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Shopping
Malls Are
21st C Ghost
Towns
Since 2010, more than two
dozen enclosed shopping malls
have closed, and an additional
60 are on the brink. By 2025,
an estimated 15% or more malls
will be closed or repurposed,
according to projects by Green
Street Advisors.
Mall anchors, like JC Penney’s
Macy's, Walmart and Sears have
recently announced fresh
rounds of closures and layoffs.
JCPenney is closing 33 stores,
Macy's is closing 40 in 2016,
and Sears is closing its flagship
in Chicago — the latest of about
300 closures Sears has made
since 2010.
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Main
Streets Are
Thriving
National Main Street Center,
American Small Business
Saturday, local chambers of
commerce, retailers,
service businesses and local
dining establishments are
working together to bring
awareness of the vital role
small businesses play in the
local community.
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Malls Are
Boring
Malls are a sea of sameness
and the big-box store
experience is beginning to
show fatigue.
Walk through any of the
nation's 1,000 or so
enclosed malls and you
might notice they all look
much the same.
Filled with the same stores
offering the same
merchandise at the same
“sale” price, it's a
discouraging monotony.
It’s too much of the same
thing.
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Main
Streets Are
Exciting
Consumers are looking
for something new and
different. The
independent main street
retailers that survived
the recession are poised
to offer them just that,
unlike the big boxes and
mass retailers that keep
on offering the same
stale old options.
“Main Street” specialty
retail offers new things
to see, new things to do,
and new things to
experience and explore.
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The five-year Economic Census
of Retail reveals that the
number of retailers in operation
dropped nearly 6% from 2007
(pre-recession) to 2012 (postrecession).

 During the recession, the number of small

retailers declined, while retail sales grew
by nearly 8% during the same period.

 That means one thing: Retail sales during

the recession became concentrated across
a narrower band of larger retailers. In
other words, the recession was a good
time for big box and mass-market retail.
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With few exceptions, specialty
retail stores traditionally owned
by independent retailers
experienced the greatest
decline in number of stores.
For example, the number of
local florists, art dealers,
stationers, home furnishings,
luggage and leather goods
stores, gift, souvenir shops, and
furniture stores all lost 20% or
more doors in the five years
from 2007 to 2012.
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The consumer culture is turning a page in favor of social
justice, supporting locally-owned, independent retailers
who contribute to the community.
People recognize that “Main Street” businesses create
jobs, and the money spent locally stays in the
community.
The American Express-sponsored Small Business
Saturday program and the growing “Made-in-America”
movement support the concept of buying from small
community-based independent retailers, as an
alternative to big, impersonal national brands.
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While the Great
Recession took out a wide
swath of retailers -economic natural
selection at work -- the
successful retailers that
remain represent, by and
large, the best and
brightest. They have
come through the worst
and emerged onto the
other side stronger,
smarter and more
resilient.
Shoppers and customers
are increasingly
demanding the special
services and products
that only local small
businesses can provide.
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Average Expenditure by Households by quintile
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Typical American
household lost $4,000$4,500 spending power
through the recession.
Increasingly middleclass customers HAVE to
shop ‘big box.’
Affluent (top 20%) view
themselves as middleincome, but they have
discretion to spend.

Source: BLS CEX 2013 & Unity Marketing
Expenditures

© Unity Marketing, 2015

Number of consumer units (in thousands)
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Affluents
Are “Heavy
Lifting
Customers”
Top 20% affluent
segment starts at
about $100K
household income.
•

HENRYs (highearners-not-richyet) mass-affluent - $100k-$249.9k

•

Ultra-affluents -$250k+

HENRYs are the new
middle-class
consumers with
discretion that
account for some 40%
of all consumer
spending.
10

Trends in Affluent Shopper's Projected Spending
over Three-Month Study Period by Major Type of
Shopping Experience
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Affluents will shop mass
for things they need, but
shop specialty
independents for things
they desire.
In 2015, Unity
Marketing’s Affluent
Consumer Tracking Study
(ACTS) “Shopper Track”
found distinct shift
toward specialty retail.
But even greater increase
in experiences, like
dining and travel.
Affluent shoppers also
favor the dining
experiences they find on
“Main Street.”
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New Ways of
Shopping

Demand New
Ways of

Retailing
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The big national retailers, as
much as they give lip service to
attentive customer service,
operate a business focused
principally on selling products,
not selling an experience.
However, product alone no
longer sets a retailer apart.
Product, good product, and
even quality product at really
attractive prices, is available
anywhere and everywhere, like
Amazon.com.
Shoppers are Internet savvy;
they only need to go to the
store to get products if they
want to.
Faster delivery, like Amazon
Prime, and increasing offered
by a growing range of online
retailers has made that trip of
necessity a notion of the past
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Retailing Is
a People
Business
First
The most successful
specialty independent
retailers operate in a
rarefied realm. With a
focus on serving the
customer holistically,
rather than just
satisfying their product
needs, specialty retailers
make the shopping
experience relevant and
personal for each and
every customer.
Success at retail is more
about how you sell, not
what you sell.

