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THE CHANGE IN MARKETING
Seller’s Market

Buyer’s Market

Production: Focus on Company

Marketing: Focus on Customer
and Competition 

Experience: Focus deeper on 
customer experiential value; consumer is
media/channel agnostic; giving up control

Connected
Community

Economic
Uncertainty

(Madoff)

Trust: Focus on genuine 
customer value—RESET, 
Discipline, flexibility

Interactive /Social Marketing

2009:  12% of advertising/branding spend

2014: (est) 21% of spend

Characteristics of interactive marketing

TransparencTransparency

Two (multi)-way dialogue

Need to be willing to lose some control for your 

brand

Social/Interactive Marketing

Metaphor: Flock of 

birds flying

Don’t know who is 

leading or where theyg y

are going!

1996

What is an Experience?

Experiences are processes that occur as a 

result of encountering, undergoing or living 

through situations.

Triggered stimulations to the senses heartTriggered stimulations to the senses, heart

and mind.

They connect the company and the brand to 

the customer’s lifestyle and place individual 

customer actions and purchase occasions in 

a broader social context.

Connecting Experience to the Brand

Experiential Brand Positioning

What does the brand stand for

Should be a multisensory strategy

Should be different in some real and valuable

way from all competitors

Experiential Brand Value Promise

Describes what customers gets in experiential 

terms

Sense  Feel  Think  Act  Relate

Embrace all channels (experientially)
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A Framework for Understanding the Relationship between Advertising and Retailing
Barbara Kahn
Patty and Jay H. Baker Professor; Professor of Marketing; Director, Baker Retailing Center, The Wharton School

Product Category experience

Usage context

Sociocultural/Business Context

Product 
experience

design, music, fragrance, type

of salespeople. 

Store within a store; you may ask yourself, 
am I still in Target?

SearchSearch ConsiderationConsideration PurchasePurchase UsageUsage DisposalDisposal RepurchaseRepurchase
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A Framework for Understanding the Relationship between Advertising and Retailing
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Sensory

Rational

Emotional

Behavioral

Social

SearchSearch ConsiderationConsideration PurchasePurchase UsageUsage DisposalDisposal RepurchaseRepurchase

Sensory

Rational

Emotional

Behavioral

Social
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Leveraging Technology in an Age of Empowered Consumers
Sean Sondreal
Vice President of Strategic Marketing, Kohl’s Corp.

1

Wh kWhat keeps you up at
night?

Yes �– all of these of course. And many of them have for years.

But more recently my sleep is lostBut, more recently, my sleep is lost
to a wave of new technology that
has generated more opportunities
(and missed opportunities).

We have to embrace this new era of marketing
while not losing focus on the areas driving our
core business today.

Print Circulars In Store Experience

Email TV CRM

Radio Display Search

Loyalty Retention, 

Event Strategy, 

Media Mix
?

Media Mix

NFC

Pop-up 
Stores

Flash Sales

Tablet Optimized Web Experiences

The Cloud

Geo-Fencing

Real time 
inventory

Service 
Automation Mobile POS

Virtual Stores

Wireless Connectivity In-Store Google Wallet
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Leveraging Technology in an Age of Empowered Consumers
Sean Sondreal
Vice President of Strategic Marketing, Kohl’s Corp.

1

What is additive to our current
strategy?

What may we detract?

How do we adapt to a new era
where strategy guides our
technology investment? But
remains nimble enough to graspremains nimble enough to grasp
technology that can improve our
strategy in ways not yet
envisioned.

Finally, how do we in this room
become comfortable with the

b i i lcustomer now being in control
of her journey �– whether we like
it or not?

2 years ago, would you ever
have envisioned how much

h l i fl itechnology was influencing
today's loyalty dynamic?

Let�’s play an overly simplistic today
scenario�…

Let�’s say you have:

A Visa Debit CardA Visa Debit Card

A store loyalty card

An AT&T enabled iPhone

The following scenario is all possible today�…

At Checkout Backend
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Leveraging Technology in an Age of Empowered Consumers
Sean Sondreal
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Understanding Consumers’ Decision Making Patterns and Modes
Joel Rubinson
President, Rubinson Partners, Inc.

