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CHAOTIC DISRUPTION 



CHAOTIC DISRUPTION 

Retailing was hit early, and hit hard. We 
are now getting our baring's but:   

 
 

The past is the past; not going back 
“The new normal” is as fluid as the 
past was predictable   
Continued retail success will require 
a level of agility few of us are 
prepared for 

 

COMING OUT OF THE FOG 



CHAOTIC DISRUPTION 

Half empty or half full ?   

 
 

Downsized everything 
Freelance workforce 
Doing more with less 
Aging population/ 
Priority shifts 
Digital shrink factor 
The unknown 

 

LOOKING AT THE NEW NORMAL 

Decentralized power 
Access to world markets  
Power of the WWW 
Pricing transparency 
Worldwide middle class 
Power of partners 
The unknown 



“Chaotic disruption is rampant, not simply 
from the likes of Apple, Facebook, and 

Google.”  

Fast Company, February 2012 



CHAOTIC DISRUPTION 

Generation Flux; the adaptability factor    
will define future success (Fast Co 2-12) 

 
 

Less about age than attitude 
Ability to adapt to changing conditions 
Not hung up on what worked yesterday 
First saw this mindset shift with the 
DOT-COM culture in 1998 

NEW WORLD DISORDER 



CHAOTIC DISRUPTION 

The world of business is now in a 
constant state of agile development 

NEW WORLD DISORDER 

 
 

New releases are constant 
Tweaks, upgrades and course 
corrections on the fly 
No status quo; only change 

 



CHAOTIC DISRUPTION 

The next decade or two will be defined 
by fluidity more than any other, settled 
paradigm 

NO PATTERN AT ALL 

 
 

The only pattern is no pattern at all 
Our ability to forecast the future is 
declining fueled by social, mobile, 
and other new technologies 

 



CHAOTIC DISRUPTION 

The 40 year career (though somewhat 
overstated) is over. 

NOT YOU FATHERS CAREER 

 
 

The new reality is multiple gigs; some 
short-term 
Constant pressure to learn, and adapt 
to new situations, not necessarily in 
then same industry 

 



“How the American Department Store Fashioned the Middle 
Class” – Jan Whitaker 

Arthur S. Siegel. Library of Congress, Prints & Photographs Division, FSA-OWI Collection [LC-USW3-016643-CJ.] 



CHAOTIC DISRUPTION 

Our institutions (educational, corporate, 
political) – are not built for FLUX. 

 
 

Few traditional career tactics 
train for disruption 
Most important skill is the ability 
to learn new skills 
As different as analog is to 
digital 
 

 

OUR WORLD IS NOT BUILT FOR FLUX 



CHAOTIC DISRUPTION 

Profound as the change from to 19th 

century - agrarian society to 20th century 
urban manufacturing 

Widespread uneasiness about the 
future, jobs and community 
About an unhinging of the expected 
This time its about technology and 
globalization  

 

WIDESPREAD UNEASINESS 



CHAOTIC DISRUPTION 

Generation Flux is a mindset that 
embraces instability 

Tolerates, even enjoys recalibrating 
business models, assumptions, 
even careers. 
Individual identities not defined by 
a employer but by an ever 
changing skill set. 

 

NEW WORLD DISORDER 



CHAOTIC DISRUPTION 

Command and control works for the 
known; not the unknown 
 

 
Most big companies are good at 
solving clear problems; bad at solving 
ambiguous ones. 
It is more important than ever to be 
clear about ones mission, and brand 
values to maintain focus – roadmap. 

 
 

IT’S THE ‘VISION THING’ 



 “We are stubborn on vision. We are 
flexible on details….We don’t give up on 

things easily.”                               

 Jeff Bezos, Amazon founder 



























TREND 

CONVERGENCE 



With the point of sale tucked away in a 
backpack, back pocket or purse, how will 

the retailer or brand engage this new 
highly mobile consumer? Simply put, the 

concept of "the store" has changed 
forever. 



Trend Convergence 

WAVE I   1850 - 1950  
WAVE II   1950 - 2000   
WAVE III      Post  2000 

Robin Lewis and Michael Dart in     
“The New Rules of Retail” talk about 
the three waves of retailing in 
America. 

NEW RULES 



Trend Convergence 

Demand was greater than supply. 
Consumers accepted limited choices 
Producer pricing power 

Era of ‘producer power’    
NEW RULES - Wave I (1850-1950)  



Trend Convergence 

Massive product, retail and brand 
expansion 
Launch of every major format - big 
box, category killers, specialty, 
department store  expansion, and E-
commerce 

 

Marketing and distribution driven     
economy. 

