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INTRODUCTION

Welcome to the retail landscape of 2016: customer data 
is a monster unleashed; newly self-aware customers are 
throwing retailers for a loop; and technology is advancing 
so rapidly, it’s challenging for brands to get a foothold 
and truly deliver the relevant, real-time experiences that 
customers have come to expect.

Adding to the complexity is the notion that in-store purchases are being driven by 

a number of digital interactions and touchpoints that are currently near-impossible 

to measure with any degree of certainty. “Online sales continue to be a growth 

channel, but more importantly, we’ve passed the tipping point where online and 

mobile engagement play a greater role generating sales in the physical store–

where more than 90% of retail sales occur–than in digital channels alone,” noted 

Rod Sides, Vice Chairman, Deloitte LLP.

While smaller retailers are finding success by offering unique, niche products with 

an authentic voice, the big box stores are using their large budgets to leverage 

massive amounts of customer data and test new and exciting ways to engage 

with their audiences. Pair this with a wealth of disruptors and subscription 

services and it’s anybody’s guess who is going to come out on top.

2016. The Year of the Customer.

Retail is a customer business. You’re trying to 
take care of the customer—solve something 
for the customer. And there’s no way to learn 
that in the classroom or in the corner office…

– Erik Nordstrom, President, Nordstrom Direct
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INTRODUCTION

Given the complex nature of the modern-day retail environment, and the critical 

need for retailers to stay on top of their games, QuickPivot & Scratch M+M put 

together a guide to the retail industry as viewed by noted experts and influencers 

like Andy Wong, Sanford (Sandy) Stein and Abbot de Rahm and companies like 

New Balance, Sur la Table and Allen Edmonds. We asked experts questions in 

seven key categories:

Technology 
What do modern retailers need to focus on with regards to technology?

 Data 
What are the biggest challenges retailers face in creating a 360 degree 

view of their customers? 

 Agile Marketing 
What is agile marketing in retail?

The Digital Customer 
What is different about the customer this year versus years past? 

Omnichannel 
What is your definition of omnichannel? Are there channels you prioritize?

Biggest Challenges 
What are the biggest challenges facing retailers today?

Biggest Inspirations 
Who is doing it right? Who do you watch? Who inspires you?

“Technologies such as beacons, omnichannel 
fulfillment and in-store analytics have promised 
to change the definition of how a retail store 
engages with customers.” 

– Adam Silverman, Forrester Retail analyst
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http://www.quickpivot.com
http://www.scratchmm.com
http://www.newbalance.com
http://www.surlatable.com
http://www.allenedmonds.com


2016 Retail Predictions   |    4

THE CAST

Sanford (Sandy) Stein 
Author, Retail Schmetail 
 @Schmetail 

 linkedin.com/in/sanfordstein

Abbott de Rham 
Consultant, de Rham & Co. 
 linkedin.com/in/abbott-de-rham

Andy Wong 
Partner, Kurt Salmon Digital 
 @digitalatks 

 linkedin.com/in/andyjwong

Pat Cassidy  
Director Digital, New Balance 
 @newbalance   @PatrickECassidy 

 linkedin.com/in/patrick-cassidy

Kevin Ertell 
SVP Digital, Sur La Table 
 @Sur_La_Table    @kevinertell 

 linkedin.com/in/ertell

Colin Hall 
SVP CMO, Allen Edmonds 
 @AllenEdmonds 

 linkedin.com/in/colinhall

Mari Corella 
Director, Digital Merchandising &  
Operations (Global Beauty Brand)  
 @marinekko 

 linkedin.com/in/mcorella

Wayne Best 
SVP Marketing, ‘47 Brand 
 @47Brand 

 linkedin.com/in/wayne-best

Candice Galek 
Founder, Bikini Luxe  
 @Bikini Luxe    @bikinigeek 

 linkedin.com/in/bikini

Domenic Armano 
E-commerce Analytics Mgr,  
Potpourri Group 
 linkedin.com/in/domarmano

The Cast
 For this report, we interviewed a group of seven retail marketers, and then    
 turned the same questions to three unique influencers in the retail landscape.

Innovative Retail Marketers

Influencers / Thought Leaders

https://twitter.com/Schmetail
https://www.linkedin.com/in/sanfordstein
https://www.linkedin.com/in/abbott-de-rham-53bb4b9
https://twitter.com/digitalatks
https://www.linkedin.com/in/andyjwong
https://twitter.com/newbalance
https://twitter.com/PatrickECassidy
https://www.linkedin.com/in/patrick-cassidy-5573785
https://twitter.com/Sur_La_Table
https://twitter.com/kevinertell
https://www.linkedin.com/in/ertell
https://twitter.com/AllenEdmonds
https://www.linkedin.com/in/colinhall
https://twitter.com/marinekko
https://www.linkedin.com/in/mcorella
https://twitter.com/47Brand
https://www.linkedin.com/in/wayne-best-775386a
https://twitter.com/bikiniluxe
https://twitter.com/bikinigeek
https://www.linkedin.com/in/bikini
https://www.linkedin.com/in/domarmano
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Part One. Technology.

Question: What do modern retailers need to 
focus on with regards to technology?
Retail technology investments are all over the map. Retailers are concerned about 

e-commerce, the collection and analysis of customer data, and improving the in-store 

experience via technology. But they often don’t have a real plan for the technology 

they’re buying. “Technologies such as beacons, omnichannel fulfillment and in-store 

analytics have promised to change the definition of how a retail store engages with 

customers,” says Forrester Retail analyst Adam Silverman. “And although iron-clad 

digital store success stories are few and far between, stores will continue to chase the 

digital store dream despite not knowing the precise endgame.” (Forrester). Where will 

retail technology go in 2016, and how will retailers use it? Our experts weigh in. 

1.  The Right Blend 
 Pat Cassidy, New Balance

  Building a digital content engine requires a mix of technology and people. We know 

we need fresh talent who can spot new trends, we know we need to be fast, we 

know we need to be creative and we know we need to be able to operate in real 

time. You also need the fluidity on the other side — like the technology and the levers 

that make this “real-time” thing happen. A good example is the New Balance website. 

The question we always come back to is: How do we really bring about that great, 

meaningful mix of content and commerce? The answer? You marry the people who 

can make it happen with the technology that can make it happen and it’s possible.  

2.  A Digital Hub For Your Brand 
Kevin Ertell, Sur La Table

  Number one is a website – which is the hub for a brand. The number of people who 

look at our site on a daily basis is more than the all of people who walk into our stores 

combined. Yes, it’s an online sales channel, but it’s a great marketing vehicle and 

is the digital landing spot for all of the marketing we do. It’s a great merchandising 

vehicle because we aren’t held back by the same constraints as a physical store. It’s 

also a great community builder and research tool.

 You marry the 
people who 
can make it 

happen with 
the technology 

that can make it 
happen and it’s 

possible.