Jay H. Baker Retailing Center & the Future of Advertising Project �– SEI Center 
for Advanced Studies in Managementfor Advanced Studies in Management 

Session: Brand Building and the Brand Experience: The Blurring Boundaries 
Between Advertising and Retail

Date: April 21, 2011

Rubinson Partners, Inc.
Twitter: @joelrubinson
E-mail: joelrubinson@gmail.com
Blog.joelrubinson.net

Meyers Research Center (on behalf of POPAI), 1995 : 70%

Ogilvy Action, 2008 : 40% 

Estimated in store brand decison rate
(Average across categories)

Synovate,  2009 :  50%

Source: Synovate 2010
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Surprisingly low share of requirements for preferred brands
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Source: Catalina, ID-level data (1 chain)
Among those who made at least 5 category trips during last 2 years

Marc Pritchard Procter�’s CMO calls for 
thinking �“store back�”, and told P&G agencies 
(not just the shopper marketing ones) that it 
means that marketers must ALWAYS have the 
store in mind when developing a newstore in mind when developing a new 
product, a new idea, a new statement: if it 
does not work at the store, it�’s a miss�”.

20%

30%

40%

50%

60%

70%% category 
buyers

Share of Requirements distribution for a 10% share brand; 
avg. category purchase cycle of 12x/year

Where does 
shopper marketing 
operate?
How about digital 

engagement and 
community?

0%

10%

Share of 
requirements25

%
50
%

75
%

measure fringe Only OK preferred �“engaged�”
% pop 86* 5 4 5

Your brand share 
of group

2 34 60 90

% sales 19 17 21 43

comments Rarely buy 
your brand 
but still 20% 
of your 
business

Why do they 
EVER buy you 
if you�’re less 
preferred?

Why do you 
lose 40% of 
their 
purchases?

Critical group;
they are on 
�“auto-pilot�” for 
your brand *approx. 15%  of them buy brand

measure fringe Only OK preferred engaged
% pop 80 7 5 8

Avg. share 3.2 34 60 90

Growing a  brand from a 10% to 15% market share
A successful marketing program must increase sales IN EVERY loyalty group!

% sales 17 17 21 45

Share points 2.6 2.5 3.1 6.8

37%
47%

55%
62%

0%

20%

40%

60%

80%

% increase
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Bringing Marketing Academics and Practitioners Together to Study the Blurring 
Boundaries between Advertising and Retailing and Research on Online and Offline  
Word-of-Mouth
Jonah Berger
James G. Campbell, Jr. Memorial Assistant Professor of Marketing, The Wharton School

1

Why do certain products get more
d f th th th ?word of mouth than others?

Jonah Berger
The Wharton School

Old Model

Advertiser/company centric

New Model

Network centric

Lots of interest around social media and
word of mouth

WOM boosts sales!!!!
L t�’ j th b dLet�’s jump on the bandwagon

Why are certain products, brands, or ideas
talked about and shared more than others?

But these are technologies, not strategies.

Fundamental Rule of WOM:
Products need to be interesting to

be talked about

�“nobody talks about boring companies,
boring products, or boring ads�”
(Sernovitz 2006; Hughes 2005; Rosen 2008; Knox 2010)

Provides social currency
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Bringing Marketing Academics and Practitioners Together to Study the Blurring 
Boundaries between Advertising and Retailing and Research on Online and Offline  
Word-of-Mouth
Jonah Berger
James G. Campbell, Jr. Memorial Assistant Professor of Marketing, The Wharton School

1

Do they?

An alternate perspective�…

WOM is less about motivated transmission
d b t h t i t f i dand more about what is top of mind

Analysis of 335 buzz marketing campaigns

Why is some online content more viral?

