
• INNOVATION Sponsored by 

Panasonic 

20 IDEAS 
WORTH STEALING 

Feeling a day late and a dollar short for the retail innovation party? 

Not to worry; STORES has you covered. This year's roster of the top 20 
"ideas worth stealing" offers copious opportunities for catching up. 
Retailers small and large have had a banner season of creatively making 
things work in this increasingly demanding industry — and many of 

their inspired concepts can be scaled up or down to fit other companies. Here we 
celebrate their successes while broadening the guest list of possibility. Cheers! 

COALESCE PRODUCT, LIFESTYLE 
AND EXPERIENCE 

Consider i t l o o k i n g at market ing t h r o u g h a 

different lens. W a r b y Parker's #seesummer-

better campaign encouraged consumers t o 

"en joy the r i d e " o f the season by d o w n l o a d ­

ing a m a p o f must-see destinations across the 

U n i t e d States, a long w i t h a Spotify playl is t . 

W o v e n t h r o u g h o u t , natural ly , were the hottest 

styles in sunglasses. 

The free offerings were the perfect fit for a 

company founded o n the premise that eye­

glasses are t o o expensive; the f u n , q u i r k y 

graphics were aligned w i t h the creative energy 

the company has become k n o w n for. Destina­

tions included Cadil lac Ranch i n A m a r i l l o , 

Texas; Stax M u s e u m of A m e r i c a n Soul M u s i c 

i n M e m p h i s ; and the wor ld ' s largest ketchup 

bott le i n Col l insvi l le , 111., among others ( in­

c lud ing the company's stores). 

W a r b y Parker, incidental ly, was named Fast 

Company's M o s t Innovat ive C o m p a n y o f 

2015 , lauded for being the first great made-on-

the-Internet b rand . W a r b y Parker continues 

to expand its br icks-and-mortar presence w i t h 

great success — so a road t r i p or t w o m a y w e l l 

be in order. — Fiona Soltes 

BRING CONCIERGE SERVICE 
TO ONLINE SHOPPING 

We've a l l been there: We purchase a n e w 

smartphone and realize t h a t i t may be 

t o o smart. Enter Enjoy .com, an onl ine retailer 

that hand-delivers a p r o d u c t , sets i t up and 

gives a t u t o r i a l ; the entire vis i t may last up t o 

an hour. Enjoy, founded by a team led by for­

mer Apple reta i l head R o n Johnson, current ly 

has partner technology manufacturers ranging 

f r o m Sonos to GoPro . 

D o n ' t t h i n k this service is just f o r y o u r 

favorite Ludd i t e . W i t h the latest products i n 

home a u t o m a t i o n , t u r b o bikes and camera 

drones, even more tech-experienced consum­

ers may have di f f icul ty figuring out h o w to 

use their n e w toys. The service is current ly 

l i m i t e d t o the San Francisco Bay area and 
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N e w Y o r k City , where i t also is a shipping op­

t i o n fo r partners l ike A T & T . 

En joy experts contact the purchaser ahead 

of t ime so tha t they understand exactly w h a t 

the shopper is l o o k i n g for. It's the perfect mar­

riage o f onl ine shopping's convenience and the 

hands-on experience w i t h a trusted tech expert 

an in-store experience w o u l d prov ide . 

— Sandy Smith 

EMPOWER SUCCESS FOR OTHERS 

A sizable part o f business is c o m p e t i t i o n — 

but n o t a l l . Rent the R u n w a y and g lobal 

f inancia l services prov ider UBS teamed up in 

2015 t o help w o m e n entrepreneurs across the 

c o u n t r y b u i l d h i g h - g r o w t h , h igh- impact busi­

nesses t h r o u g h Project Entrepreneur. 

same — w i t h o u t leaving 

the couch. 

