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1995: Catalogs On Top Of The World
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E-Commerce At Eddie Bauer: 1996

1996: Eddie Bauer

Billion Dollar Business

Thriving Stores

Thriving Catalog

$1,000,000 Annual E-Commerce Volume

5ŜǊƛǎƛƻƴ ŦǊƻƳ aŀǊƪŜǘƛƴƎ [ŜŀŘŜǊǎƘƛǇ Χ άDid you get six or seven orders 
ǘƻŘŀȅΚ {ƛȄΚ ¸ƻǳ ƳƛǎǎŜŘ ŦƻǊŜŎŀǎǘ ōȅ мп҈Σ ƭŜǘΩǎ ǘǊȅ ǘƻ Řƻ ōŜǘǘŜǊΦέ
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2001: The Worst Advice We Ever Got

We chose to believe that customers who bought from multiple 
channels spent more. We chose wrong. If the thesis were true, then all 
of our businesses would have grown exponentially. The query failed 
us, because the query was highly biased.
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The Query Format Guarantees The Outcome

Customers who buy from two merchandise categories are more 
valuable than customers who buy from one category.

Customers who buy using two payment types are more valuable than 
customers who buy using one payment type.

Customers who buy during two seasons are more valuable than 
customers buying from just one season.

Customers who buy from two stores are more valuable than customers 
buying from just one store.

Customers who buy from multiple price point ranges are more 
valuable than customers buying from one price point range.
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Then We Botched Our MatchbackLogic

The multi-channel query led catalogers and vendors to create 
matchbacksΧ matchbacksgrossly overstated catalog effectiveness.
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Overstated Demand = OvermailingCustomers

Matchbackstell us that $2.50 per book or $2.00 per book works!! 
Reality (mail/holdouts) show us we are actually losing profit. The lost 
profit opportunity means we cannot invest for growth elsewhere.
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2000 ς2005 = Short-Term Choices, Long-Term ?

We chose multichannel tactics over earned business growth.

We chose co-ops over list organizations.

We chose to use the website as an order form and not as a demand 
generation channel.

We chose to listen to vendors, researchers, trade journalists, and 
consultants, when we should have listened to our customers and our 
merchandise assortment.

We chose to market to our core customer base when we should have 
chosen to grow via customer acquisition.
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2005 ς2010: Outsiders Flee Catalogers

Catalog Age Becomes Multichannel Merchant.

Walter Karl, Edith Roman, Rubin Response, Millard, Mokrynski-Direct, 
American Church Lists, Jami, Direct Media all folded into infoGroup/ 
InfoUSAςthe utter collapse of an industry ςand the beginning of a 
dramatic brain drain in the catalog industry.

The final Catalog Conference was held in New Orleans in 2009.

Co-Ops dominate prospecting efforts for catalogers, at a time when 
online marketers learned how to use online marketing to acquire 
customers. The reliance on co-ops results in an acceleration of a 
customer demographic feedback look, a feedback loop that greatly 
spills over into customer merchandise preferences.
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2005 - 2010: The Feedback Loop Accelerates

Our choices locked us into a feedback 
loop.

Our lust for inexpensive co-op names led 
ǘƻ ȅƻǳƴƎ ƳƻŘŜƭŜǊǎ ǿƛǘƘ ƴƻ άōƻƻǘǎ-on-
the-ƎǊƻǳƴŘέ ŎŀǘŀƭƻƎ ŜȄǇŜǊƛŜƴŎŜ 
determining who our future customers 
would be.

Our matchbackscaused us to over-invest 
in circulation. Circulation was dictated by 
co-ops. Co-ops over-select 55+ 
customers.

Recent Co-
Op Names 

From 
Matchbacks

Catalog 
Marketing, 

Online 
Support

Merchandise 
Loved By 62 
Year Olds

Read 
Catalog, Buy 

Online

Matchbacks
Show 

Catalogs 
Work
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2010 ς2015: Stuck In The Feedback Loop

Catalogers are now locked-in to the 
feedback loop.

¢ƘŜ άōŜǎǘ ǇǊŀŎǘƛŎŜǎέ ŀƴŘ άǇǊƻ ǘƛǇǎέ ǘƘŀǘ 
promised success in 2005 led to major 
problems in 2015. We chose a path ς
now we have to deal with the 
consequences.