25%

18%

13%

30%

16%

34%

21%

Interest (+1SD)

Emotionality (+1SD)

Positivity (+1SD)

Awe (+1SD)

Sadness (+1SD)

Anger (+1SD)

Anxiety (+1SD)

Berger and Milkman 2010Berger and Milkman 2011

20%

30%

14%

5%

40% 20% 0% 20% 40%

Time at Top of Homepage (+1SD)

Practical Value (+1SD)

Surprise (+1SD)

Interest ( S )

% Change in Fitted Probability of Making the List

Summary

opinion. Focus on fact.

beyond using technologies. Focus on
d di b h iunderstanding behavior.

�– What % of WOM is online?

beyond �“Special People.�”

contagious content

you.
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Connecting the Online and Offline Shopping Experience
Rob Goulding
Head of Channel Solutions, Google Inc.

1

O2S is Already Large and Accelerating

24%

8%
15%

Online

100% = $5.0T $6.2T CAGR

8%

O2S

Google Confidential and Proprietary

68%

21%

64%

2009 2019

Traditional 

Channels  to 

in-store

-3%

Sources: Forrester, Morgan Stanley, US Census

12%
(11-19%)

Purchase 
Process
Non-linear

Today’s Shopping Experience

Google

Purchase 
Location

93% of sales 
occur offline

Media 
Consumption

41% is online

Google Confidential and Proprietary

Magazines

Websites

Price comparison

Friends

TV

*Source: Ipsos Reid “The Inter@ctive Reid Report”, March 2010, - Outdoor was not mentioned in the study results

*Spend data comes from Group M Report “this Year, Next Year”, 2009 data 

Online-to-Store North America Results
Summary

40 Completed Programs

70% Big Box retailers have tested*

3:1 – 15:1 
1.6% – 2.5%

Findings

strong proxies for offline impact

important to generate sufficient 

awareness

footprints perform better
Across Categories & Industries

Google Confidential and Proprietary 3

footprints perform better

strong sales performance

create additional demand for 

brand terms

Consumer 

Packaged GoodsRetail

Tech 

Commerce

Toys

Electronics



26 Baker Retailing Center

Connecting the Touch Points to Appeal to a Specific Target Segment
Tony Spring
President and COO, Bloomingdale’s, Macy’s, Inc.

6/23/2011

1

BLOOMINGDALE’S

Cassandra H., Age 35, Chicago

Bloomingdale’s Strength: A Powerful, Recognizable Brand Identity
Our brand identity matches nearly perfectly with a customer who says they “want to look the age 

they feel, not the age they are.”  Our customers have a palpable, committed relationship with our 

brand; they want to shop us more.

Tecresha S., Age 25, Miami

Naz L., Age 30, Los Angeles

Understands the customer  – their lifestyle, their 

tastes, their passions, their needs – and is 

authentically integrated in the community in 

both words and actions

Bloomingdale’s Marketing Objective
To engage the customer with relevant and compelling content that builds a stronger relation with 

our Brand resulting in garnering a greater share of her wallet.

Marketing communications must convey 
that Bloomingdale’s:

Is a destination for discovery – what’s new, 

what’s next in fashion and pop culture

Delivers an exciting/innovative shopping 

experience on a consistent basis – expect the 

unexpected

Engaging and Inspiring the Customer through New Media Channels
The Challenges:

Marketing 101 Reminder: Content is Still King!
With the proliferation of channels to market messages it is more important than ever to get the 

content right.

Formatting Content to Fit the Medium – What Works in Print Doesn’t Necessarily Translate on 

a Smart Phone or Ipad

Maximizing Media Mix in an Omni-Channel World

4

a Smart Phone or Ipad.

the Clutter?

Testing and Learning

QR Codes, Video, Texting, Social Engagement, User Generated Content

6

March Fashion Campaign
Testing New Media Distribution and Digital 

Forms of EngagementsForms of Engagements

Bringing Fashion Images to Life via Online Video
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Connecting the Touch Points to Appeal to a Specific Target Segment
Tony Spring
President and COO, Bloomingdale’s, Macy’s, Inc.