Make shopping an
experience!
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 For affluent customers specialty independents

have a powerful edge. Specialty retail stores
generally sell things people desire, not just
what they need.

 And the independents tend to cater to that

sense of reward fulfillment, emblematic of
affluent customers with discretionary dollars.

 The affluent are pragmatic shoppers; practical

about buying commodities from massmerchandisers, and passionate about fulfilling
their desires in smaller shops where they know
store owners and staff.

 They tend to demand to be treated with a high

level of personal service, and expect a
differentiated, experiential sell.
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Demographic shifts will
favor small specialty
retailers in the coming
decade. The maturing of
the huge Baby Boom
generation, which will
range in age from 56-74
years in 2020, presents a
customer who is looking for
a more personal retailing
experience. They have
advanced to a life stage
that has liberated them
from childrearing and all
the related expenses.
But their kids want the
same thing. Millennials
want the only-about-me
shopping experience for
another reason. Because
they can!
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Over the next 10 years,
independents will thrive as
multi-generational
customers cut back on the
one-size-fits-all approach
of mass retail and the
sameness that it
engenders.

 Peter Drucker says, "The aim of marketing is to

know and understand the customer so well the
product or service fits him and sells itself."

 Unlock your secret weapon to retail success by

understanding the affluent shopper, especially
the HENRYs (High-Earners-Not-Rich-Yet).

 HENRYS are the new mass-market customers

with discretion and the future of the luxury
market.
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Customers will seek these
smaller stores for different
reasons, based on their
socio-economic,
psychographic and
demographic outlooks.
As a result, growth at mass
will slow down and profits
will shrink. The next
decade will see a great
winnowing down,
restructuring, and right
sizing of mass-market
retail, which will give a
new opportunity to
independent specialty
retailers. As long as they
16
get it right.



Get an Overview
Today’s affluent shoppers still have discretionary income to spend, unlike the middle-class
who have lost more than $4,000 of spending power due to the recession. Unity Marketing
publishes Affluent Shopper Snapshot Reports for retailers in specific vertical markets to
learn how these customers shop in their class of retail. Visit
www.unitymarketingonline.com and under REPORTS, search for “Shopper Snapshot” or click
this link:
http://unitymarketingonline.com/product-category/snapshot-reports/snapshot-reports-luxuryshopping/




Dig Deeper
Unity Marketing's new study, Affluent Shopper Report: The Who, What, Where & Why of
Affluent Shoppers, is devoted to the shopping habits of the affluent consumer. It examines
two years of trends in affluent shopping behavior, showing how they are shopping today and
where they will be shopping tomorrow.
 The new report provides in-depth statistics about the shopping behavior of both the massaffluent HENRYs and the Ultra-affluent shoppers at the top.
 But more than just data, this report includes analysis about what the key findings mean and
how retailers can put the insights into action to more successfully market their stores and
reach the Affluent shoppers who hold the key to their growth and success.
 The Affluent Shopping Report is a comprehensive omni-channel, cross-channel view of the
affluent shoppers and right for marketers that need a wide, horizontal view of the affluent
shopper landscape, after all this is how today's affluents shop, across channels, looking for
the right combination of product selection, quality and price/value.
 Visit www.unitymaketingonline.com and under REPORTS select “Featured Reports” or click
this link:
http://unitymarketingonline.com/shop/buy-luxury-research-reports/how-affluents-shop-thewho-what-where-and-why-about-affluent-shoppers/




Analyze & Strategize






Unity Marketing offers research services aimed at delivering data and insights about your
specific customers and target customers. We also can conduct research to help brands that
market their products through retailing partners to develop new strategies that will attract
the high-potential affluent shoppers to their brand partners.
Not only does Unity Marketing conduct research, but we are experts at helping make the
research data and findings actionable for your specific business. Contact Pam Danziger
(pam@unitymarketingoline.com) or call 717-336-1600 to discuss your special needs.

Share with Your Team


Unity Marketing’s Pam Danziger offers keynote speeches and corporate presentations
tailored to your specific industry or market segment. Pam’s presentations deliver
actionable insights and understanding about the high-potential affluent customers suitable
for meetings and groups large or small. Call Greg Danziger
(greg@unitymarketingonline.com) or visit http://unitymarketingonline.com/speaking-andworkshops-speaker-for-luxury-industry/ to learn more.
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Today's retail
environment is ripe for
inspired, creative
independent specialty
retailers to prosper.
The secret of success is
the ability for them to
know -- really know -their customers and
deliver the valuable,
unique shopping
experiences these
demanding, savvy,
eager-to-be-pleased
consumers crave.
It’s not just about the
stuff. It’s the personal
experience that is the
gift that keeps giving. 17
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Today’s consumer marketers face an increasingly competitive
environment with many business and marketing challenges.
Unity Marketing leads with research to help businesses gain
insights into their core customers and their best target customers
– the affluent who have discretionary income to spend.

