Connecting With Your Most Valuable Asset...

Your Customer!
By: Doug Knorr

It's my favorite time of year — football season! The igoid is packed with
exciting plays as two opposing teams, twenty-two guyskwwmexecute winning plays
and win the game!

The spectators are filled with enthusiasm, passionamthey watch each play
carefully, they make their comments about a great @ayif things didn’t go well, they
comment on how the team should have done it this wéyab way.

Yet the truth is, spectators have absolutely “no rdnbver the outcome of the
game.

To control the outcome of a football game, you cané lspectator. The same is
true in retailing, retail advertising and marketing. Thegenot spectator sports.

Today, retail is a true “contact sport!” If we don’ake contact with the
consumer, we will lose the game! And making contact thiéhconsumer today requires
a whole different marketing strategy than it did jutéva years ago

As we discussed in my September article (Managing ¥ast Valuable
Asset...Your Customer!), today’s consumer demands beingninatoThe consumer
will not settle for what you want them to do.

To successfully make contact with the consumer, yed te meet her or him on
their own ground, listen to what the consumer thinks awdthe consumer feels. Only
then can you make contact with the consumer in athatyis relevant.

Connecting with the consumer requires that the consbewame part of the
solution. The consumer needs to know that she oriheli® game, not just a spectator
with no control over the outcome!

Today, the solution to successful retail marketing ig¢ate and maintain an
ongoing dialog with the consumer. Remember, the consdo@s not care about you.

The consumer is not loyal. It is all about them!

So, any dialog that you try to create cannot be focusg@wiithe retailer).
Rather, it has to focus on the needs and wants @bigumer. That means your message
has to be “relevant” or the consumer will just dissiit as not important to them.

As | mentioned in the September article, you must sper@understanding how
the new consumer is thinking and learn to speak the nmr&ilanguage. Only then will
you be ready to effectively connect with him or her meaningful and successful way.

It's a challenging task because the behavior and lieestfiytoday’s consumer has
profoundly changed. Consumer interaction with technofogy media now consume a
great deal of the consumer’s life.

Online communities/social networks, blogs (web logs), viegeo blogs),
mobile technology and Instant Messaging/emailing are ndwmany activities.

For example, according to the Pew Internet and AmetiderProject, some 84%
of today’s online consumers have at one time or ancthr@acted an online community
group (Myspace, Facebook, Youtube, Friendster, Flitkr).&Some communities are
built around niche interests, such as WebMD, Hairs&oom Panel Moms (“...a place




to share real, unfiltered opinions on products and servicksaumes related to being a
mom”).

90 million blog sites exist and, of these, 15.5 millionactve blogs. 42% of
consumers with broadband connections post content o@lires. 100,000 blog posts are
made each day, about one per second. Plus, there aredsinfithousands of message
boards and forums on specialty topics.

A recent American Marketing Association webcast (‘ttéag the Connected
Consumer”) proclaims photo messaging has now gone neanstvith mobile
technologies, and uploading content and using persondla®mamong the fastest
growing mobile activities.

What's also interesting is to realize that eachtimopased on a 3-month average
ending last August, 4.2 million Americans send text messegeespond to “off-mobile”
advertisements. 48% of these were responding to corfferst, 8% responded to
information about a product/service/brand and 26% respdodszlipon or discount
offers.

With multiple channels of consumer communication d@ddonsumer’s daily
technology interaction, it's no wonder that resea@htinues to show that today’s
consumer is harder to reach.

For example, it's been determined that the average pessmw barraged with a
minimum of over 1,500 advertising messages every dagpctiMcKinsey Quarterly
says that figure is now approaching as many as 5,000 messapatag.

From newspapers and billboards to the Internet, hundrezbtg TV channels
and even restrooms, everywhere you go, advertising is &met it is multiplying. Today
you find more ad space per printed newspaper or magazine pdgapesncommercials
per broadcast hour. Television advertising has jumped tinoge spots to seven spots per
break, and advertising now commands up to 21 minutes p@rdgfam hour.

What are the consequences? Recent reports from higledia Research and
Cable TV research show that the increase of cluttadvertising reduces viewer’'s
memory effectiveness by almost 50 percent. And yet, asiveytcosts continue to rise —
going up at a faster rate than annual sales increase®mfor retailers.

In short, advertising efficiencies continue to spiral deard. In addition, today’s
consumer is more cynical about the advertising theyhs=e,and read.

So, if traditional advertising is becoming less effextiwe must develop a
different play list.

If we are going to win this game of growing our business tnnew game
strategy is going to be required. Today’s winning strategy lging traditional forms of
advertising and the Internet together to create an ong@ltugdvith your customer

Instead of using the Internet as just a “virtual showrobononline yellow pages
(Defense), you have the ability to use the Internetteyact with the consumer (Offense)
on “their” terms.

For example, Knorr Marketing has developed a new sodtywargram called
Knorr-Connect™. Its two-fold function connects the itetdo the customer and brings
the Sales and Marketing departments together to provideasegicustomer experience.
In turn, this creates greater customer loyalty and frecuehopping.

Here’s how it works.




In the past, traditional forms of advertising only wene direction, from the
advertiser to the consumer. Instead, this new marksyisigm, Knorr-Connect, allows
and encourages a two-way communication between théeretad the consumer by
bringing traditional media and the Internet together.

Using Knorr-Connect, traditional advertising (directilm@OP ads, circulars, etc)
takes the consumer to a special online location (not stoue website) and allows the
consumer to communicate back to you about their needsamd.

The software allows the consumer to make appointneetitse, respond to brief
surveys or download special offers or coupons not dlaita the general public.

An old friend of mine, John F. Lawhon use to say, “Wiets measured
improves.” | am fond of saying, “If | cannot put a measyidevice on some part of my
business, | assume | am losing money on that part.”

Today, accountability is the key to growing your businessaddeng the
effectiveness of your advertising allows you to contirtugdt a greater return on your
advertising investment.

That is why the Knorr Connect software includes a robaskend that allows
you to compare just how well different offers have keat.

At a glance, you can determine which events and offerkegidbest. In addition,
you can respond via email to those who have made a pumithssen automated cross-
sell offer.

For example, let’'s say someone bought a new bedrodmutipurchasing a new
mattress set. This system can be programmed to autaftyasiend the customer an
email with a four-color picture of their salespersomesigner, a thank-you message and
a customized offer for a new mattress set.

Imagine you have a salesperson leave your company. Yamozediately email
all their customers with a positive message, while oamtg to enhance your brand
position with the customer. At the same time, thatieoan introduce a new sales
associate with their four-color picture and give the austoa special reason to come to
your store with a special offer (gift, coupon, etc.).

The winning solution today is to make everything that happegpportunity to
connect with your customer.

It is not enough to sell home furnishings! America is dtaraly over- retailed
and the buying options for today’s consumers are almoshited!

To win at retail today, you must become the customer'st m@uable resource.
This requires greater relevance through knowing themrlatteproviding what they
want, when they want it.

To ensure your connection is relevant, you must alssiden

1) Developing a program that allows you to really knowrycustomer through
artificial intelligence

2) Bringing your sales department and your marketing departogether to
increase the customer’s satisfaction.

3) Employing tools to hold your advertising and sales accblenta order to
increase Return-On-Investment (ROI).

These steps are vital and will be discussed in futuidest

As you can tell, home furnishings retail is not a gamesf@ctators. So, get into
the game the way it is being played today.



Make contact and win!
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