W h e n Lauren Conrad's 

col lect ion for Kohl 's made 

its debut at last Septem­

ber's Fashion Week, the 

actor-turned-designer's 

company w a n t e d to br ing 

a long a f ew thousand 

friends. Us ing Conrad's 

active and robust social 

media presence (nearly 11 

m i l l i o n fo l lowers among 

several social media sites) 

to issue invites, Kohl ' s 

hosted the fashion show 

o n the video streaming site 

Periscope. Those w a t c h i n g 

could chat and comment 

live — or shop: The fashion items were i n ­

stantly available fo r online purchase. 

Traffic t o Kohl ' s website increased 600 per­

cent d u r i n g the show, and viewers even got a 

backstage peek before show t i m e . I t is just fur­

ther p r o o f that today's consumers w a n t to feel 

personally connected t o a b r a n d — and to feel 

tha t the b rand likes t h e m back. — S.S. 

UN WA 
. I M L I E D E D I T I O N 

Launched i n September as the first in i t ia t ive 

o f the n o n p r o f i t Rent the R u n w a y F o u n d a t i o n , 

Project Entrepreneur is a venture compet i t i on 

open t o those beyond ideat ion and intend­

i n g to b u i l d a h i g h - g r o w t h company using an 

exist ing pro to type or beta technology. The top 

200 finalists w i l l attend an A p r i l w o r k s h o p in 

N e w Y o r k , w i t h three w i n n i n g teams awarded 

$10,000 each and given a spot i n a five-week 

accelerator p r o g r a m . A series o f free educa­

t i o n a l summits was also p lanned for last f a l l . 

Rent the R u n w a y C E O Jennifer H y m a n 

notes that despite the many entrepreneurial 

w o m e n f o u n d i n g businesses, on ly 4 percent 

generate $500 ,000 or more in annual revenue. 

There's s t i l l space o n the far side o f the glass 

cei l ing, and efforts l ike this can help lead t o 

b reak through . — F.S. 

GIVE CUSTOMERS AN INSIDER'S VIEW 

New York's Fashion Week is the place 

where trendsetters come together. N o w 

a fashionista i n I o w a or Indiana can do the 

SHOW APPRECIATION 

Never forget: L i t t l e gestures can go a long w a y i n he lp ing employ­

ees feel valued and appreciated. Barbara Bradley Baekgaard, 

co-founder and chief creative officer o f Vera Bradley, has ma in ta ined 

a personal t o u c h t h r o u g h o u t the handbag, luggage and accessories 

retailer's impressive g r o w t h t o $509 m i l l i o n i n annual sales. 

She recently t o l d Fortune: " M y father always said, ' I n business, 

y o u sell yourself first, y o u r 

company second and the 

p r o d u c t t h i r d , ' and he was 

r i gh t . Business is a l l about 

f o r m i n g relationships and 

hav ing a company that re­

flects y o u r values." 

So h o w does that play 

out? Baekgaard t o l d the 

magazine that w h e n the 

company first started, the 

leadership w o u l d put $50 

i n employees' b i r thday cards and instructed, " T h i s has t o be spent o n 

y o u . " As the company has expanded t o 3,000 employees, there's s t i l l 

a $50 b i l l i n each card. "Finance asks every year i f w e can just pu t 

the money i n people's paychecks, and I say n o , " she said. " W h e n y o u 

have f o u n d money i n cash, it's just m o r e m e a n i n g f u l . " — F.S. 

JONATHAN WEISS / SHUTTERSTOCK.COM 
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GIVE ASSOCIATES AN INSIDER'S VIEW 

Kohl's gets another m e n t i o n here, host­

i n g a question-and-answer session w i t h 

designer Vera W a n g , w h o visited the retailer's 

n e w I n n o v a t i o n Center near headquarters 

in Menomonee Falls, W i s . Associates i n I T , 

store design, purchasing and supply chain op­

erations, w h o began 

m o v i n g i n t o the new 

center i n the summer, 

had the chance to 

interact w i t h Wang 

and K e v i n Manse l l , 

Kohl ' s cha i rman , 

president and C E O . 