Pat Cassidy,  
New Balance

 http://blogs.forrester.com/adam_silverman/15-11-11-predictions_2016_the_digital_store_engagement_surprise
http://www.newbalance.com
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3.  Personalization, Improved Service & Real-Time Analytics 
Colin Hall, Allen Edmonds

  We stair-step into any new tech based on ROI. Investing carefully is the rule. 

And while I wouldn’t call us “bleeding-edge,” we are certainly fast followers 

of proven models. As a legacy wholesaler, our move to rapidly open an 

e-commerce site and retail stores was a huge transformation. The technology 

we paired with this move needed to turn real-time data into actionable insights 

so we could make decisions much more quickly based on personal choices and 

needs. As an example, if we send an email we want so see who opened it and 

who didn’t. We also want to see what actions they took so we can follow up 

with personal communications strategies.  

4.  Stores Getting In Sync With Online  
Mari Corella, (Global Beauty Brand)

  In the past, it was more about online being in sync with the store, now it is 

more about the stores being in sync with online. First, you need to start with an 

e-commerce site. Then, you need to think mobile, and it’s not just about having 

a mobile site it’s about having an optimized mobile site. Finally, retailers need 

to start thinking about beacon technologies, which are not critical yet because 

customers must become familiar with them. A lot of things were creepy when 

they first came out, like retargeting. But now it’s so commonplace that we 

are almost disappointed when it doesn’t happen. I think beacon technology 

will be the same. It’s kind of a curiosity at first, but after a while it will become 

commonplace and the customer may even welcome it.  

5.  E-commerce, Social & Content 
Wayne Best, ‘47

   We are spending a lot of time and a lot of energy on digital and social channels 

— really driving more content — and then stretching that focus into the 

e-commerce experience as well. As a result of this distributed, content-focused 

marketing approach, our communities have grown significantly and engagement 

has been phenomenal. It’s the biggest change in how we’re marketing, but it is 

working for the size of our brand, our budget and what’s important to us, which 

is engagement.  

Yes, it’s an online 
sales channel, 
but it’s a great 

marketing vehicle 
and is the digital 
landing spot for  

all of the 
marketing we do. 

Kevin Ertell,  
Sur La Table
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6.  Email & Rapid Content Dissemination  
Candice Galek, Bikini Luxe

  From a marketing point of view, we have to have fluid email communications with 

our clients. It’s probably one of the most important marketing tools for an up-and-

coming business. From a sales point of view, it is vital for us to have programs that 

help us sell quickly and easily to our customers the moment they want an item. 

For example: The FourSixty program integrates Instagram and online websites in a 

quick and easy way by allowing customers to shop your Instagram account.  

Today, if they see it and want it — you need to let them buy it as quickly and easily 

as possible.

 

7.  The Four Key Players 
Domenic Armano, Potpourri Group

  Analytics, testing, retargeting and marketing automation – those are the four main 

ones for us. 

8.  Catching Up & Beefing Up  
Andy Wong, Kurt Salmon Digital

  We’ve been working with retailers on what their customer-facing technologies are 

(both in store and online) for the past four years. We have finally gotten over the 

hump that we saw a year or two ago of people wondering if these technologies 

are valuable to retailers — the tech beyond e-commerce and beyond the sales 

channel. There was some skepticism about whether there was any true value in 

thinking about customer experience with regard to all these digital touch points. 

We’re past that in 2016 and a lot of what we’re doing now is either catching them 

up (if they’re behind) or, for those who aren’t behind, looking at smart fitting rooms, 

RFID in the stores, etc. Most progressive retailers are recognizing that they need 

these types of technologies to be a part of their brands.  

We have finally gotten over the hump that we saw a year 
or two ago of people wondering if these technologies are 
valuable to retailers — the tech beyond e-commerce and 
beyond the sales channel. Andy Wong, Kurt Salmon Digital
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9.  The Wild West Of Tech  
Sanford (Sandy) Stein, Author “Retail Schmetail”

  Things such as beacons, Wi-Fi, and RFID are being utilized by retailers in 

different ways at different levels of success, we’re in the wild west of tech 

now. Retailers are learning how to use this technology as they go. When 

the POS is located in a person’s backpack, pocket or purse — how will the 

retailer interact with today’s consumer? A great response to this is mobile 

checkout, where you can finish the sale without giving the customers an 

opportunity to change their mind on the way to a control counter and create 

a device-rich experience without replacing human touch.

A great response to this is mobile checkout, 
where you can finish the sale without giving the 
customers an opportunity to change their mind on 
the way to a control counter and create a device-
rich experience without replacing human touch.

Sanford (Sandy) Stein, Author “Retail Schmetail”

10.  A Challenging Tech Hodge Podge  
Abbott de Rham, de Rham & Co.

  I’m seeing multiple independent systems brought together to accomplish 

the task of managing retail: a POS, an e-commerce site, an email  

program, there’s usually something going on with social and then  

there are call centers. Unfortunately, most of these systems have been 

around a long time – embedded deeply in an operational ecosystem that 

doesn’t address marketing.
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Part Two. Data. 

Question: What are the biggest challenges 
retailers (you) face in achieving a 360 degree 
view of your customer?
Data is the lifeblood of the customer experience. Now that customers know that, 

retailers are under pressure to provide flawless service across all channels. Not only 

are customers changing their behavior based on the self-empowerment of knowing 

the value of their data, but Retail Systems Research analyst Nikki Baird recently 

wrote that the data itself could reveal what retailers have been getting wrong about 

customers all along. “It’s getting easier and easier to bring data together, and the tools 

to analyze that data are getting more sophisticated, and yet also easier to use. Throw 

in Internet of Things (IoT) and mobile, and I suspect that 2016 will see a lot of long-

held myths about how people behave thrown to the dirt. I don’t know what those will 

be specifically, but a lot of them will be about shopping,” Baird said in her projections 

for 2016. (RSR Research). Our experts give their takes. 

1.  Decide What To Measure & Make It Meaningful  
Pat Cassidy, New Balance

      There isn’t one silver bullet that gives us all of our data. I don’t think that exists for 

anybody. Today, companies are pulling data from a bunch of different places. From 

there, the challenge companies face is twofold. 1. Decide what you are going to 

measure and analyze. What information is important? What do you need to know 

in order to land on your objectives? 2. How do you then take that data and figure 

out what to do with it? How do you make it actionable and meaningful? We obsess 

over our content, copy, time of day it’s launched, colors (light/dark), what part of 

the world is on X platform when we launch, language and things like that. But we 

learn all of these metrics through our data. 

2.  The Right Data, In The Right Places 
Kevin Ertell, Sur La Table

       It’s getting all of the data into one form and system where you can do something 

with it. You need to have it pull from a group of different systems where it’s 

generated and then put into a form where you can work with it to understand it. 

Then, when you act on it, you have to be able to easily push it back out and have 

access to it in those same channels. 

When we 
started, we had 

five different 
databases and 

none of them 
talked to one 

another. 