NEW RULES - Wave II (1950 – 2000) 



Trend Convergence 

Customers can buy what they want, 
when they want it, and at the price 
they want to pay 
Customers accustomed to 
instantaneous and unlimited selection 

 

Customer is in control; greatest 
transformation yet.         

 

NEW RULES - Wave III (post 2000)  



Trend Convergence 

Genuine experiences, customized 
product and services trump mass 
market  
Real value over ostentatious 
“bling”; community interest over 
self interest 

 

Birth of the “Experience Economy”         
(Pine & Gilmore, 1999) 

 

NEW RULES - Wave III (post 2000)  



Trend Convergence 

There are three integrated strategic 
operating principles which are 
imperative to the success of Wave III. 

Neurological Connectivity - WOW 
Preemptive Distribution - NOW 
Value-Chain Control - HOW 

NEW RULES WOW, NOW & HOW 



Trend Convergence 

Neurological Connectivity - the retailer or 
brand must create a holistic experience 
consisting of: 
  

 

   
Before - Pre-shopping anticipation   
During - Shopping ecstasy   
After - Consumption satisfaction  

  

CREATING WOW 



Trend Convergence 

  

Neurological Connectivity – 
Experiential retail engages all the 
senses  

Connect with all five human senses 
and the sixth sense - the mind. 
Beat competition by becoming the 
“defining brand” -  the product, 
brand or service of choice 

 

CREATING WOW 



Trend Convergence 

  

BEFORE NOW 
Preemptive Distribution -  Getting to 
consumers ahead of the competition. 

Requires speed and agility to reinforce 
the neurological connection 
Matrix of distribution, including into 
international markets 
Where, When and How the consumer 
wants it 



“Facebook is the perfect storm to become the 
largest shopping portal on the planet… 

Amazon is so big because of its traffic, and 
Facebook blows it away.” 

 
– Christian Taylor, CEO of Payvment 



Trend Convergence 

  

BEFORE NOW 
Preemptive Distribution -  
Means taking the stores to 
the consumer, literally!   



Trend Convergence 

  

AND HOW 
Value-Chain Control - Complete control  
of entire value  chain, from creation to 
consumption. 

Vertical integrated, controlled   
business model 
 Unique challenges for multilevel 
distribution models 



Best Buy CEO Brian Dunn says 
“when an experience touches a 

customer, you must own it.” 



Trend Convergence 

Three major consumer value shifts are 
emerging as a result of consumers 
seeking higher states of being. 

HIGHER STATES OF BEING 

From needing stuff to demanding 
experiences 
From conformity to customization 
From wanting new to demanding new 
and now 



FROM RETAIL TO  

ETAIL TO      



Retail formats are undergoing radical changes. 
With increased competition, a more 

demanding and sophisticated consumer, and 
the impact of the internet on consumer 

behavior; what used to work will no longer 



WHEN E-TAIL WAS BORN DOT COM $  
Inspired by a new web bookseller Amazon.com and 
fueled by dotcom profits; young guns saw a new 
opportunity to monetize the web. 

Attended nations first e-com in ’98 
Shared our insights at NRF in ’99 & ‘00 
New language - new thinking; in search 
of “traction”  
GENERATION FLUX emergence 

FROM RETAIL to Etail to MEtail℠ 



WHEN E-TAIL WAS BORN DOT COM $  
  First e-commerce store fronts were ‘Pure-Play’ web only 
efforts; conventional wisdom was either/or. 

Ad-spends during Christmas of ‘99 for 
‘pure lays’ resembling todays elections 
Many ‘pure plays’ launched and went 
under just as fast  
Traditional retailers were scared or in 
denial. “When will this thing go away? 

FROM RETAIL to Etail to MEtail℠ 



FROM RETAIL to Etail to MEtail℠ 



We predicted THE NET would become just 
another brand touch-point at NRF in 2000.  

Leading brands soon learned that   
E-Com could complement other brand 
touch points. 
Many retailers are still working on a 
cohesive cross-channel message.  