/ƻǳƴǘƭŜǎǎ άƳǳƭǘƛ-ŎƘŀƴƴŜƭέ ŀƴŘ ŎǳǊǊŜƴǘ 
Řŀȅ άƻƳƴƛŎƘŀƴƴŜƭέ ōǳǎƛƴŜǎǎŜǎ ŦŀƛƭŜŘ 
after adhering to industry-leading 
advice.

Recent Co-
Op Names 

From 
Matchbacks

Catalog 
Marketing, 

Online 
Support

Merchandise 
Loved By 62 
Year Olds

Read 
Catalog, Buy 

Online

Matchbacks
Show 

Catalogs 
Work
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¢ƘŜ 9ȄǇŜǊǘǎ !ǊŜ ²ǊƻƴƎ Χ hŦǘŜƴ Χ
Me Included!

Compare 2006 to 2014



Kevin Hillstrom, President, MineThatData
http://blog.minethatdata.com   

kevinh@minethatdata.com
13

Coldwater Creek ςA 2006 Success Story

ά/ƻƭŘǿŀǘŜǊ Creek is an example of company that has benefited greatly from going 
public. ¢ƘŜ ǿƻƳŜƴΩǎ ŀǇǇŀǊŜƭ ǊŜǘŀƛƭŜǊ ōƭƻǎǎƻƳŜŘ ŦǊƻƳ Ϸммс Ƴƛƭƭƛƻƴ ƛƴ ǎŀƭŜǎ ƛƴ мффс ǘƻ 
$1.1 billion in 2006.LƴǘŜǊŜǎǘƛƴƎƭȅ ŜƴƻǳƎƘΣ ƳǳŎƘ ƻŦ /ƻƭŘǿŀǘŜǊ /ǊŜŜƪΩǎ ƎǊƻǿǘƘ Ŏŀƴ ōŜ 
attributed to the capital it raised through its IPO and its decision to move to become a 
multichannel merchant. Coldwater was able to transform itself from the once solely 
catalog based merchant into a much more quickly growing multichannel merchant 
with storefront locations and a successful online store. The company experienced a 
33% increase in internet net sales in fiscal 2006.With internet sales steadily 
increasing and catalog sales decreasing over the past five years, Coldwater Creek has 
launched several successful marketing campaigns to bolster internet 
sales./ƻƭŘǿŀǘŜǊΩǎ ǳǎŜǊ ŦǊƛŜƴŘƭȅΣ ŀǘǘǊŀŎǘƛǾŜΣ ŀƴŘ Ŏƻƴǎǘŀƴǘƭȅ ǳǇŘŀǘŜŘ ǿŜōǎƛǘŜ Ƙŀǎ 
allowed for the company to continue its growth via the internet. /ƻƭŘǿŀǘŜǊ /ǊŜŜƪΩǎ 
ǘǊŀƴǎŦƻǊƳŀǘƛƻƴ ŘŜƳƻƴǎǘǊŀǘŜǎ ƻƴŜ ŎƻƳǇŀƴȅΩǎ ǎǳŎŎŜǎǎŦǳƭ Lth ŀƴŘ ǿƛƭƭƛƴƎƴŜǎǎ ǘƻ ŀŘƧǳǎǘ 
to an evolving market, moving beyond a traditional direct mail cataloger to embrace 
the power of e-commerceΦέ
http://www.tullyandholland.com/t-h-publications-page/items/changing-times-for-direct-marketers.html
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Coldwater Creek ς2014 = Bankrupt

ά/ƻƭŘǿŀǘŜǊ /ǊŜŜƪΩǎ ōŀƴƪǊǳǇǘŎȅ ƛǎ ƴƻǘ ŀ ƘŀǊōƛƴƎŜǊ ƻŦ ŀƴȅǘƘƛƴƎΣ ƴƻǊ ƛǎ ƛǘ ŀ ƻƴŜ-off. There 
are more reasons for a specialty retailer to fail than there are to succeed: inability to 
keep up with the fast-changing fashion scene, poor locations, weather, a lousy 
website and, of course, very stiff competition. Coldwater Creek is just another victim of 
what was once asuccessfulbusinessƳƻŘŜƭ ǘƘŀǘ ƳŀƴŀƎŜƳŜƴǘ ŘƛŘƴΩǘ ƳƻǾŜ Ŧŀǎǘ ŜƴƻǳƎƘ 
to change. That story will repeat itself several more times in the months and years 
aheadΦέ

http://247wallst.com/retail/2014/04/12/coldwater-creek-bankruptcy-is-not-a-canary-
in-the-coal-mine/