Colin Hall,  
Allen Edmonds

 https://www.rsrresearch.com
https://www.rsrresearch.com/2016/01/12/2016-the-year-of/
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3.  Making Systems Talk To Each Other 
Colin Hall, Allen Edmonds

  As a legacy wholesaler, there are customers we won’t ever see. However, the 

customers we can see are across multiple channels: retail, outlet stores, call 

centers, e-commerce channels, and recraft. When we started, we had five different 

databases and none of them spoke to one another. Once we had a 360 degree 

view we could really drive measured ROI by reaching customers with segmented 

tactics to drive conversion and satisfaction. We also push that cleansed 360 degree 

view data back to CRM systems – so store managers could look and see the same 

view. Now, for example, when a customer walks in and says, “I bought shoes in 

the past and don’t know what I have” – we can look it up. Stronger, more personal 

relationships with customers at the store level make a huge service difference.   

4.  Dirty Data From Shared Accounts 
Mari Corella, (Global Beauty Brand)

  The challenge is knowing how to identify who the individual human is behind the 

utilization of mobile, desktop and in-store purchases. Some devices, like desktops 

within a home, are shared amongst different people. A lot of people share their 

Amazon account or their Netflix account as well — so trying to identify who 

the actual individual is behind each of the purchasing decisions can be a major 

challenge in creating accurate profiles and customer views.  

5.  Resources To Get A Bigger Picture 
Wayne Best, ‘47

  We definitely use data sources available from the industry but we don’t actually 

do an extensive amount of market research which might generate the kind of data 

driven marketing that other, larger companies — with larger budgets — might do. 

Listening to customer feedback is not really the scientific way of collecting data but 

it’s helpful. We do a lot of work on understanding consumer profiles and building 

personas for our target consumers and for us it works really well.

There isn’t one silver bullet that gives us all of our data.  
I don’t think that exists for anybody.  
Pat Cassidy, New Balance

http://www.amazon.com
http://www.netflix.com
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6.  Smaller Companies Need To Get Creative 
Candice Galek, Bikini Luxe

  People are being stalked by every website they go to. While I want to know 

your birthday and all your preferences, it’s likely that if I send you a survey after 

you got your gift, you probably aren’t going to take it. So having this type of an 

in-depth view isn’t possible for us at the moment. However, I can check an app 

and watch what customers are doing in real time. I can see if they’re scrolling 

fast or slow and where they are spending time. This can give you a lot of 

important information so you can change things about your online experience 

that you thought were great — but aren’t engaging people.  

7.  Connecting The Dots 

Domenic Armano, Potpourri Group

   Connecting all the dots. The more we know about customers, the better. We 

want to understand how their shopping experience breaks down. What are 

their shopping habits/ practices/ patterns? By device? By location? From brick 

and mortar to clicks; what are their favorite ways of shopping? It’s important 

to connect all the shopping points together — which is one of the biggest 

challenges for retail. 

8.  Changing The Legacy Mindset 
Andy Wong, Kurt Salmon Digital

   The biggest challenge is organizational. And this is going away — so it’s been 

really rewarding. But looking back, all these silos of data have always been 

there. Using technology to pull them together isn’t hard, but it’s a lot of work. 

CRM, marketing, e-commerce, retail — changing this requires the executive 

to say, “We’re going to break down all the silos and do this.” It needs to come 

from the top.  

Trying to identify who the actual individual is behind each of 
the purchasing decisions can be a major challenge. 
Mari Corella, (Global Beauty Brand)



DATA 2

2016 Retail Predictions   |    12

9.  The Market Of One 

Sanford (Sandy) Stein, Author “Retail Schmetail”

  Recognizing the fact that everyone is different and being able to engage 

with this “market of one.” There is great potential to create one-on-one 

engagement. But most retailers aren’t there yet and they need to have great 

data to do it right. It is also important for retailers to empower their sales 

associates with smart devices to enable ‘clienteling.’ For example: With 

beacon technology, a retailer can send a person a special offer, while they are 

in the mall or store. This offer is based on their preferences (through search 

or shopping history) and it is for a limited time, an hour or two, while they are 

shopping. This enables the retailer to gather data through the customer visit 

and behaviors — and all of this information is making the retailer smarter about 

how to cater to the customer in store. 

The email person is over there with their 
platforms, the web folks are over there with 
their analytics, and over there you have people 
sending out postcards and catalogs.

Abbott de Rham, de Rham & Co.

10.  Data Is STILL In Silos 

Abbott de Rham, de Rham & Co.

         Currently the way retail has developed, you have silos of data: the email 

person is over there with their platforms, the web folks are over there with 

their analytics, and over there you have people sending out postcards and 

catalogs. It is intensely difficult to coordinate communication with customers 

between those channels – but that’s where future profit optimization is going 

to come from.
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Part Three. Agile. 

Question: What does the idea of “Agile” mean 
for retail today?
Just as data is useless if retailers can’t parse it correctly, it also doesn’t do much 

good if they’re too slow to act on it. And yet agile operations are difficult for retailers 

because they fly in the face of the established culture of the industry. “Ours is an 

industry which has spent its recent history implementing systems and behaviors 

which were antithetical to rapid change,” Christian Davies, creative director of the 

Americas for FITCH, recently told the National Retail Federation. “We don’t have to 

think back very far to when the definition of retail nirvana was a chain of stores which 

all looked identical wherever they were in the country and which stayed true to rigid 

standards over time. Breaking this paradigm and moving stores from being largely 

“set” to becoming fluid, living things again is the biggest hurdle we face.” (NRF). 

Experts give us their thoughts on retail and the “Agile” mindset.

1.  Know That The “Truth” Can Change 

Pat Cassidy, New Balance

  I’m such a believer about obsessing over what people want, what kind of content 

they want and then being able to deliver that. It’s being able to respond and react 

quickly to what you see. “But that’s the way we’ve always done it,” has literally 

never been said with this group. In addition, agile is being able to have the open 

mind about the truth changing — as well as a dedication to be able to then take 

your learnings, good or bad, and capitalize on them in a quick way. 

2.  Get Better — Quickly 

Kevin Ertell, Sur La Table

   I think the idea is how do you get your data in a way / shape where you can act 

on it quickly? There are a lot of customers where we have enough data that we 

can make something meaningful happen right now. But for some we don’t have 

enough data. So how we use what we have to make that data better quickly? 

We know that 
in October, it’s 
all going to be 

about the World 
Series. We can 

plan around it — 
but we may have 

to react to the 
Royals 

 being in the  
world series.

Wayne Best, ‘47

http://www.NRF.com
https://nrf.com/news/why-retail-leaders-should-focus-agility
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3.  Put The Stuff That Works On Steroids 

Colin Hall, Allen Edmonds

  I like to think of it as “Fluid” vs. “Agile.” Retailers need the ability to see what’s 

working and scale it — take a strategy that’s working and put it on steroids. If we 

see digital conversions, we’ll scale marketing efforts that have positive margin 

contribution — not just ROAS. And we’ll scale it until it’s becoming inefficient with 

diminishing marginal returns. To do this, the trick is having real time data. I know 

we’re succeeding when we shift dollars to scale efforts. This strategy will result in 

overspending against a budget but that spend is tied to marginal contribution. I 

have no problem spending more than a set budget if it’s contributing to our bottom 

line. That’s fluid marketing.  

