.
• People strategy: none of this will work without people. We actually need more people and it is people who are needed to
deliver a great experience.
• It is 24/7 and 365 not 360.
• Shopper marketing, CRM, and social media need to be integrated to work together.

ABOUT DANETTE BREITENBACH

Danette Breitenbach is a marketing & media editor at Bizcommunity.com. Previously she freelanced in the marketing and media sector, including for Bizcommunity. She was editor and
publisher of AdVantage, the publication that served the marketing, media and advertising industry in southern Africa. She has worked extensively in print media, mainly B2B. She has a
Masters in Financial Journalism from Wits.
First of its kind MACC Fund to raise R10.2bn to transform creative industry - 13 May 2024
Under Armour, challenger brand, shows up, launches icon brand house in Sandton City - 29 Apr 2024
Sabre EMEA 2024 Awards: Razor PR, Retroviral top SA agencies - 18 Apr 2024
McKinsey restructures, 3% of workforce to go - 15 Apr 2024
SpendTrend 2024: Resilient South Africans adapt to challenging economic conditions - 9 Apr 2024

View my profile and articles...

 

https://www.hellofresh.co.uk
https://www.bizcommunity.com/article/first-of-its-kind-macc-fund-to-raise-r102bn-to-transform-creative-industry-239927a
https://www.bizcommunity.com/article/under-armour-challenger-brand-shows-up-launches-icon-brand-house-in-sandton-city-786562a
https://www.bizcommunity.com/article/razor-pr-and-retroviral-top-sa-agencies-at-sabre-emea-2024-awards-453879a
https://www.bizcommunity.com/article/mckinsey-restructures-3-of-workforce-to-go-564000a
https://www.bizcommunity.com/article/spendtrend-2024-resilient-south-africans-adapt-to-challenging-economic-conditions-342218a
https://www.bizcommunity.com/Profile/DanetteBreitenbach


For more, visit: https://www.bizcommunity.com


	When more is not better
	More is not better or good enough
	Abandoned carts
	Show rooming a threat
	The retail experience is average
	Enhance the customers' experience
	Mass marketing not working
	Experience trumps price, location, selection and convenience
	Media is also evolving
	In conclusion Jones gave some quick insights:
	ABOUT DANETTE BREITENBACH