Turns out that the experts were not right about Coldwater Creek. The very dynamics 
that seemed to guarantee success sunk the business.

http://247wallst.com/retail/2014/04/12/coldwater-creek-bankruptcy-is-not-a-canary-in-the-coal-mine/
http://247wallst.com/retail/2014/04/12/coldwater-creek-bankruptcy-is-not-a-canary-in-the-coal-mine/
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LŦ aǳƭǘƛŎƘŀƴƴŜƭ ²ƻǊƪŜŘΣ ¢ƘŜƴ ΧΧΧΧΧΧΦΦ ΚΚΚ

Orchard Brands [ƻŜƘƳŀƴƴΩǎ
Blockbuster [ƛƴŜƴǎΩ ƴ ¢ƘƛƴƎǎ
Oriental Trading Company Mervyns
Coldwater Creek Alco Stores
Love Culture G.I. Joes
Bombay Co. Ashley Stewart
The Sharper Image Brookstone
Red Envelope Dots LLC
Harry and David Gottschalks
BurpeeHolding Co. Deb Shops
Foster & Gallagher Silver Jeans
Borders Betsey Johnson
Circuit City CƛƭŜƴŜΩǎ Basement
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Multichannel Failed Many, Many Companies, 
Not Delivering Riches.

What Is The Modern Day Answer To This 
Problem? Omnichannel!!

¢ƘŜƴ ƳƻǊŜ ōǳǎƛƴŜǎǎŜǎ Ŧŀƛƭ Χ SkyMallΣ 5ŜƭƛŀΩǎΣ 
Piperlime.
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Why 5ƻŜǎƴΩǘ ¢Ƙƛǎ {ǘǳŦŦ ²ƻǊƪΚ 

We Misunderstand The Interaction Between 
Merchandise And Demographics.
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A Quote From A Former Co-Op Executive

ά²Ŝ ŀǊŜ ŜǎǎŜƴǘƛŀƭƭȅ ǊŜŎȅŎƭƛƴƎ ǘƘŜ ǎŀƳŜ млΣлллΣллл ŎǳǎǘƻƳŜǊǎ ǿƘƻ 
purchase from catalogers 0-3 every three months. These customers are 
generally age 55 and older, and they prefer to purchase over the 
ǘŜƭŜǇƘƻƴŜ ƻǊ Ǿƛŀ ƻƴƭƛƴŜ ŎŀǘŀƭƻƎ ƳŀǘŎƘōŀŎƪΦ ¢ƘŀǘΩǎ ǿƘŀǘ ǿŜ ŘƻΦέ

A Quote From A Catalog Executive

άL Ǌǳƴ ŀ ƴƛƴŜ ŦƛƎǳǊŜ ōǳǎƛƴŜǎǎΦ ¢ƘŀǘΩǎ ŀ ōƛƎ ōǳǎƛƴŜǎǎΦ L ŀǎƪŜŘ Ƴȅ ǇǊƛƳŀǊȅ 
co-op to calculate the percentage of names they gave me that 
purchased from my product category in the past year. It was 45%. How 
is that possible? And when I queried my co-op about the low 
percentage, they told me they were finding names that had affinity to 
my product line. Some affinity. I spend more than a million dollars with 
ǘƘŜƳΣ ŀƴŘ ƭƻǎŜ ϷΦέ
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We Chose Print, We Chose Co-Ops, We Chose 
Multichannel. What Did We Get?
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We Earned An Aging Customer Base
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Print-Based Customers Are Disconnected

Today, half of the 
United States 
population is under 
the age of 45.

In my projects, it is 
rare to find a print-
based business with 
more than 10% of the 
customer base under 
the age of 45.