4.  It’s Big & Small 
Mari Corella, (Global Beauty Brand)

  Having the flexibility to be able to move in small projects and let the bigger ones run 

for a longer amount of time is absolutely critical right now.  

5.  A Nimble Framework Based On What’s Known 

Wayne Best, ‘47

  Agile is the ability to plan and stay nimble with trends at the same time. In 2015 we 

moved away from a traditional marketing model (bi-annual campaigns), because we 

found that we were losing our connection with the consumers in the between times. 

For us, there are a lot of “knowns” we can plan for. We know that in October, it’s all 

going to be about the World Series. We can plan around it — but we may have to 

react to the Royals being in the world series; therefore, we kind of have to shift our 

focus to that topic and what’s hot there. So it might be a little different than other 

markets, but we have a good road map and goal at the end. 

6.  Keeping Up With The Joneses 

Candice Galek, Bikini Luxe

  I think Agile is the ability to “keep up with the Joneses.” The apps of 2015 and 

2016 are challenging because we want to keep up with the trends in terms of social 

media marketing. This requires our small team to learn all of the new platforms. 

Example: Periscope appeared. We quickly had to figure out: What is it? Why do 

I need it? How can I learn it? I got a crash course and took over the account for 

the day. I shot a swimsuit photoshoot behind the scenes. Our last one had high 

viewership — so we’re doing it again.

Example: 
Periscope 

appeared. We 
quickly had to 

figure out: What 
is it? Why do I 
need it? How 
can I learn it? 
I got a crash 

course and took 
over the account 

for the day.

Candice Galek,  
Bikini Luxe

https://www.periscope.tv/
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7.  Test, Test, Test 
Domenic Armano, Potpourri Group

  If you have a good marketing plan and good analytics in place then part of that 

is already being done, you’re constantly in a cycle of testing and re-testing, and 

re-purposing your offerings. I think we’re doing that. Could we do it better? Yeah, 

you can always do it better. But that’s why we work this way — so we can always 

work to apply our efforts more accurately and in a formal discipline. 

8.  Distribution Like A “Light Switch” 

Andy Wong, Kurt Salmon Digital

  This is interesting — we’ve felt like the marketing team has always been super 

Agile about the responses and the message they are putting out. The harder 

part has been using a single source of connective marketing in order to make 

a change across all channels and stores. In some ways it’s been more of an 

infrastructure challenge. Currently we are prepping for the Olympics with a client, 

and we created a whole new content strategy and delivery mechanism which 

we’re calling “the light switch.” This allows us to distribute content live as events 

are happening. As sponsored athletes are doing well — the content, like a light 

switch, goes out across all the channels.   

9.  Moving From Evolutionary To Revolutionary 

Sanford (Sandy) Stein, Author “Retail Schmetail”

   It’s a mindset that Fast Company calls “Generation Flux,” the mentality and 

attitude that you can throw something against the wall, learn from it and move on. 

For retail, it’s about taking on new technology in a legacy-minded culture that is 

known for being evolutionary and making it revolutionary.

You’re constantly 
in a cycle of 
testing and  

re-testing, and 
re-purposing your 

offerings.

Domenic Armano,  
Potpourri Group

10.  Set A Framework & Adjust As You Go 

Abbott de Rham, de Rham & Co.

     An Agile retailer starts the year by understanding and having a good view of 

their customers segments in concert with their merchants — and working with 

merchants to figure out what they are going to put in front of those groups. You 

begin by setting a framework to talk to those customers, and then as you go 

through the year you are constantly fine tuning, working with and reacting to the 

response in as close to a near or real-time environment as possible. It’s critical to 

analyze results while you can still make a difference.

 http://www.olympic.org/olympic-games
http://www.FastCompany.com
http://www.fastcompany.com/section/generation-flux
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Part Four. The Customer. 

Question: What is different about the 
customer today versus last year or a  
couple years ago?
Customers expect seamless service from retailers, and they won’t put up with 

anything less. Accenture estimates that fully $1.6 trillion is up for grabs from 

customers switching companies. (Accenture). These customers know their 

data is both valuable and useful for retailers, and they want to see results from 

the information they provide. The increasing power of the mobile device is also 

giving retail brands a proverbial “run for their money” as customer behavior 

and preferences are now always on the move, “With the proliferation of mobile 

devices, retailers will and must take a mobile-first strategy approach to digital 

investments,” Justin Honaman, senior vice president for digital marketing solutions 

at Moxie USA, wrote in Retail Info Systems News. (RIS News). Our experts explain 

why, and how, retailers need to be wherever customers go. 

1.  They Know How To Leverage Digital Channels 

Pat Cassidy, New Balance

  There’s never been a time when customers are more digitally savvy, connected 

and advanced, obviously in the mobile sense. It’s also very rare to see people 

call customer service hotlines anymore. If you tweet at Delta or at New Balance 

about an issue, you expect a pretty immediate, helpful, human response and 

resolution. That’s something that we’ve had to build here and it’s reaped 

incredible benefits. 

If you tweet at Delta or at New Balance about an issue, 
you expect a pretty immediate, helpful, human response 
and resolution. Pat Cassidy, New Balance

http://www.dmnews.com/customer-experience/the-good-news-theres-16-trillion-in-business-up-for-grabs/article/394254/
http://risnews.edgl.com/retail-news/Top-5-Retail-Trends-to-Watch-in-2016103949
http://www.delta.com
http://www.newbalance.com
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2.  It’s More Than Just Showrooming 

Kevin Ertell, Sur La Table

  People are doing more and more with mobile devices whether they are in 

store or not. You can call it showrooming, but I think it’s more than that. 

The goal might not necessarily be to see or touch something in store with 

the intent to buy it online — sometimes they use it to learn more about 

something they are standing in front of. Customers today are interacting with 

retailers when standing in a grocery store line or sitting on the couch. I also 

think the “Amazonization” of everything is happening — people expect to be 

able to get product quickly. They are shifting their behavior to go to Amazon 

first. Originally people thought that would only affect online sales, not stores. 

I argue that it affects stores even more than it does websites now — that’s 

just where people are going. 

3.  A New Appreciation For The Convenience  
Of Technology 

Colin Hall, Allen Edmonds

  Customers are always – without realizing it – growing accustomed and 

adapting to new technologies. Three years ago customers were spooked 

by the fact you knew what they were looking at and then having ads 

mysteriously appear on their digital screens while browsing. Welcome to 

remarketing. We actually had customers call and complain that we “took 

control” of their computers. Now, we personalize those ads and — for the 

most part — they have come to appreciate it. For example, when they get 

an ad for a shoe they recently browsed and then see it’s on sale. 