The event, w h i c h 

Kohl ' s called an op­

p o r t u n i t y to learn 

f r o m the industry's 

t o p talent, is par t 

o f Kohl ' s mul t iyear 

Greatness Agenda 

strategy, w h i c h has 

" W i n n i n g Teams" as one of the core compo­

nents. I t is a real izat ion that the retailer o f the 

future w i l l rely more heavily o n associates t h a n 

ever. Investing i n developing their skills — and 

g iv ing t h e m access to to p- n o tch experts — 

develops a l o t more c o m m i t m e n t than comes 

w i t h just a steady paycheck. — S.S. 

BUILD LASTING RELATIONSHIPS 
THROUGH INNOVATIVE MEMBERSHIPS 

A t the i r best, ne ighborhood coffee shops 

are a l l about c o m m u n i t y , the chance t o 

see fami l i a r faces over a steaming h o t cup o ' 

joe. One N e w Y o r k C i t y coffee shop, however, 

has expanded t h a t idea — forgive us — quite a 

latte. Greenwich Village's Fair Folks & a Goat 
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is based on a subscript ion m o d e l : $25 a m o n t h 

gets members as m a n y coffees, teas and lemon­

ades as they desire. 

The shop, w h i c h opened i n 2012 , also fea­

tures c lo th ing , art , home design pieces and 

other items that consumers don ' t have t o be 

members t o purchase. Member s do receive 

discounts o n select merchandise, as w e l l as 

invi ta t ions t o various events and "access t o a 

c o m m u n i t y and a home away f r o m h o m e . " A 

second locat ion has been added i n the East V i l ­

lage, and the c o m m u n i t y continues to expand; 

referred friends receive a free month's member­

ship. We can raise a m u g to tha t . — F.S. 

RELEARN TO SELL COMMODITIES 

It's been said tha t w e live i n a disruptive envi­

r o n m e n t . W h o k n e w t h a t a bra needed dis­

rupting? Fashion label C h r o m a t and designer 

Becca M c C h a r e n have been d o i n g just that . 

McCharen ' s background i n architecture 

and urban design is focused o n the h u m a n 

body, specifically i n m a k i n g architectural ly 

s tructured foundat ions fo r garments l ike bras, 

swimwear, sportswear and lingerie. Sure, i t 

m a y be the more out landish designs — such as 

architectural cages — that get the a t tent ion , es­

pecially w h e n they appear o n Beyonce d u r i n g a 

Super B o w l performance o r at the V i d e o M u s i c 

Awards . But it's the func t iona l aspects o f some 

pieces tha t deserve notice. 

I n 2015 , C h r o m a t teamed w i t h I n t e l t o cre­

ate t w o pieces using the technology company's 
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. a serious twist on snacking 

nM^Mssß mm 
Curie M o d u l e : a bra tha t opens vents t o coo l 

d o w n the body w h e n i t senses heat and sweat, 

and a 3 D pr in ted dress tha t measures adrena­

line levels and expands to m i m i c the " f i g h t o r 

f l i g h t " mode . I t is p r o o f that , i n this disruptive 

age, even the most basic products are going 

high-tech and retailers w i l l need t o r e t h i n k 

sales strategies. —S.S. 

FOSTER COMMUNITY WITH SHARED MEMORIES 
AND STORIES 

A l o n g t ime ago, i n a b o a r d r o o m far, far away, a Target leader 

must have f o n d l y remembered space adventures gone by. I n ad­

d i t i o n to hos t ing a "Shop the Force" event t o promote Lucasfilm's 

"Star Wars: Episode V I I — The Force A w a k e n s , " w i t h toys, apparel 

and other items related t o the film start ing at m i d n i g h t o n September 

4 , the retailer offered a "Share the Force" experience bo th onl ine and 

i n stores. 