Think strategically 
about what this 
means.
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WǳŘȅ {ǘŀȅŜŘ ²ƛǘƘ ¦ǎΥ {ƘŜ Lǎ άaǳƭǘƛŎƘŀƴƴŜƭέ

Judy:

Current Age = 62 Years Old.

Classic Baby Boomer, Raised On Catalogs.

Loves to thumb through the catalog, then 
is equally likely to shop via phone, or 
online.

75% of her demand is print driven.

She is among the 10,000,000 customers 
the co-ops send to us.
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We Ignored Jennifer, She Chose Amazon

Jennifer:

Current Age = 46 Years Old.

Gen-X / Amazon shopper.

Presented her persona at Spring NEMOA 
2012, heard numerous audible groans 
from the audience (i.e. the audience did 
not like this shopper). 

40%-ishof demand is print driven, 
measured via mail/holdout tests. Jennifer 
makes attribution vendors $$$$$$$.
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! ¢ȅǇƛŎŀƭ άWŜƴƴƛŦŜǊέ aŀǊƪŜǘƛƴƎ [ƛŦŜ /ȅŎƭŜ

Awareness via Social Media.

Social Media leads to Paid Search, SEO.

Paid Search, SEO leads to Affiliates, Discount Seeking, and a Purchase 
via Desktop / Laptop.

Purchase yields and E-Mail Address.

E-Mail Address leads to Site Visits. Site Visits generated via Tablets.

Tablets lead to Mobile / Apps, Mobile / Apps are where Loyalty is 
finally realized.
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We Ignored Jasmine. She Ignores Us

Jasmine:

Current Age = 30 Years Old.

Millenial / Mobile / Social shopper.

< 5% of catalog customer file, 
usually < 1%. Customer has no 
interest in catalog merchandise 
designed for Mom/Dad.

20% to 25% of demand is catalog 
driven, when measured via mail / 
holdout tests.
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.ǳǎƛƴŜǎǎ LƴǎƛŘŜǊΥ aƻōƛƭŜ Χ

{Ƙƻǿ ƳŜΣ ƛƴ ǘƘƛǎ ƛƳŀƎŜ ŦǊƻƳ !ƳŀȊƻƴΣ ǿƘŜǊŜ άƳǳƭǘƛ-ŎƘŀƴƴŜƭέΣ άomni-
ŎƘŀƴƴŜƭέΣ matchbacks/attribution, mobile, social, or any other 
buzzword exists?



Kevin Hillstrom, President, MineThatData
http://blog.minethatdata.com   

kevinh@minethatdata.com
27

Demographics Impact How We Present 
Merchandise, And Demographics Impact The 

Merchandise We Choose To Sell.
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!ƴ 9ȄŀƳǇƭŜΚ IŜǊŜΩǎ Footsmart
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Compare FootSmartto Zappos
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Compare FootSmartto Shoemint
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Merchandise / Creative / Demographics

Key FootSmartThemes:
ÅFoot Health, Body Health, Ailments, Bunion Relief.
ÅFree Shipping on Orders > $59.

Key ZapposThemes:
ÅFashion, Brands, Gender/Kids
ÅFree Two Day Business Shipping, All Orders, Free Returns.

Key ShoemintTheme:
ÅPersonalization ςLǘΩǎ !ōƻǳǘ ¸ƻǳΦ

Pretend you are age 25-45. Which message resonates?

5ŜƳƻƎǊŀǇƘƛŎǎΣ aŜǎǎŀƎƛƴƎΣ aŜǊŎƘŀƴŘƛǎŜ ŀƭƭ ƛƴǘŜǊŀŎǘΣ ŘƻƴΩǘ ǘƘŜȅΚ
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Geography Increasingly Dictates The Audience

Urban = Retail, Fast Broadband, 4G, Mobile/Apps Drive Business.
Suburban = Omnichannel + Amazon. Search. Affiliates.

Rural = Print, DSL. Co-Op Sourced Names.
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Demographic Cohorts Dictate Channels

Nine year ago, 38% of survey respondents 
thought it would be hard to give up the internet. 
Last year, that percentage was 53%.

Conversely ςnine years ago, 44% of survey 
respondents thought it would be hard to give up 
television. Today, that percentage is 35%. And 
land-line phone dropped from 48% to 28%.