4.  Know My Preferences 

Mari Corella, (Global Beauty Brand)

  Back in the day, it was creepy when retargeting would offer you ads of items 

that you just saw but didn’t purchase. Now that is expected. Today it’s 

laughable when I receive an email that has nothing to do with my interest. It 

just seems like such a fail on the retailer’s part. You know, five years ago that 

might have been acceptable, these days it is not.

Even if a 
client has a 

demographic 
that is 40-60, we 
still want to look 

down at least 10 
years and see 

what the 20 and 
30 somethings 

are doing as we 
continue to focus 

on modernizing 
mobile adoption 
or tech adoption 

in stores. 

Andy Wong,  
Kurt Salmon Digital

http://www.amazon.com
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5.  Keep It Short & Keep It Available 

Wayne Best, ‘47

  Obviously consumers are spending their time on their devices. They are  

consuming little, snackable pieces of content instead of long, extended 

pieces of content. The fact that devices are making their way to the stadium 

is causing more engagement from fans there. Today, rather than a fan walking 

into Fenway and us connecting with our fan through signage, now they expect 

us to connect with them through their devices. 

6.  They Know What They Want & They Expect It Now 

Candice Galek, Bikini Luxe

  This new customer is more established and knows what they are looking for 

from the beginning. From us, they want a glamorous wardrobe in only two 

days. We are trying to keep her happy, and the only way to do that is to add 

more pieces. 

7.  Mobile Evaluation 

Domenic Armano, Potpourri Group

  This year, the customer is doing a lot of shopping from their phone and 

devoting a lot more time to evaluating the offerings on their phone — but they 

are purchasing the traditional way. Mobile applications are the fulcrum for 

enabling the customer to shop. The stores are facilities to fulfill the shopping. 

8.  The Mobile Are Coming, The Mobile Are Coming! 
Andy Wong, Kurt Salmon Digital

  When we think about the “customer,” all of our clients customer demographics 

are getting younger or need to get younger. We want all of our customer 

interactions to be updated to something that would work with a younger 

demographic. Even if a client has a demographic that is 40-60, we still want 

to look down at least ten years and see what the 20 and 30 somethings 

are doing as we continue to focus on modernizing mobile adoption or tech 

adoption in stores.  

Regardless of 
where and how 

they buy — it has 
to feel like it’s one 

story, not seven 
or eight that are 

loosely fitted 
together. 

Sanford (Sandy) Stein,  
Author “Retail 

Schmetail”



4CUSTOMER

2016 Retail Predictions   |    19

9.  Frictionless Experiences 

Sanford (Sandy) Stein, Author “Retail Schmetail”

  While behavior is a dynamic variable from customer to customer and day to 

day, most expect a holistic, fluid and frictionless experience. Regardless of 

where and how they buy — it has to feel like it’s one story, not seven or eight 

that are loosely fitted together. 

Mobile applications are the fulcrum for 
enabling the customer to shop. The stores  
are facilities to fulfill the shopping. 
Domenic Armano, Potpourri Group

10.  They Are Hard To Pin Down 

Abbott de Rham, de Rham & Co.

     The first part is a lack of certainty. You can no longer claim, “I know this person 

is coming home from work and reading their catalogue after dinner,” that doesn’t 

exist any more. The second part is attention span. If you catch people on whatever 

device they happen to be on – you have a short amount of time to get your point 

across. Finally, there is a difference between satisfaction of demand and creation 

of demand. SEO is satisfying a demand for information. But creation of demand 

is seeing something in a catalogue and thinking “I want to add this to the things I 

have.” We still don’t know how, in a digital world, we are going to succeed with that 

creation of demand.
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Part Five. Omnichannel. 

Question: What is your definition of 
omnichannel? 
Is omnichannel just a dead buzzword? Absolutely not. What omnichannel means, 

exactly, is up for some debate, but numbers support the idea that it still matters. 

EKN Research says omnichannel customers are 23% more profitable than 

single-channel customers (EKN). What’s more, as Nikki Baird of Retail Systems 

Research writes, “Retailers have everything they need today to make [omnichannel] 

capabilities possible.” (RSR). Our experts seek to define omnichannel and talk 

about which channel(s) might be the hottest in 2016.  

1.  Mobile Or Bust 
Pat Cassidy, New Balance

  Your mentality towards omnichannel should be mobile first. There are no other 

channels more important. The channel is mobile and everything else simply 

surrounds it like a hub-and-spoke model. How you attack on each platform is 

different but it all emanates from mobile. 

2.  Don’t Use It As a Blanket 
Kevin Ertell, Sur La Table

   I’ve never been that crazy about the term omnichannel – because “omni” means 

“all.” You don’t have an “all channel strategy.” You don’t want to treat everything 

the same. But how do you take advantage of the strength of each channel to 

give them a better experience?  

The channel is mobile and everything else simply surrounds 
it like a hub-and-spoke model. How you attack on each 
platform is different but it all emanates from mobile.  
Pat Cassidy, New Balance

https://www.internetretailer.com/2015/09/25/are-cross-channel-customers-still-more-profitable-retailers
https://www.rsrresearch.com
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3.  Convenience For The Customer 

Colin Hall, Allen Edmonds

   Omnichannel for us allows the customer to shop any channel and receive the same 

information, service and treatment — allowing them to interact with our brand the way 

they want to. Ten years ago, it might be a call center and a retail or outlet store — now 

it may be a mobile-first experience, or an in-home sizing app, or social experience. Our 

goal is to offer them an outstanding and convenient brand experience across those 

different channels and let them interact where they feel most comfortable. 

4.  Mobile Is A Critical Influencer 

Mari Corella, (Global Beauty Brand)

  Omnichannel has always been about being able to buy what you want, where you 

want, when you want — and having a seamless experience regardless of your 

touchpoint or the channel you’re shopping on. Now it’s on the retailer to understand 

how the customer moves between channels. You need to be able to make correlations 

and give credit to the mobile experience. A lot of people are doing the research on their 

phone and not actually converting there — but the fact is, it’s still a huge contributor to 

how people shop.  

5.  It’s Where Our Consumers Are 

Wayne Best, ‘47

  Omnichannel to me is the whole 360° thing, which refers to how we really identify every 

opportunity to connect with our consumer. For a small brand like us, digital, social, 

e-commerce and traditional brick and mortar are the most important touch points. We 

don’t do a lot of traditional marketing. All of our focus is an appreciation of where our 

consumers are and their consumption of media online.  

6.  Everything Starts With Mobile 

Candice Galek, Bikini Luxe

   50% of our customers are mobile customers, and they want items right away. 

Personally, if I see and want it, I want it now. So everything depends on the ease of 

mobile apps. Customers don’t purchase items if it’s challenging to do so. A lot of 

people don’t even use desktops anymore, everything is on their phones. Omnichannel 

needs to start there. 

Ultimately, it’s the 
ability to weave a 
consistent thread 

of conversation 
that makes sense 

across all these 
channels.