I n stores, consumers were given the o p p o r t u n i t y t o enjoy p h o t o 

ops, giveaways and demos o f Star Wars toys o n September 5. O n l i n e 

at SharetheForce.com, those consumers were able t o t u r n memories 

i n t o " h o l o g r a m s " among the stars. The collected memories w i l l even­

tua l ly be archived at Lucasf i lm. I t is a place, as D a r t h Vader m i g h t 

say, we can a l l meet again, at last. The circle is n o w complete. — F.S. 

barkTHINS' 
snacking chocolate— 

Dark Chocolate Almond 
with SEA SALT 

NETWT 
4-7°Z(133g) 

FIGHT UNFAIRLY FOR SHELF SPACE 

There is n o d o u b t that gett ing onto a store's 

shelves is the most daunt ing task fo r a n e w 

product . W i t h o u t proper placement, the p r o d ­

uct s imply w o n ' t succeed. But b a r k T F U N S , a 

chocolate snack, d i d anyth ing but play fa ir : I t 

used samples o f its p r o d u c t to sweet t a l k its 

w a y o n t o the store shelves. 

W o r k i n g w i t h b r a n d g r o w t h strategists at 

Switch, ba rkTH F NS h i red area brand manag­

ers, typ ica l ly health-conscious chocolate lov­

ers, i n select markets . The company n o t on ly 

stocked the area brand managers w i t h samples 

o f the product , brand managers were a l lowed 

to negotiate w i t h retailers w h e n necessary. 

B a r k T F U N S was able to keep an eye o n the 

progress of the area brand managers, using a 

dashboard to m o n i t o r account visits, demos 

per formed and incremental reta i l sales. I n t o ­

day's competi t ive env i ronment , different strate­

gies are required . — S.S. 

CONFRONT GENDER STEREOTYPES 
AND SEXISM 

Nearly t w o - t h i r d s o f Brazi l ian w o m e n don' t 

agree w i t h the w a y they are por t rayed 

i n advertising, according t o creative act ivism 

group 65 I 10. That's l ikely impacted by the 

fact tha t on ly 10 percent of the country's ad­

vertis ing créat ives are w o m e n . 

So w h a t do y o u do w i t h a product l ike beer? 

I t depends: Is i t Cerveja Feminista? 

Thi s " femini s t beer," in t roduced last year by 

65 I 10 i n c o n j u n c t i o n w i t h Beauvoir Brew­

ing , is as m u c h a conversation starter as i t is 
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a beverage. It's a red ale, 

somewhere between the 

darker beers typica l ly as­

sociated w i t h m e n and the 

blonder brews associated 

w i t h w o m e n . The label is i n 

n o w a y gender-specific. But 

the conversat ion is r i c h . 

Cerveja Feminista has been 

covered by Fast Company, 

The Independent, PSFK and 

others, i n stories that speak 

as m u c h of the treatment o f 

w o m e n as the beer. I n Brazi l , 

a w o m a n is k i l l e d every 90 

minutes due to domestic 

violence. 65 I 10 asserts that 

w h e n w o m e n are objectif ied, 

they are considered posses­

sions — w h i c h eventually leads to bruta l i ty . 

— F.S. 

SHAKE UP PERCEPTIONS 

A s an upscale retailer w e l l entrenched i n 

successful m a r k e t i n g init iat ives , N o r d ­

s t rom w o u l d be forg iven for p l ay ing i t safe, 

especially where new technology is concerned. 

T h a t relat ionship w i t h the t r i ed and true be­

came, w e l l , complicated i n 2015: To p r o m o t e 

its summer sale, N o r d s t r o m t o o k t o the r o o f 

w i t h a 3 D ins ta l la t ion , m i m i c k i n g its L e i t h 

leopard-pr int body dress 

as par t of one giant Insta-

g r a m post. 

A 55-foot version o f 

the dress — i n c l u d i n g 

a 25- foot- long w o o d e n 

hanger — was installed on 

the r o o f o f Nords t rom' s 

Seattle flagship loca t ion . 