What does this have to do with catalogs? The 
ƴǳƳōŜǊǎ ŀǊŜ ŘǊƛǾŜƴ ōȅ ŘŜƳƻƎǊŀǇƘƛŎ ŎƻƘƻǊǘǎ Χ 
the impact of Jasmine on society shifts the 
direction of the numbers in the chart. These 
numbers are also impacting catalog growth in 
2015.
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aŜŀƴǿƘƛƭŜ Χ !ƳŀȊƻƴ

On pace to hit one trillion dollars ($1,000,000,000,000) in annual sales 
in the next 5-10 years. Current annual net sales are the same as the 
sum of 1,000 catalogers with annual sales of $100,000,000. Let that 
one sink in!

Amazon did not use catalogs.

Amazon did not leverage retail.

Amazon focused on merchandise assortment, price, customer service, 
devices.

Worst of all ςwe use all of our omnichannel advertising tactics ςand 
those tactics drive traffic to Amazon. We pay, they profit every day.
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An Actual Graph From Amazon
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A Graph From A Print-Centric Business

Recent Co-Op 
Names From 
Matchbacks

Catalog 
Marketing, 

Online 
Support

Merchandise 
Loved By 62 
Year Olds

Read Catalog, 
Buy Online

Matchbacks
Show 

Catalogs 
Work
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Mobile / Social / Scale / Ops Excellence

The current generation of online businesses continue to cut off the 
customer acquisition opportunities of traditional catalogers (and 
increasingly, many retailers).

xx
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Question From A USPS Employee

άWŀǎƳƛƴŜ Ƙŀǎ ōŜŜƴ ǘǊŀƛƴŜŘ ǘƻ ƭƻǾŜ CŀŎŜōƻƻƪΣ ¢ǿƛǘǘŜǊΣ ±ŜǊƛȊƻƴΣ !ǇǇƭŜΣ 
Amazon, Samsung, and Google.

Judy was trained to love the USPS, Postcards, and Catalogs.

How do we, as classic direct marketers, train Jasmine to love 
postcards, catalogs, and print? How do we train Jasmine to love what 
ǿŜΩǾŜ ƭƻǾŜŘ ŦƻǊ ŘŜŎŀŘŜǎΚέ
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Demographic Cliff Hurts Customer Acquisition

Catalogers are really, really struggling to find new+reactivated
ŎǳǎǘƻƳŜǊǎ ǳƴŘŜǊ ǘƘŜ ŀƎŜ ƻŦ пр Χ ѹ ǘƘŜ ǇƻǇǳƭŀǘƛƻƴ Χ мл҈ ƻŦ ǘƘŜ ŦƛƭŜΦ

From 2012 ς2014, Retailers became cut off from new+reactivated
buyers, too. And e-commerce growth is slowing. This is the challenge 
of 2015, folks.
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Plugging The Holes = Tepid Or No Growth

Demographic cutoffs make it hard to change trends. Even if we plug 
the holes, our customer files will, at best, level off.

Our multi-channel / omnichannel focus cut us off from a younger 
ŘŜƳƻƎǊŀǇƘƛŎ Χ ǿŜ ŀǊŜ ƴƻǿ ǇŀȅƛƴƎ ǘƘŜ ǇǊƛŎŜΦ
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E-Commerce Is Starting To Hit A Wall, Too

eBay lays off more 
than 2,000 
employees amid 
slowing growth.

The source of new 
customers for e-
commerce 
businesses is 
beginning to dry 
up.

E-commerce rebuy 
rates are poor.
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Choices In E-Commerce: Conversion

Remember how catalogers made choices, and those choices resulted 
in an older customer now disconnected from the mainstream of 
commerce?

E-/ƻƳƳŜǊŎŜ ōǳǎƛƴŜǎǎŜǎ ǎǇŜƴǘ мр ȅŜŀǊǎ ƳŀƪƛƴƎ άŎƻƴǾŜǊǎƛƻƴ ŎƘƻƛŎŜǎέΦ 
These choices are also detrimental to e-commerce.