FROM RETAIL to Etail to MEtail℠ 

WHEN E-TAIL WAS BORN DOT COM $  



The basic rules of success have not 
changed with the evolving formats 

Must recognize customers 
changing  needs & purchasing 
habits to stay ahead  of the game  
Echos of Les Wexner from Mark 
Zuckerberg 

SOME THINGS NEVER CHANGE  

FROM RETAIL to Etail to MEtail℠ 



As product distribution channels continue to 
evolve the perception of the net being the 

brands’ first touch-point will increase.  



America is late to the party. 
Asia, Japan way ahead in Mobile 
retailing, fueled by faster internet,  
Advanced / ubiquitous technology and 
comfort with mobile purchasing. 
Younger population in Asia factors into 
early acceptance and proliferation. 

 

FROM RETAIL to Etail to MEtail℠ 

MEtail℠ IS THE NEW FRONTIER 



Apple has changed how consumers and 
retailers think about mobile internet.   

  

FROM RETAIL to Etail to MEtail℠ 

MEtail℠ IS THE NEW FRONTIER 

Research reveals that iPhone 
users access the internet 5 times 
more often than users of other 
internet-enabled phones. 



Mobile device use is transitioning from web            
browsing to mobile shopping.  

FROM RETAIL to Etail to MEtail℠ 

eBay’s sales of goods and services 
off smart phones & tablets grew from 
under $1 B in 2009 to $5 B in 2011. 
There is a cottage industry of 
emerging digital enhancers changing 
in how the devices are being used  

MEtail℠ IS THE NEW FRONTIER 



FROM RETAIL to Etail to MEtail℠ 



Store based retail continues to contract or 
remain stable while E-tail has been growing at  

10% per year for the last 12 years; this is 
expected to continue though at least 2013   

eMarketer  



Brand managers were focused on the multi-channel 
universe; now cross channel rules 

MULTICHANNEL TO CROSS CHANNEL 

Customers don’t differentiate 
brand touch-points 
Cross Channel cohesiveness is 
essential to connect to todays 
customer  

FROM RETAIL to Etail to MEtail℠ 



The CROSS CHANNEL focus 
mirrors the ever changing & 
evolving habits of consumers 

UNIFY OR DIE 

Methods of engagement       
are not predictable and         
are constantly evolving  
Smartphone friendly formats 
streamline web access 

  

FROM RETAIL to Etail to MEtail℠ 



Today’s retail universe relies on a “unified 
shopping experience” fueled by: 

UNIFY OR DIE 

New in-store technology 
Mobile electronic retailing (MEtail℠) 
Control over the entire brand value chain  
Social retailing powered by geo-locating  
Silos a thing of the past 

FROM RETAIL to Etail to MEtail℠ 



According to, ComScore (February, 2012) 
Smartphone use among US cellphone users 

jumped from 27% in ‘10 to 42% in ‘11 

Mobile Future In Focus 



A whole new vocabulary will power and 
influence this new frontier. 

Extended Packaging / smart phone tech   
Self scanning 
Quick Response (QR) bar codes 
NFC (near frequency communications) 
Geo tracking apps 

FROM RETAIL to Etail to MEtail℠ 

MEtail℠ IS THE NEW FRONTIER 



MEtail℠ will become the “glue” that connects 

the digital virtual world to the actual physical 
environment, while creating increased customer 

satisfaction.  

www.MEtail.us 



“How the American Department Store Fashioned the Middle 
Class” – Jan Whitaker 

Cleveland Press Collection, Cleveland State Univ. Library Special Collections. Courtesy of Margaret Bourke – White 
Estate. 















GS1 MOBILECOM – 2010 REPORT 

MOBILE IN RETAIL 



GS1 MobileCom Report – Mobile in Retail 

GS1 MobileCom, a Brussels based initiative, 
manages the design/implementation of global 
standards for 1D/2D scanning.  

UPC labels were introduced in 1974, by 
1980 retail stores were quickly adopting 
the UPC label system 
QR, Quick Response Codes are 2D data 
matrixes with larger data capacity 
containing more detailed information > 
7000 characters 

LIVING IN A MOBILE WORLD 



   Given the level of interest in two-
dimensional (2D) bar codes GS1  assembled 

the Multiple Bar Codes Work Group. 



“How the American Department Store Fashioned the Middle 
Class” – Jan Whitaker 



GS1 MobileCom Report – Mobile in Retail 

Pre-store Planning 
Outside Store 
In Aisle or at the Shelf 
At Checkout 
Usage at Home 

GS1 has identified likely consumer 
touch-points for emerging mobile apps. 