6/23/2011

1

Extending the Reach of Videos via QR Tags

Magazine

Distribution of Video Content through Static Media

Newspaper
Catalog Insert

Out of Home

Bringing the Customer into the Conversation

Customers Were Invited to Share Their Style in a Social Contest 

Mobile

Digital Advertising

Bloomingdales.com

Style Contest Reach Extended In-Store 

Contest Poster

Visual Display 
with QR Tag

Visual Display 
with Promotion

Style Contest: Engaging Our Community

Text to Win

Engagement In StoreEngagement In-Store

Surprise and Delight Using Text Messaging

Window Display
Poster

Catalog

Poster

Customers Were Invited to Text In-Store to Win Shopping Sprees
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Connecting the Touch Points to Appeal to a Specific Target Segment
Tony Spring
President and COO, Bloomingdale’s, Macy’s, Inc.

6/23/2011

1

Customers Visited Daily to Text on the Selling Floor  

Traditional Media is Still Part of the Media Mix
The Challenge is to Reinterpret Through Color, 

Uniq e Positions and RepetitionUnique Positions and Repetition

Newspaper

Bookends
New York Times

Bergen Record

Boston Globe

Chicago Tribune

N k St L dNewark Star Ledger

St. Paul Pioneer Press

San Francisco Chronicle

Washington Post

Washington Suburban Press

15 16

NYT Towers

17

Taxi Toppers

18
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Connecting the Touch Points to Appeal to a Specific Target Segment
Tony Spring
President and COO, Bloomingdale’s, Macy’s, Inc.

6/23/2011

1

Phone Kiosks

19

Mall Kiosks

20

Mall Floor Decals

21

Our Most Important Marketing Asset:
The Bloomingdale’s Sales ProfessionalThe Bloomingdale s Sales Professional

Sales Professionals’ Marketing Role at Bloomingdale’s: 
Marketing’s objective is to drive a greater response.  The Ultimate “opt in” is when a 

customer says “yes” to having a relationship with a Sales Professional.

The Sales Professional has the ability to filter content for the customer based on what 

they learn throughout the relationship.

value than algorithmic message generation based solely on transaction history.

Sales Professionals’ Key Marketing Tool, b-connected
Through Bloomingdale’s CRM System (b connected) at POS our Sales Professionals have

The Bloomingdale’s Sales Professional 
Our Sales Professionals continue to play a vital role in our marketing strategy.

23

Through Bloomingdale s CRM System (b-connected) at POS our Sales Professionals have

the ability to: 

Build individual marketing programs for his/her clients based on the customer’s personal 

life calendar.

View all of their clients’ transaction history (including purchases on bloomingdales.com) 

Query their client book

Enter non-transactional information (birthday’s, special occasions, family members, etc)

Piloting Email
Email integration with b-connected to allow for personal communication between the 

Sales Professional and the client with contact history and return on contact within the 

CRM System

Continue to Evolve Our Omni-Channel Marketing Strategy

Browse Data both Online and In-Store to Gain Greater Share of Wallet

Sales Professional Cultivation of Customer Relationships

Tailor Our Communication Mix by Customer Segment

Where Do We Go From Here?

24

Our Ultimate Goal:
Leverage technology to engage the customer with more relevant content without losing the 

personal connection she has with our brand.



Using Multiple Touch Points to Tell a Compelling Brand Story
Kurt Kostur
Senior Vice President of Marketing, HSN, Inc.

1

“FUTURE OF BRAND BUILDING 

AND BRAND EXPERIENCE”

The Blurring Boundaries  

Between Advertising and 

Retailing

Access

Empo erment

2

Empowerment

Community

Brand Awareness

Customer Trial

Brand Experience

Customer Engagement

3

BRAND EXPERIENCE:  ESSENCE MUSIC FESTIVAL

appearances

5

appearances

experience” via laptop station 
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