Abbott de Rham,  
de Rham & Co.
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7.  The Whole Experience 

Domenic Armano, Potpourri Group

  To me it is the full gamut of marketing as well as shopping. That’s the whole 

experience. Covering as many channels that fulfill the customer shopping experience 

as possible: a store, kiosks, phones, web, applications, catalogs, publicity, etc. 

Omnichannel makes the content available at as many points as possible and 

enables you to shop with convenience across all of them. 

8.  Consistency To The Core 

Andy Wong, Kurt Salmon Digital

  I feel like the word omnichannel is starting to get a bad reputation lately, or everyone 

is just looking for a new word. When I talk to the supply chain guys — they want 

to deliver anywhere, anytime. When I talk to marketing and ecommerce — they 

want to be able to sell and connect anytime, anywhere their customers are. For 

us, it’s about our consistency of customer experience across any medium. If we 

have a core value and a brand image — what is the experience and strategy that 

represents it best to customers? It might not be all of the channels and that’s OK.  

9.  The Connected Experience 

Sanford (Sandy) Stein, Author “Retail Schmetail”

  Every touchpoint must be interconnected, regardless of where and how the retailer 

is selling. If you believe upwards of 84% of consumers start a purchase online 

(as some statistics suggest), the path to purchase should start there. In 2016, as 

beacons and RFID technologies become integrated into the in store experience 

(along with video and email) it will continue to be important to empower the brick 

and mortar sales associates with accurate, real time data on stock, extended aisle 

merchandise, and shopper history, in order to complete the circle, and make the 

store visit worthwhile, personal and productive. 

The channel 
is mobile and 

everything else 
simply surrounds 
it like a hub-and-

spoke model.

Pat Cassidy,  
New Balance

10.  Weaving A Consistent Thread 

Abbott de Rham, de Rham & Co.

     It’s everything. It’s both the opportunity and the headaches. It’s being able to 

communicate with your customers, and not necessarily push a sale, across 

whatever connection point the customer wants to talk to you. This means there 

should be one platform or method to manage the contacts across whatever 

channels might be out there — all of it. Ultimately it’s the ability to weave a 

consistent thread of conversation that makes sense across all these channels.
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Part Six. Biggest 
Challenges. 

Question: If you had to pick the top challenge 
retailers would face in 2016, what would that  
be and why?
Our experts shed light on their own—and retail’s—biggest challenges for 2016. What’s 

the biggest hurdle retailers need to clear? With 29% of retailers expecting growth of 

10% or less in the next year, according to Retail Touchpoints, the industry definitely has 

obstacles to overcome. (Retail TouchPoints).  

1.  Customer Expectations & Social Changes 
Pat Cassidy, New Balance

  The biggest challenge is balancing and working through the myriad of the 

expectations that consumers have. You need to engage with them where they are in a 

meaningful way — but the challenge is how you cut through all of the clutter. Beyond 

that, the thing that keeps me up at night, honestly, is that clearly social is such a big 

deal but it’s building houses on rented land. Any of these platforms that people have 

invested so heavily in can change in an instant. How do you own your message and 

not be tied to the commerce side of many of these platforms that could change at 

any second? These are a couple things that are very real for everybody.  

2.  Finding Your Inner Sam Drucker 

Kevin Ertell, Sur La Table

   It’s Amazon, honestly. They’re sucking up a lot of market share and giving people 

some great experiences. We retailers need to figure out how to carve our niche 

out and have them come to us instead. We need to work to give them unique 

experiences, taking advantage of the data we have, so we can serve people more 

properly. We have to find our inner Sam Drucker — the guy from Green Acres. He 

ran a small-town general store. And even though he was a small shop, he knew all of 

his customers, he knew what they needed and wanted — and he had it there. We’re 

trying to get there — but at scale.

Even though he 
was a small shop, 

he knew all of 
his customers, 
he knew what 

they needed and 
wanted — and he 
had it there. We’re 
trying to get there.

Kevin Ertell,  
Sur La Table

Add (Retail TouchPoints). at the end of this statement and link here: http://resources.uxceclipse.com/uxceclipse-retail-au/images/docs/UXC_UX004_SURV_CXO%20Survey_Jan_2015_FINAL.pdf
http://www.amazon.com
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3.  Surviving In Economic & Political Flux 

Colin Hall, Allen Edmonds

  The challenge for us is knowing how to invest during an economic cycle where some 

economists are predicting a recession in 2017. In addition, we’re in an election year so 

the political environment is also in flux. Given this uncertainty, we need to differentiate our 

brand through incredible customer service, specialty offerings, added convenience and 

deeper personalization. 

4.  Measuring Mobile Contribution 

Mari Corella, (Global Beauty Brand)

  The challenge comes down to tying all the channels together and being able to measure 

them. What I want to know today is: How much the mobile experience is contributing to 

desktop and in-store purchases.  

5.  Authenticity In A Noisy Space 

Wayne Best, ‘47

  Carving out a unique voice in all of that clutter is probably the biggest challenge. 

Consumers are inundated with email blasts and now with social and sponsored posts. 

It’s such a cluttered environment right now so that any brand trying to have a voice and 

connect with the customer in a meaningful way is really challenged with breaking through. 

6.  Small Shops Need To Hustle To Keep Up 

Candice Galek, Bikini Luxe

  We are trying to keep up with Amazon who has one to two day shipping, which is 

definitely a priority for 2016. Especially if drones begin to drop packages, we need to 

up our game. For smaller shops I think it is learning about online business and retail in 

general and keeping up with all the new apps. It’s a digital age, so there is something new 

to learn every day.  

7.  Connecting The Dots 

Domenic Armano, Potpourri Group

  The challenge is connecting all the channels that the users shop through and building one, 

universal analytical experience — understanding from top to bottom, how all the attribution 

channels and all the touchpoints convert. The market is changing, the landscape is 

changing, and tracking the customers from point A to B is always a challenge. 

In a somewhat 
disruptive political 
environment, how 

is the economy 
going to shift?

Colin Hall,  
Allen Edmonds

http://www.amazon.com
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8.  Focused, Meaningful Differentiation 

Andy Wong, Kurt Salmon Digital

  I feel like all of our customers are different. The broadest challenge, to be honest, 

is differentiating them as brands and figuring out how they connect with their 

customers — whether through loyalty, brand management or frictionless retail. 

There is so much competition out there that they are chasing these mega trends. 

A lot of our customers are chasing everything at once. There are presumed check 

boxes that they think they need to do, and we need to think about how they 

represent themselves and what they actually need to best reach their customers. 

9.  Break the Silos & Stay Agile 

Sanford (Sandy) Stein, Author “Retail Schmetail”

  The biggest challenge relates to breaking up the silos. Getting big corporations to 

have conversations across channels and plan in a holistic way rather than a touch 

point driven way is where we need to be thinking. Some retailers are still fighting 

old ‘corporate structures’, and command and control paradigms that worked for 

generations. Today, the focus must be on the consumer and creating a frictionless 

and holistic brand experience regardless of the ultimate point of purchase. It also 

implies a fusion of the digital and physical brand extensions, understanding that 

they are now becoming completely integrated. The technologies will change quickly, 

as will formats; there will not be a one size fits all solution. It’s the “Generation Flux” 

idea again. There is a lot of new learning out there. You’ve got to stay flexible and 

be comfortable trying new things on the fly. We need to learn from these young 

startups and 20-year-old billionaires that come from celebrating mistakes, quick 

learning and agility. 