! ƭǳǎǘ ŦƻǊ άƻǇǘƛƳƛȊƛƴƎ ŎƻƴǾŜǊǎƛƻƴέ ǊŜǎǳƭǘǎ ƛƴ ŀƭƭ ǎƻǊǘǎ ƻŦ ŎǊŀȊȅ ǘŀŎǘƛŎǎ 
that do not increase annual purchase frequency or annual repurchase 
rates.

Example: I analyzed an e-commerce brand where good customers 
visited the website 120 times per year. Why demand a conversion 
today?
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Choices In Retail:  Three Challenges

In my projects, retail comps are experiencing tepid growth, for three 
reasons.

Reason #1 = Merchandising problems post-Great-Recession 
(significant). Can easily be fixed.

Reason #2 = Movement of retail customers from in-store buying to 
online buying (very minor). Will not be fixed, sum of $ is constant.

Reason #3 = Not enough new+reactivatedcustomers setting foot in 
ǎǘƻǊŜǎ όǎƛƎƴƛŦƛŎŀƴǘύΦ ²ŜΩǾŜ ǘǊŀƛƴŜŘ ǇǊƻǎǇŜŎǘǎ ǘƻ ƴƻǘ Ǿƛǎƛǘ ǎǘƻǊŜǎκƳŀƭƭǎΣ 
ŀƴŘ ŀǎ ŀ ŎƻƴǎŜǉǳŜƴŎŜΣ ǿŜΩǾŜ Ŏǳǘ ƻǳǊǎŜƭǾŜǎ ƻŦŦ ŦǊƻƳ мл҈ - 50% of the 
new prospects available to us.
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Our Merchandising Choices Are Killing Us

We all know the importance of a healthy customer file. Similarly, it is 
very, very important to have a healthy merchandise assortment.

After the Great Recession, too many of us created self-inflicted 
wounds by cutting back on the number of new items, starving the 
customer file of good merchandise.

Common Issue:
Å2010 = $9.4 million from new items, $15.4 million from existing.
Å2011 = $8.7 million from new items, $16.6 million from existing.
Å2012 = $8.5 million from new items, $15.9 million from existing.
Å2013 = $7.7 million from new items, $16.3 million from existing.
Å2014 = $6.9 million from new items, $16.6 million from existing.
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Choices In Retail: Clicks > Bricks

We spent 15 years teaching retail shoppers TO NOT VISIT RETAIL 
STORESςŀǎƪƛƴƎ ǘƘŜƳ ǘƻ ƛƴǎǘŜŀŘ ǎƛǘ ŀǘ ƘƻƳŜ ŀƴŘ ŎƭƛŎƪΦ LǘΩǎ ǿƻǊƪƛƴƎΗ 
Run the query yourself. This is one of the factors that is causing retail 
comp store sales to struggle ςwhy drive to a store when you can sit 
and click? Omnichannel!!
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Choices In Retail: Clicks Hurt In-Store Newbies

With 10% to 50% traffic declines in-ǎǘƻǊŜǎΣ ǿŜΩǊŜ ƭƻǎƛƴƎ ƻǳǘ ƻƴ ƴŜǿ Ҍ 
reactivated customers, costing us sales. Secondarily, sales are shifting 
out of Spring-Fall, and are shifting into December (at 30% off).
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aŀŎȅΩǎΥ !ƳŜǊƛŎŀΩǎ hƳƴƛŎƘŀƴƴŜƭ {ǘƻǊŜ

²Ƙŀǘ ŘƻŜǎ άƻƳƴƛŎƘŀƴƴŜƭέ ōǳȅ ǘƘŜ ǊŜŎƻƎƴƛȊŜŘ ƻƳƴƛŎƘŀƴƴŜƭ ƭŜŀŘŜǊΚ

Generally flat retail comps.

E-commerce growth.

The closing of 14 stores in 2015, stores that generate $130,000,000 in 
annual net sales. If omnichannel worked, why would stores be closing.

READ THE ANNUAL REPORTS AND QUARTERLY REPORTS OF LEADING 
w9¢!L[9w{ Χ ¢I9¸ !w9 ¢9[[LbD ¦{ ¢I!¢ habL/I!bb9[ ¢!/¢L/{ [9!5 
TO UNDERPERFORMING STORES THAT WILL BE CLOSED. My estimates 
suggest that 30% of retail locations will close in the near future.
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Abercrombie & Fitch

Omnichannel strategy = 40% of sales will be online in a few years.