LIVING IN A MOBILE WORLD 



GS1 MobileCom Report – Mobile in Retail 

Extended Packaging 
Consumers access 
additional product info on 
their mobile phone.  
  
Coupons        
Mobile phones used to 
capture, manage and redeem 
coupons and discounts. 
  
Loyalty         
Mobile phones replace physical 
loyalty cards and provide 
personalized mobile services.
  

Advertising & Promotions 
Advertising and promotional 
information is sent directly to 
mobile phones.  

Payment       
Mobile phones are able to 
make payment anywhere,  
including retail checkouts.  

EMERGING MOBILE SERVICES  



GS1 MobileCom Report – Mobile in Retail 

Store Location               
A map is displayed with store 
locations where consumers 
can buy a product. 

In-store Navigation       
Consumers find products more 
easily while in a store. 

Self-scanning & Self-checkout       
Consumers use their mobile phone to 
scan products, enabling them to check 
out unassisted. 

Shopping Lists   
Consumers can build shopping 
lists on their mobile phone and 
access while shopping. 

Mobile eCommerce      
Consumers can browse, order 
and pay for products directly 
from their mobile phone, 
anytime, anywhere. 

EMERGING MOBILE SERVICES  



GS1 MobileCom Report – Mobile in Retail 

Mobile electronics has the potential to: 

Make life easier -                             
Self-scanning and mobile payment  
Make us better informed -      
Extended packaging for choice making 

LIVING IN A MOBILE WORLD 

Increased sales and customer loyalty - 
links relevant information & purchase 
decisions at point-of-sale. 

  



GS1 MobileCom Report – Mobile in Retail 

EMERGING MOBILE SERVICES 
A few of many emerging mobile services 

Shopkick –                                             
Geo-Locating Rewards App   
Digby –           
Mobile Commerce Software Platform    
Groupon Mobile –                 
Group Buying Marketplace    

Shopping Mall on Facebook –           
Social commerce platform   
 



Nielsen Research projects that Upwards of 
two-thirds of users will use their 

smartphones in retail stores to research 
products and prices online. 

 



















FORMAT 

FISSION / FUSION 



GOING PRIVATE 
The increased proliferation of private 
label product is another threat to major 
specialty brands. 
 
 

Consumer attitudes regarding private 
label product have fundamentally 
changed in recent years.  
Target, Ikea, Trader Joe’s & Whole 
Foods moved PLP from a perceived 
negative to an overwhelming positive. 

Format FISSION/FUSION 



  

Nearly 80% of consumers across all 
demographics now believe that store brands 

are as good if not better than national 
brands. 



Format FISSION/FUSION 

GOING PRIVATE 
Private or ‘exclusive brands’ take the lions 
share of the floor space where ‘national 
brands’ used to live. 

JCP > 50% 
Wal-Mart > 50% 
Kohl’s > 40% 
Macy’s > 40% 
Dick’s,  Best Buy, Target all following  



We believe that some of these vary 
retailers are likely to immerge in stand 
alone formats in the near future.  

We expect Target, Wal-Mart, others 
to take their high value brands out 
on their own  

Take a hint Sears; i.e. Craftsman, 
Kenmore 

STANDING ALONE 

Format FISSION/FUSION 



“How the American Department Store Fashioned the Middle 
Class” – Jan Whitaker 



The issue of where and how the 
customer ‘actually’ engages with the 
brand will take on new meaning and 

importance to manufacturers. 



Neurological research says certain brands 
produce chemical effects on our brain 
(dopamine/serotonin) with a positive pre-
shop/shop/post consumption experience 
 

Multi sensory engagement  - Starbucks, 
Trader Joes, Abercrombie & Fitch 
Emotional connections -  Apple,  
Unexpected surprises - Costco 

 

Format FISSION/FUSION 

PURCHASE VS EXPERIENCE 



A Cornel University study measured the 
comparative value of purchases versus 
experiences over time and found: 

The level of satisfaction drops        
dramatically for material 
The level increases for experiences 

Format FISSION/FUSION 

PURCHASE VS EXPERIENCE 



“How the American Department Store Fashioned the Middle 
Class” – Jan Whitaker 

Photo by: Bernie Noble. Cleveland Press Collection, Cleveland State University Library Special Collections. 



CHANGING CHANNELS 

 

 

 As established retailers continue to 
grow the number of competitors will 
decrease   
Commoditization of national brands in 
multi-brand mass retailers will 
continue. 