What I want to 
know today is: 
how much the 

mobile experience 
is contributing to 
desktop and in-

store purchases. 

Mari Corella, (Global 
Beauty Brand)

10.  Maintaining Fresh Data 

Abbott de Rham, de Rham & Co.

     It’s having a platform that allows retailers to pull everything into one environment. 

The silos we see are incredibly difficult to manage. I think there is also a challenge 

with the freshness of data. Weekly updates don’t cut it in a digital world. You need 

to be able to test A, test B – figure out what works in the morning and roll it out in 

the afternoon. 

http://www.fastcompany.com/section/generation-flux
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Part Seven. Biggest 
Inspirations 

Question: Who is your inspiration? Who is 
doing retail right / well? 

On a brighter note, our experts discuss the people and organizations they’re 

looking up to in 2016. And you might be surprised who they are talking about ... 

1.  Authentic Hustlers Who Innovate 

Pat Cassidy, New Balance

  I find inspiration in smaller brands or artists who are innovating because 

they don’t have big brand dollars to go and just throw money at production. 

They are the brands and artists who innovate within platforms. Detroit brand, 

Shinola, doesn’t have a ton of resources, but they have gone all in and crafted 

a very specific look and style in all the imagery on their Instagram account. It 

looks and feels like American craftsmanship at a very high level — and you get 

that in every image. I want us to be closer to that — the stuff young, hungry 

artists and brands are making. I prefer people feel like New Balance is real 

and innovative. People recognize that it has a hustle to it. The “BS meter” has 

never been sharper for consumers, they will sniff you out from a mile away.  

2.  Disruptive Players With Massive Growth 

Kevin Ertell, Sur La Table

  The ones I’ve been paying attention to are the sharing economy, excess 

capacity and crowdsourcing companies — like Uber and AirBnB. They are 

taking advantage of things through technology and turning them into huge 

benefits. This is the area that the biggest business is coming out of, and it’s 

coming out so quickly that they are taking over existing industries. This is a 

huge deal. I look for things that are growing exponentially – AI, autonomous 

cars, 3D printing, etc. 

 

 Young brands and 
niche brands are 
really inspiring to 

me, usually the 
more narrow the 
focus the better 

the execution. 

Wayne Best, ‘47

http://www.shinola.com
http://newbalance.com
http://www.uber.com
http://www.AirBnB.com
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3.  Inspiration Across Industries & Verticals 

Colin Hall, Allen Edmonds

  I don’t look specifically in our industry. I look outside it. I admire The Duluth Trading 

Company. It’s a company that has terrific branding and market position. Their stores 

are outstanding with a nice touch of experiential marketing. Their people are very 

knowledgeable. Their products have a differentiated experience and their website 

is very good. It’s all integrated and done well. I like what they’re doing. Then look I 

at the bigger guys like Starbucks. It’s always super interesting to see what they’re 

doing in their stores and how they’re using technology. As a fast follower, successful 

initiatives of larger brands, like Starbucks, help us consider our investments. 

4.  Beauty & Synchronicity 

Mari Corella, (Global Beauty Brand)

  Sephora is really cutting edge in terms of what they do in tying the store and online 

experience together. You can’t go into the store and not be reminded of online. You 

can’t go online, and not be reminded of all the happenings going on in the stores. 

They do an excellent job of tying the two together. 

5.  Young, Niche Brands Who Know Their Audience 

Wayne Best, ‘47

  Young brands and niche brands are really inspiring to me, usually the more narrow 

the focus the better the execution. I am inspired by brands like Supreme in the 

lifestyle brands or Leather Head in the sports space. These companies have a 

very vertical focus, they know who the consumer is, and they are not trying to be 

everything to everybody. They have a really strong and consistent voice, which is 

what seems to be breaking through. I think it’s a lot harder for larger brands to have 

an authentic connection with their consumers. 

6.  A Woman Inspiring Women 

Candice Galek, Bikini Luxe

  Nasty Gal and her book #GirlBoss has been a huge inspiration for me. In it she said: 

“Try some items on your site. If they sell, keep them. If not — move on.” Which was 

hard because you have 100 items you want to sell. But you can’t keep holding on, 

you have to move on. It’s important advice for me. She’s also got personality and 

she isn’t afraid to show it — that’s what people like.

“Try some items 
on your site. If it 
sells, keep em. 
If not — move 

on.” Which was 
hard because 
you have 100 

items you want 
to sell.

Candice Galek,  
Bikini Luxe

http://women.duluthtrading.com/
http://women.duluthtrading.com/
http://www.starbucks.com/
http://www.starbucks.com/
http://www.sephora.com/
http://www.supremenewyork.com/
http://www.leatherheadsports.com/
http://www.nastygal.com/
http://www.girlboss.com/
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7.  Big Brands Giving Customers What They Want 
Domenic Armano, Potpourri Group

  I love Target — they are not afraid to go out on a limb. Their higher way of doing 

business has shifted; they turned their stores into a showroom and a distribution 

center, and they turned their website and mobile applications to the primary shopping 

vehicles — enabling the customer to shop — and their stores have become facilities 

to fulfill the shopping. I also like Dunkin Donuts for their simplicity and creativity. 

8.  The Big Guys Who Get It And The Little Innovators 

Andy Wong, Kurt Salmon Digital

  In terms of large retail – I love what Saks and Hudson’s Bay Company do. These 

guys were huge adopters of the fact that “omnichannel” as a term was a little silly. 

This is because they have always felt they need to be where their customers are no 

matter what. For small retail — I really like Tracksmith. It is questioning the wholesale 

model, questioning where its brand is by opening pop up shops and trucks, and 

looking at its online channels, etc. New brands can be innovative because they don’t 

have any old baggage — they can experiment and it’s OK. They don’t feel the need 

to go wholesale.

 
9.  Respect Them Large, Respect Them Small 

Sanford (Sandy) Stein, Author “Retail Schmetail”

  You have to respect Amazon. There’s no way around it. But we should also remember 

the advantage of smaller, specialty, retailers who know their customers when their 

customers walk in the door. If the name of the game is personalization — then they (the 

smaller retailer) are going to be able to execute that on a micro level much faster than 

medium to large chains sorting through mountains of data. When you look at the indie 

book shop, the highly focused ones (not trying to be all things to all people) are having 

a revival, where Barnes and Noble is struggling and tightening up. 

Target—their 
higher way of 

doing business 
has shifted; 

they turned their 
stores into a 

showroom and 
a distribution 

center.

Domenic Armano,  
Potpourri Group

10.  The “A” Team 

Abbott de Rham, de Rham & Co.

