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Steps to More
Profitable
category Management
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RETAIL MANAGEMENT

New strategies for developing a
more profitable, consumer-centric

se]ling ﬂOOl‘. BY MICHELE KANTRA

SEVEN STEPS (o category develop-
ment is an updated approach to man-
aging categories, formulaced for today's
retall environment. The original 8-step
model for category management has
been around since che early 70s, but con-
sumer trends have changed dramarically
in the past several years.
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“The wools chat we created yesterday
will not solve the problems thac we have
today,” said Alberr Einstein. Markering
expert Inez Blackbum and recail opera-
tions expert Matthew Deeter recognized
the need for a new stracegy which chey
describe their new book Pride Passion Profit— 7 Steps to Category Develop-
ment (Pride Passion Profit Publishing, January 2010).

The book provides an insightful look
at today’s retail customer and the current
retail environment. Blackburn and Deeter
ofter guidelines for retailess, including

Inez Blackburn

checklists, how-to implement new strate-

];2 . gies and real-world examples. The book

also includes two information packed ap-

/ .
(L s’(S’[ 0/7 pendixes “The Role of Technology” and

“New Ways o Working Together, Pre-

p R D FIT paring our People for the New World.”
“Your customers (and trading part-
A A ners) may forget what you said, or forget
DEVELOPMENT what you did, bur chey will never forget
how you made them feel. This is the
era we are in today, it goes way beyond

price,” says Ms. Blackburn.
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Category Development

In all of these, the bottom line goal is customer satisfaction.
The belief is that what's good for the customer is good for
business and profits.

' - Reconcile category plans with current operations.
Coﬂaborale wﬂh mur tradmg pariners and internal support departments so that your
category objectives are in alignment with your corporate mission and objectives. Buyers
and sellers are focused on long-term performance improvement rather than short-term
financial objectives.

: Improve your situational awareness. Look at a category
from the perspective of the consumer. Consider what consumers want (o buy rather
than what you want (o sell. Offer relevant products that fill a demonstrated need. We are
in a collaborative phase where companies co-create with their consumers.

sv e T Identify your best development opportunities. Always listen to the
people who are customer ~facing and competitor-facing, Their insights can tell you
which categories are declining and which are growing.

Reconnect with what you do best, and determine if this still resonates with your
customer. Look at how you serve your customers and accept when change is necessary.

- Sel your category goals and strategies. First, look at a SWOT
analysis: Nlrcnglhs Weaknesses, Opportunities, Threats. Market and economic condi-
tions today change at a much faster pace than 10 yrs ago. A target and plan developed at
the begmmng of the year may no longer be valid 6 months later. The current economic
climate and corresponding mlauhlv have compressed the life span of any business
model or strategy. Accept that category strategies may need to be flexible in order to
meet category goals.

e e Identify and communicate your category solutions mix. Does your
cmegory assorlmmi address current economic realities? In this postponement era, real-
ity dictates action: desire and impulse are second to need. The era of self-indulgence
has passed as consumers focus on who they are and what they truly need.

Position for profit. Understand what your customer values. Cut-
ting costs in areas that aftect quality and service, is an example of greed, not conducive
(0 long-term growth.

For example, customers want knowledgeable staff that understands who they are
and how they want to shop. Try (o merchandize an entire outfit for an event rather than
a single item of clothing. Merchandize an item in several ways to appeal (o different
types of customers. An 18-year-old and a 40-year-old can buy the same sweater, but will
wear it in a different outfit mix, suggests Ms. Blackburn.

Customers today want to look good on their own terms, despite an era of restraint.
They want quality and assortment in an environment that makes them feel good about
who they are.

<1 (10 111 v 2 Complete your category development plan.

. Evaiuale calego:y performance, customer relations, and emplovee satistaction. Bal-
ance performance metrics with non-financial measures like customer satisfaction.

¢ Create a strong value proposition for a well-defined target customer.

o Integrated positioning: analyze categories in tandem with each other rather than in
isolation.

* Customer-centric information is shared and leveraged throughout the organization.

¢ Understand the capabilities you have, and the eapabilities you need to develop.

 Corporate accountability: for service, product quality, value proposition, and envi-
ronmental responsibility.
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o Sustainability Index. More demanding and socially conscious consumers.

» Emergence and convergence of technology, as well as new refail sales channels.
= Demographic shifis and affluence of emerging economies.

» Distribution economics and going global,
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* Too many products, not enough space
* Too many promotions, not many solutions
» Performance driven by metrics, detached from customer experience
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