 Affluent Consumer Tracking Study
 Two waves
 Spring Shopper Track
 Fall Product & Services Track

 Consumer Gifting Study
 In-depth investigation into gift choices and shopping

behavior among middle-income to upper-income
consumers.
 Special investigation into how consumers use the internet
for their gift research, planning and buying needs.
 Survey completed April 2015 (n=1,649 consumers HHI
$97,900)
 Art, Framing & Wall Décor Study
 The ‘selfie’ culture has created a new market for frames

and wall décor. In addition, affluent consumers are
collecting more original, one-of-a-kind artwork to display
on their walls.
 An in-depth study is planned in 2016 to investigate the
new art, framing and wall décor market, with a special
section devoted to how consumers use the internet in
their pursuit of new art and frames to display.

To deliver more
actionable insights to
marketers about the
best potential
customers in the U.S.
consumer market today
– the affluent top 20%.

 Millennials on the Road to Affluence
 This new study has important implications for every brand

that wants to connect with the next generation of luxury
consumers: the Millennials
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 Qualitative expertise
 Focus groups, IDIs
 Expert, influential & channel partner studies
 Quantitative expertise
 Survey design
 Data analysis including statistical data analysis
 Analyzing survey results for key take aways
 Marketing & branding consulting
 How to use research to create more powerful brands
and more compelling marketing

 Speaking experience
 Presentations that deliver the most important
information and insights that the audience can take
away and put into action
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We are a boutique
marketing research and
consulting firm.
We lead with research
to advise businesses
that need insights into
mind of affluent
consumer with incomes
$100k and above.

1/18/2016

 Greater access to new AFFLUENT

consumer SAMPLES

 In-depth data about HIGH-END & LUXURY

customers

 Understanding of BRAND USAGE &

AWARENESS

 Key COMPETITOR BRAND usage &

awareness

 Purchase & usage TRACKING STUDIES
 CUSTOMER SURVEYS and studies to identify

new opportunities
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Unity Marketing can
provide more data
about the affluent
consumers, combining
both qualitative and
quantitative research
strategies.
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 UNDERSTAND your best prospective CUSTOMERS’ needs and

desires

 Get the COMPETITIVE EDGE
 Develop more effective MARKETING STRATEGIES
 RESEARCH your market
 SHARE customer KNOWLEGDE & INSIGHTS
 Evaluate NEW PRODUCTS
 Find best CHANNELS OF DISTRIBUTION
 Track TRENDS in the market

Unity Marketing can help
you use the research data
you have on hand to
greater effect to drive
growth for your business.
We consult with
companies of all sizes,
from small to mid-sized
to large multi-nationals.
We support retailers,
manufacturers and
marketers in both B2C
and B2B marketing
strategies.
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 Presentations CUSTOMIZED to specific needs of your

group

 PREPARE your marketing and sales teams for the

competitive landscape of tomorrow

 Gain “All Access” into the mind of today’s most

influential shoppers – the AMERICAN AFFLUENT

 Turn research-based INSIGHTS into ACTIONABLE

STRATEGIES for reaching your most profitable
customers

For over a decade Pam Danziger
has studied the changing
preferences, shopping habits,
attitudes, and lifestyles of
affluent consumers.
Her presentations, speeches,
seminars, webinars & workshops
are customized to the needs of
each audience.
Each presentation is designed to
give the audience news they
can use to understand the mind
of today’s most influential
shoppers – the American
Affluent.

The goal is to deliver researchbased insights that can be
turned into actionable
marketing strategies for each
member of the audience to
reach their most profitable
customers.
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Pam Danziger and the Unity Marketing team offer a range of
tools and resources to help marketers and retailers identify
their best customers and channel partners and how to reach
them most effectively with targeted marketing strategies
and tactics.
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Unity's research-based
approach can help
marketers and retailers
find new opportunities
for growth in their
businesses.
Email Pam188@ptd.net
or call 717.336.1600 to
discuss your marketing
challenges.
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 Speaker, author, and market researcher Pamela

N. Danziger is internationally recognized for her
expertise on the world's most influential
consumers: the American Affluent. Her new
mini-book, What Do HENRY's Want?, explores
the changing face of America's
consumer marketplace.

 As founder of Unity Marketing in 1992, Pam

leads with research to provide brands with
actionable insights into the minds of their most
profitable customers.

 Leadership in luxury marketing recognized

through Global Luxury Award presented by
Harper’s Bazaar, London May 2007.

 She was named to Luxury Daily's Luxury Women

to Watch in 2013. She is a member of Jim
Blasingame: The Small Business Advocate’s
Brain Trust and a contributing columnist to The
Robin Report.

 Her most recent books are What Do HENRYs

Want? and Shops that POP! 7 Steps to
Extraordinary Retail Success.

 Previous books, Putting the Luxe Back in

Luxury: How New Consumer Values Are
Redefining the Way We Market Luxury;
Shopping: Why We Love It, Let Them Eat Cake:
Marketing Luxury to the Masses as well as the
Classes & Why People Buy Things They Don’t
Need
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