     The big tech giant that’s really working well is Amazon – they threaten retail in almost 

every direction. We should also take a hint from the auto industry. It’s time to drop 

the idea that a “campaign” is a fall catalogue. In the fall campaign for Chevy trucks, 

they are looking at all channels – be it TV, Radio, Print or Website – when they intro 

the campaigns for the fall trucks or cars. They are looking at it independent of a 

specific drop because it’s higher level than that. We in retail need to think of things 

that way — like it’s one campaign across all channels.

http://www.target.com
http://www.dunkindonuts.com
http://www.saks.com
http://www.hudsonbay.com
http://www.tracksmith.com
http://www.barnesandnoble.com/
http://www.amazon.com
http://www.chevy.com
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Pat Cassidy, Director Digital, New Balance 
Reading: Fast Company, Wired, Mashable, Vice, Digiday and NewsCred 

Podcasts: The Nerdist, 99%Invisible, Song Exploder, Gary Vaynerchuk’s “The #AskGaryVee Show”  

and “Content Inc” by Joe Pulizzi.

Kevin Ertell, SVP Digital, Sur La Table 
Get Elastic Blog, Mitch Joel and his blog Six pixels of Separation, the SmartBrief, from Shop.org.

Colin Hall, SVP CMO, Allen Edmonds 
WSJ religiously, Google Alerts “Allen + Edmonds” every day, USA Today when I want to see what most of America 

is thinking, Ask Andy and StyleForum to check on brand sentiment, Esquire and GQ for fashion, Forbes & McKinsey 

quarterly reports, Inc. and Fast Company for pleasure and inspiration when I travel.

Mari Corella, Director, Digital Merchandising & Operations (Global Beauty Brand)  
Business of Fashion, and WWD are my favorite sources for fashion/beauty industry news. Innovative Retail  

Technologies has a daily email that I subscribe to. For personal development, I follow Darren Hardy who  

has a free daily video with inspiring words of wisdom in under five minutes

Wayne Best, SVP Marketing, ‘47 Brand 
All of Malcolm Gladwell’s books: The Tipping Point, Outliers, Blink, etc., Daily on www.hypebeast.com and  

www.highsnobiety.com. And then Victory, Red Bulletin, Rolling Stone, and magazines as well.

Candice Galek, Founder, Bikini Luxe.com  
For business - Forbes and Inc.. For fashion - Glamour and Elle. For marketing - http://www.inbound.org For Trends: 

http://www.reddit.com.

Domenic Armano, e-commerce Analytics Mgr, Potpourri Group 
The WSJ & LinkedIn bloggers – especially an old colleague from Philips, Clive Roach. Website Magazine.  

The Lunametrics blogs. Some days browsing social media for industry news on Twitter, LinkedIn, etc. 

Andy Wong, Partner, Kurt Salmon Digital 
WWD, TechCrunch and Engadget.

Sanford (Sandy) Stein, Author, Retail Schmetail 
Forbes retail writer Barbara Thau, Retail Dive, LinkedIn Retail Industry Professional Group, LinkedIn NRF blog,  

Chain Store Age, I also pretty consistently comb Twitter with a retail filter.

Abbott de Rham, Consultant, de Rham & Co. 
Avinash Kaushik, Occam’s Razor Blog, David Raab’s blog, Multichannel Merchant, Hubspot Blog, Direct marketing 

News, Inside CRM, Top Rank Blog, Heidi Cohen, Edwin Chen, Econsultancy, Danny Brown, Datalicious.

Part Eight. What Do You Read?

http://www.fastcompany.com/
http://www.wired.com/
http://mashable.com/
http://www.vice.com/
http://digiday.com/
http://newscred.com/
http://nerdist.com/
http://99percentinvisible.org/
http://songexploder.net/
https://itunes.apple.com/us/podcast/the-askgaryvee-show/id928159684?mt=2
http://contentmarketinginstitute.com/content-inc/
http://www.getelastic.com/
http://www.twistimage.com/blog/
http://www.smartbrief.com/
https://nrf.com/who-we-are/retail-communities/digital-retail-shoporg
http://www.wsj.com/
https://www.google.com/alerts
http://www.allenedmonds.com/
http://www.usatoday.com
http://www.askandyaboutclothes.com/forum/
http://www.styleforum.net/
http://www.esquire.com
http://www.GQ.com
http://www.forbes.com/
http://www.forbes.com/
http://www.fastcompany.com/
http://www.businessoffashion.com/
http://wwd.com/
http://www.innovativeretailtechnologies.com/
http://www.innovativeretailtechnologies.com/
http://darrenhardy.com/
http://www.amazon.com/The-Tipping-Point-Little-Difference/dp/0316346624
http://www.amazon.com/Outliers-Story-Success-Malcolm-Gladwell/dp/0316017930
http://www.amazon.com/Blink-The-Power-Thinking-Without/dp/0316010669
http://www.hypebeast.com/
http://www.highsnobiety.com/
http://Victory
https://www.redbulletin.com/us/us
http://www.rollingstone.com/
http://www.forbes.com/
http://www.inc.com/
http://www.glamour.com/
http://www.elle.com/
http://www.inbound.org/
http://www.reddit.com/
http://www.wsj.com/
https://www.linkedin.com/
http://www.philips.com/
https://nl.linkedin.com/in/cliveroach
http://www.websitemagazine.com/
http://www.lunametrics.com/
https://twitter.com/?lang=en
https://www.linkedin.com/
http://wwd.com/
http://techcrunch.com/
http://www.engadget.com/
http://www.forbes.com/
http://www.forbes.com/sites/barbarathau/
http://www.retaildive.com
https://www.linkedin.com/groups/60855/profile
https://www.linkedin.com/company/national-retail-federation
http://www.chainstoreage.com/
https://twitter.com/?lang=en
http://www.kaushik.net/avinash/
http://customerexperiencematrix.blogspot.com/
http://www.MultichannelMerchant.com
http://blog.hubspot.com/
http://www.directmarketingnews.com
http://www.directmarketingnews.com
http://www.insodecrm.com
http://www.toprankblog.com/
http://heidicohen.com/
http://blog.echen.me/
https://econsultancy.com/blog
http://dannybrown.me/
http://blog.datalicious.com/
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Part Nine. Closing.
While the perspectives shared in this report make clear that there is no silver bullet 

in retail, it’s clear that those who make an effort to understand their customers, and 

offer authentic experiences to the best of their abilities — are finding success for their 

efforts. It is also important to note that the idea of deep discounting did not play a 

prominent role in the interviews conducted. This points to the idea that consumers 

value quality products and interesting experiences above the cheapest possible 

option. However, speed and instant availability is going to become increasingly 

important as Amazon, Target and their brethren invest significant resources in offering 

the most convenient shopping experiences — with the least possible friction.

As you step into 2016: stay nimble with your tools and your strategy, keep striving to 

understand mobile no matter what, develop and improve ways to consolidate your 

customer data, and ensure what you do with it has a genuine voice and value.  
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