 

Format FISSION/FUSION 

Now, more than ever, manufacturers are 
pressured to control their brand and story 
(dopamine rush) 



“Value chain control” is the only means of 
insuring the ‘neurological connectivity’ to 

maintain relevance and brand value. We call it 
“connecting all the brand touch-points”  





NET EFFECT 

The internet’s had a profound impact 
on consumer purchasing; influencing 
the ongoing retail “channel evolution”. 
  

• The Web has become the first retail 
touch-point for many purchases.  

• It empowers customers to take 
charge of choice-making. 



NET EFFECT 

The next wave of brand retailing will 
offer new tools, to strengthen the 
connection between brand touch-points.    
 

• An enriched customer experience 

• Increased brand value 

• Increased customer loyalty  



NET EFFECT 

Customer Empowerment is about 
enabling the consumer to access 
information to:  
 

• Facilitate choice-making 

• Edit manufacturer’s offerings   

• Meet customer’s wants and needs    



  SALES PERSONS TO OFF-ROAD EXPERTS 

The tools designed for consumer 
empowerment will facilitate assisted 
selling.  

Allowing customers to get 
comfortable enough to ask     
informed questions. 

• Giving sales personnel consistent 
tools to meet the customer’s 
needs. 

  

 

 



  SALES PERSONS TO OFF-ROAD EXPERTS 

Graphic and display solutions recognize        
a range of customers with:  
 

• Different brand/product knowledge 

• Cross section of expertise  

• Points in the purchasing cycle 

• Range of web/digital comfort levels   



LEPSync principle will assist customers 
with choice-making. 
 

Lifestyle/Brand - (graphic ‘hook’) 

Empowerment - (choice making, 
concise features and benefits) 

Product labeling - (brand, category, 
SKU) 

Shelf facing labels - (SKU placement) 

SALES PERSONS TO OFF-ROAD EXPERTS 













NT/WARN 
PRODUCT DISPLAY  
Unified WARN product 
display zone enhances   
presentation and sales 
 

Three separate graphic 
fields creates intuitive 
messaging and promotes 
customer engagement    
 
 
 

 
 

Product text addresses 
top-line information that 
the customers need to 
facilitate choice-making  
 
 

  
 
 



Non-WARN product is 
properly presented in its 
own zone below   
 
Lighting from upper sign 
band will spill down to non-
WARN product area; 
helping both presentations 
 

 
 
 

Optional LCD screen 
provides continuous loop 
of information about the 
multitude of PullzAll uses  
  
 
 

NT/WARN 
PRODUCT DISPLAY  



PullzAll’s steel support is 
bolted directly to shelf; wire 
rope/rigging hook  attaches 
to shelf above 
 

PullzAll’s securely fastened 
to shelf mount & oriented to 
encourage “test grab” 
 

Recycled rubber shelf 
matting gives a ‘stealthy’ 
durable backdrop; QR codes  
aid unassisted selling   
 
 
 
 

NT/WARN 
PRODUCT DISPLAY  



Slight height 
adjustments were 
necessary to meet 
SKU count and back 
stock requirements 
 

Three accessories 
SKU’s are positioned 
face out on lower 
angled shelf; utilizing 
wire fence and dividers  

 

 

NT/WARN 
PRODUCT DISPLAY  



Low voltage LED’s are 
small yet enhance visual 
impact for both display 
shelves 
 

Weight of PullzAll is carried 
by shelf support; 
rope/rigging hook is 
attached to upper shelf  
 

Entire presentation will be 
“kit packed” for each store 
with  assembly instructions 
 
  

 

 

SINTRA SIGN 
VALANCE 

LOW VOLTAGE    
LED LIGHT 
SOURCE 

LCD MONITOR 

WARN 
PRODUCT SIGN 
FACE 

NON-WARN      
PRODUCT SIGN 
FACE 

RECYCLED 
RUBBER FLOOR 
MATERIAL 

FULL COLOR                   
SINTRA SIGN PANEL 
FOR WARN PRODUCT 
ZONE  
PULLZALL AND 
SHELF 
SUPPORT 

NT/WARN 
PRODUCT DISPLAY  



“In the present environment, firms that 
create innovative products or 

services….run the risk of selling something 
of superior value that is perceived to be 
only ordinary in the marketplace. The 

‘Megas’ are experts at making this 
happen.” 

THE DISTRIBUTION TRAP  By Andrew R. Thomas and Timothy J. Wilkinson 



www.steinllc.com 

www.MEtail.us 
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