Merchandise alignment did not appeal to young customers, cutting 
Jadyn out, leaving company with Jasmine.

Online sales gains + merchandising problems + demographics 
challenges = 300+ store closures.

¢Ƙƛǎ ƛǎ ǿƘŀǘ ƻƳƴƛŎƘŀƴƴŜƭ ŘŜƭƛǾŜǊǎ Χ ŀƴŘ ŎŀǘŀƭƻƎŜǊǎ ƪƴƻǿ ǘƘƛǎ Χ ǿŜ Ŏǳǘ 
off younger demographics, we ignore merchandise productivity, we 
move sales online, we close low-performing retail stores.

MERCHANDISE + DEMOGRAPHIC ALIGNMENT MATTERS!!!
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wŜǘŀƛƭΩǎ hƳƴƛŎƘŀƴƴŜƭ CǳǘǳǊŜ

The lower 30% of the store portfolio are generally weakening, in the 
face of the online channel. In the next 5-10 years, these locations will 
close, lowering retail net sales, increasing company profit.
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Digital Hates Offline Inefficiency

40% to 50% of all catalog pages mailed in 2007 are not mailed in 2015. 
¢Ƙƛǎ ŘƛŘƴΩǘ ƘŀǇǇŜƴ ōŜŎŀǳǎŜ ƻŦ άǘƘŜ ŜŎƻƴƻƳȅέΦ ¢Ƙƛǎ ƘŀǇǇŜƴŜŘ ōŜŎŀǳǎŜ 
e-commerce rendered those pages inefficient.

My forecast ς30% of all major retail mall-based store locations will 
close over the next ten years, as in-store sales are digitized.

There will be retail winners ςespecially those businesses that cater to 
younger customers.

hǘƘŜǊǿƛǎŜ Χ w9¢!L[ нлмр Ґ /!¢![hDLbD нллрΦ
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Choices Have Led To Challenges

Catalogers chose co-ops, print-to-website customer engagement, 
leading to older customers, leading to an evolution of merchandise 
catering to an older customer, leading to a feedback loop.

E-/ƻƳƳŜǊŎŜ ōǳǎƛƴŜǎǎŜǎ ŎƘƻǎŜ άƻǇǘƛƳƛȊŜŘ ŎƻƴǾŜǊǎƛƻƴέΣ ǊŜǉǳƛǊƛƴƎ 
discounts to close sales TODAY, largely ignoring long-term customer 
relationships that actually exist, unmeasured.

Retailers trained customers to click instead of getting in a car to drive 
to a store. Customers listened. Now mall traffic is down, driving comps 
down, with the likely result a full digitization of the business and the 
closing of 30% non-prime, below-average retail locations. The best 
retail locations are likely to grow.
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However, The World Is Not 
Coming To An End
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Opportunity Exists For All Of Us
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Every Business Model Can Be Successful
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Time To Get Busy!
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Who Is Looking Out For Your Interests?
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Free Data Feeds Do Not Benefit Catalogers

aǊΦ wƻǎŜΥ ά5ƻ ȅƻǳ ŦŜŜƭ ōŀŘ ǘƘŀǘ .ƛƴƎ ǿŀǎ ǎǳŎƘ ŀ ŦŀƛƭǳǊŜΚέ

aǊΦ .ŀƭƭƳŜǊΥ ά.ƛƴƎ ǿŀǎ ƴƻǘ ŀ ŦŀƛƭǳǊŜΦ .ƛƴƎ ǿŀǎ ŀ ƳŀƧƻǊ ǎǳŎŎŜǎǎΦ 5ƻƴΩǘ 
you understand? Without Bing, Microsoft does not have an Artificial 
LƴǘŜƭƭƛƎŜƴŎŜ ǇǊƻƎǊŀƳΗ 5ŀǘŀ ŦǊƻƳ .ƛƴƎ ŦŜŜŘǎ ƻǳǊ !L ƛƴŦǊŀǎǘǊǳŎǘǳǊŜΦέ

Your business partners (Adobe / IBM / Google / Microsoft / Abacus ς
Epsilon / DatalogixςOracle) use your data, YOUR DATA, which you 
freely give to them (web analytics via Adobe / IBM / Google). Then, 
they monetize the freely offered information, and finally, they sell the 
data back to you.
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IBM

IBM shows repeated commercials on television, talking about how use 
of their data analysis tools result in untold riches for your business.