The entire ins ta l la t ion — 

w h i c h included a w o m a n 

w a l k i n g across the r o o f 

wear ing the leopard dress 

— was filmed by drones 

and posted live o n social 

media accounts. A t ime-

lapse video of the installa­

t i o n was also created and 

shared via Instagram. 

This type o f comprehensive social media 

campaign may n o t have resonated w i t h its 

typ ica l affluent customer, but N o r d s t r o m is 

l ay ing the g r o u n d w o r k t o develop the next 

generation o f shoppers. — S.S. 

MAKE THE MOST OF INSTAGRAM 

Apicture is w o r t h a thousand . . . sales? Vi sua l commerce p l a t f o r m 

Curalate has j o ined forces w i t h eBay Enterprise t o launch L ike-

2Buy, w h i c h a l lows users t o c l ick direct ly f r o m Instagram photos t o 

e-commerce produc t 

pages. 

The best part? The 

easy-to-deploy system 

w o r k s fo r publ i sh­

ers o f a l l sizes, so 

the partnership gives 

users fast access t o 

m o r e than 100,000 

publishers i n the eBay 

Enterprise Aff i l ia te 

N e t w o r k . One pub­

lisher, according t o 

Curalate , f o u n d that 

60 percent o f visitors 

c l icked t h r o u g h t o re l­

evant content , as w e l l as spent 37 percent more t ime o n the site t h a n 

that publisher's average mobi le visitor. 

eBay Enterprise considers the effort a "huge o p p o r t u n i t y " to re­

move barriers f r o m the b u y i n g experience, since 30 percent o f t o t a l 

e-commerce spending is dr iven by smartphones and tabletsmobile 

devices. It's exactly w h a t w e a l l need: M o r e reasons t o spend t ime 

perusing photos . — F.S. 
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EXPAND YOUR VIEW OF SOCIAL 

#BeatOfYourDrum 
V «tote iits>">it|f than a XIKIUII whti fcrji 

• mi In beli ut- }i»u pa\\i*mi.. Your drc• m• 

fiiguihcT can ch«»(* ibc footprint i,i HIMIWH ocfvubcr?., 

0 * 

If y o u r social media p r o g r a m consists o f just m o n i t o r i n g T w i t t e r 

f o r ment ions o f y o u r b rand or tossing out the occasional Facebook 

question, W h i t e House Black M a r k e t is here t o school y o u o n h o w 

it's done. 

The retailer b u i l t a w h o l e campaign a round the song " D r u m s 

M a k e Y o u H a p p y " 

by Marissa Jack (aka 

" the Golden H i p p i e " ) . 

Since the song aligned 

w i t h W h i t e House 

Black Market ' s brand­

ing o f ind iv idua l i ty , 

the campaign made 

perfect sense. Jack was 

featured i n a video 

in terv iew and the song 

was offered for free 

d o w n l o a d . 

The campaign ex­

tended to a YouTube 

video, a shortened ver­

sion o f w h i c h was used 

i n a T V spot. There 

was T w i t t e r content , 

w i t h users up load ing a 

p h o t o there or o n Ins-

t ag ram detai l ing h o w 

they move t o the beat 

o f their o w n drums. 

Photographer B i l l 

Gentle photographed 

w o m e n o n the streets o f 

N e w Y o r k C i t y detai l­

ing w h a t #BeatofYour-

D r u m meant to t h e m . 

Fashion influencers l ike 

Louise Roe and Damsel 

i n D i o r part ic ipated o n 

T w i t t e r and Instagram, 

and the hashtag was 

p r o m i n e n t i n f a l l T V 

spots and d ig i ta l adver­

t i s ing . 

W h i l e the song urges 

" l i v e y o u r life 1 0 0 , " i t 

easily cou ld apply to 

investment i n social media campaigns. — S.S. 

Share Your Story 
I* HIM and ivlt in how Ike in ibc beat ni >< 

XBJH VtCATOFTOUKBRU« «QONTUT 

0 WIN A TRIP TO LA. HMD SEE YOUAS1LF HEHC 

CRAFT AN EXPERIENCE — 
AND LISTEN FOR CUES 

S tep i n t o an A l t o n Lane s h o w r o o m and y o u 

m i g h t f ind yourself casually hav ing a d r i n k 

and an engaging conversat ion about y o u r hob­

bies. 

The p r e m i u m ta i lo red apparel retai ler 

is creat ing a b i t o f a r e v o l u t i o n i n cus tom 

menswear, a t t e m p t i n g t o k n o w its customers 

w e l l enough t o create " t h e best experience 

possible ," according t o C E O and co-founder 

C o l i n H u n t e r . " W e w a n t o u r team t o be ob­

servant hosts and hostesses, so w e t r y t o p i ck 

up o n the smal l cues t h a t n a t u r a l l y come u p 

i n c o n v e r s a t i o n . " 

Style preferences, c l o t h i n g needs and per­

sonal interests a l l he lp determine the best 

of fer ings . As f o r the cus tomer data , that 's 

t a k e n care o f t h r o u g h NetSuite 's in tegra ted 

customer r e l a t i o n s h i p management , finan­

c i á i s , i n v e n t o r y and order management 

so f tware . H u n t e r considers the p a r t n e r s h i p 

a "game-changer , " a l l o w i n g A l t o n Lane t o 

t r a c k a n d access data as effortlessly as s t r ik­

i n g up a chat . — F.S. 
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TAKE ADVANTAGE OF CUTTING-EDGE TECHNOLOGY 

M aybe it's t ime fo r the Internet o f Things to move t o the storefront . L o n ­

don's The D a n d y Lab has done just tha t , using Cisco's I o T technology 

and t h i r d - p a r t y software. The storefront was or ig ina l ly designed as a home fo r 

small independent Br i t ­

ish fashion designers, 

and w h i l e tha t is s t i l l at 

the base o f the products , 

technology is used t o drive 

sales. 

Because people l ike 

a g o o d story w i t h their 

purchases, a customer can 

p i ck up a product , place 

i t o n a near-field c o m m u ­

n i c a t i o n t e r m i n a l and see 

more about the brand o n 

a large flat screen. Tablet-

sized screens are embed­

ded i n t o the wal l s , dis­

p l ay ing price, p r o d u c t de­

tails and stock levels w h e n 

an i t e m is he ld i n f r o n t o f the screen. A n o t h e r area a l lows a customer to show 

a p r o d u c t , co lor or pa t tern and receive advice o n other items that m i g h t match-

pa i r — or clash — w i t h i t . I n today's increasingly w i r e d w o r l d , The D a n d y Lab 

serves as something of a p l ayground for retail's next b ig wave. — S.S. 

CREATE A NEW DEFINITION OF 
"SHOWROOM ING" 

Beijing-based L i N i n g C o m p a n y L i m i t e d , 

named for its founder, famed Chinese 

O l y m p i c gymnast L i N i n g , recently upped its 

game w i t h a n e w m o d e l : physical showrooms 

where sport ing goods customers can t o u c h and 

feel products , bu t n o t buy. 

The shift t o onl ine-only purchasing, as par t 

o f a strategy to overcome losses i n recent 

years, has a l lowed the popular brand to keep 

thousands o f locations open but distr ibute 

goods f r o m a single warehouse, according t o 

B loomberg . Tha t means reductions i n costs 

plus improvements i n inventory management: 

D u r i n g the first m o n t h the strategy garnered 

the equivalent of $3.5 m i l l i o n in sales. 

L i N i n g is n o t alone i n its approach; ac­

cord ing t o B loomberg , H a i e r Electronics also 

planned to feature display-only inventory i n a 

n u m b e r o f its stores across China by the end 

o f 2015 , and H o n g Kong-based onl ine c l o t h ­

i n g retailer Grana plans to open showrooms i n 

Singapore, Austra l ia and the U n i t e d States i n 

2016 . -F .s . 
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GET EXPOSURE IN 
NEW WAYS 

When H G T V w a n t e d t o 

furni sh its 2015 U r b a n 

Oasis, i t tu rned t o Overstock, 

corn's shelves. Overstock p r o v i d ­

ed f u r n i t u r e , home décor, sport­

ing goods, c lo th ing and acces­

sories fo r the 1,300-square-foot 

bunga low in Asheville, N . C . 