And yet, IBM has suffered through three years of sales declines, and a 
decade of flat sales.

LŦ L.aΩǎ .ƛƎ 5ŀǘŀ ǎƻƭǳǘƛƻƴǎ ŀƴŘ ŀƴŀƭȅǘƛŎŀƭ ƻŦŦŜǊƛƴƎǎ ǿŜǊŜ ǎƻ ŘŀǊƴ 
ǇƻǿŜǊŦǳƭΣ ǘƘŜƴ ǿƻǳƭŘƴΩǘ ǘƘƻǎŜ ǎŀƳŜ ǘƻƻƭǎκǎƻƭǳǘƛƻƴǎ ŜƴŀōƭŜ L.a ǘƻ 
find hidden nuggets of information that allowed IBM to grow at an 
unfettered rate?

You will be asked to contribute your data to an omnichannel world. Do 
not expect anything of value in return.
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Listen Carefully ςIs The Message Fair / True?

From a conference organizerΥ  άKevin, I realize we reached out to you 
to speak at our conference. I realize we asked you to volunteer your 
time. And we appreciate that you put in the time to create a 
presentation. But our sponsors have informed us that they need to 
deliver a sufficient return on investment, or they will not partner with 
us going forward. Our sponsors have asked us to grant them access to 
the attendees via the speaking sessions. Therefore, we will be giving 
our speaking assignments to our sponsors, because without them, we 
ǿƻǳƭŘƴΩǘ ŜȄƛǎǘΦ .ǳǘ ǘƘŀƴƪ ȅƻǳ ŦƻǊ ōŜƛƴƎ ǿƛƭƭƛƴƎ ǘƻ ǇŀǊǘƴŜǊ ǿƛǘƘ ǳǎΦέ

From a conference organizer: 1/3 of revenue comes from sponsors, 1/3 
of revenue comes from vendors attending the conference, 1/3 of 
ǊŜǾŜƴǳŜ ŎƻƳŜǎ ŦǊƻƳ άōǊŀƴŘǎέ ŀǘǘŜƴŘƛƴƎ ǘƘŜ ŎƻƴŦŜǊŜƴŎŜΦ ά²Ŝ ŘƻƴΩǘ 
exist without sponsors / vendorsέΦ 
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¢ƘŜ aŜǎǎŀƎƛƴƎ 9ŎƻǎȅǎǘŜƳΥ ά.ǊŀƴŘǎέ CǳƴŘ ¢ƘŜ 
Whole Ecosystem ςEcosystem Needs Eyeballs

Trade 
Journals

Confer-
ences

Vendors

Employees at Brands 
who read trade journals, 
attend conferences, and 
buy services. 

Research 
Brands

²ƛǘƘƻǳǘ άŜƳǇƭƻȅŜŜǎ ŀǘ ōǊŀƴŘǎέΣ ǘǊŀŘŜ 
journalists, conferences, vendors, and 
research brands go out of business. No 
money. 

The ecosystem can exaggerate the 
message to generate eyeballs, $.



Kevin Hillstrom, President, MineThatData
http://blog.minethatdata.com   

kevinh@minethatdata.com
61

Every Business Model & Every Customer 
Demographic Can Work Profitably.

¸ƻǳǊ .ǳǎƛƴŜǎǎ Lǎ bƻǘ ά5ŜŀŘέ LŦ ¸ƻǳ 5ƻƴΩǘ 5ƻ 
What Vendors, Trade Journalists, Researchers, 

And Consultants Tell You To Do!

Find Companies And Individuals You Can Trust 
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Up Next

Customer Metrics From A Successful 
Catalog Business

This Business Markets Through More Than 20 
Marketing Channels. It Found The Secret To 

Their Success!
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A Successful Cataloger: Annual Demand
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A Successful Cataloger: Annual Buyers
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A Successful Cataloger: Annual Rebuy Rate