I t wasn't just the contest w i n ­

ner w h o came out o n t o p . The U r b a n Oasis 

giveaway received Overstock contr ibut ions fo r 

its $500 ,000 grand prize package awarded t o 

one lucky viewer, and Overstock got add i t iona l 

exposure f r o m the heavily p r o m o t e d giveaway. 

A n added bonus: Since i t provided more than 

furnishings ( inc luding a kayak) , Overstock 

got t o show its extensive 

lifestyle products . I n addi­

t i o n t o the television show, 

w h i c h offered a t o u r o f the 

bungalow, and advertis­

ing , a dedicated web page 

featured copious images of 

the products used t o p u l l 

the l o o k together. 

This is just one step i n 

a blossoming re la t ion­

ship between Overstock 

and H G T V . The t w o also 

paired up o n the T V shows 

" V a c a t i o n House fo r Free" and " H o l i d a y 

House 2 0 1 5 . " The retailer t o o k f u l l advantage, 

creating dedicated web pages that a l lowed 

viewers t o shop the looks used o n the pro­

grams. — S.S. 

STRATEGIZE TRADITIONAL STANDBYS 

W i t h the ever-increasing customizat ion of 

reta i l , t r a d i t i o n a l ad circulars can seem 

a b i t t o o one-size-fits-all. But personalized d ig i ­

t a l media company Catal ina has in t roduced 

M y Favorite Deals, a l l o w i n g those circulars t o 

be ta i lored fo r i n d i v i d u a l shoppers based o n 

past purchases. 

Delivered in-store, onl ine, t h r o u g h emai l and 

o n m o b i l e , M y Favorite Deals brings five or 

m o r e o f the most relevant offers to shoppers, 

increasing sales, d r i v i n g reta i l t r ips and b u i l d ­

ing loyal ty . Catal ina f o u n d that 66 percent or 

m o r e o f weekly shoppers don' t buy a single 

i t e m f r o m a typ ica l c ircular ; w i t h M y Favorite 

Deals, retailers have seen an increase o f up to 

1.5 percent i n sales to targeted shoppers and 

an incrementa l l i f t o f 1.5 t o 5 percent i n sales 

of p r o m o t e d items. 

Better yet, Catal ina touts , M y Favorite Deals 

requires n o hardware o r system changes for 

retailers, and the company's n e t w o r k already 

includes more t h a n 28 ,000 U.S. grocery, d rug 

and mass merchandise stores. — F.S. 

TAKE ADVANTAGE OF "X" MONTH 

I t seems l ike every day, week and m o n t h of­

fers some special theme. W h e n i t came t ime 

for Fami ly Meals M o n t h , M i d w e s t e r n grocer 

Hy-Vee was ready to prov ide a so lut ion to one 

of the greatest barriers t o f ami ly meals: some­

one t o p lan and c o o k t h e m . 

The D i n n e r Crasher p r o m o t i o n selected a 

f ami ly shopping i n selected stores to have a 

Hy-Vee chef and diet ician " c r a s h " their dinner 

and create a cus tom weeknight dinner experi-

A f t e r the f a m i l y was selected i n the store, 

d ie ta ry needs and preferences were discussed 

w i t h the crash t a k i n g place later t h a t week . 

The t a k e a w a y f o r savvy retai lers here is the 

n o t i o n o f c a p i t a l i z i n g o n a t h e m e d day/week/ 

m o n t h w i t h a p r o m o t i o n t h a t b o t h offers 

cus tomer a p p r e c i a t i o n and solves issues. 

— S.S. STORES 
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