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Intro to the Dating Guide

So the story goes: You walk into a bar, and there is a cute girl (guy) you’d like to hook up with. Even in this day and age, when both consenting adults probably have smartphones, you are unlikely to ask:

1. May I scan you?

    2. Do you have a website address?

    3. May I download your app?

    4. Is there an NFC (Near Field Communication) tag somewhere on you that I can tap?

The natural question that you will ask is the same one your dad asked your mom (before the arrival of the smartphone):

5. May I have your number?

The phone was, and continues to be, a communication device. That elusive phone number in the bar is your way of connecting for a dinner date the next day. That magic number gives you the permission to call long after the bar is closed. It enables a two-way relationship. And it means, most important, that you are now in the other person’s circle of trust.

The same holds true for retailers and brands; however, like a wide-eyed, socially awkward kid in the bar, in the digital era some retailers do not have the social tools to get the second date. They do not have the skills to build a trust relationship with anyone in the bar, and they are not in a position to get a simple phone number scrawled on the back of a proverbial matchbox.
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An Instagram from the past*

In simpler times, you could put up a “store opening]” sign and inflate a few dozen balloons, and consumers would file into your store. There was a time when a product could be sold based on a jingle, a flyer, a coupon.

You could neatly categorize your consumers and call them names such as “Traditional Tracey,” “Stressed Susan,” or “Variety-Loving Vicky.” There seemed to be more order, and retailers’ assumptions about shoppers always seemed to be accurate and measurable. The world was a safer place.

Those were the halcyon days when brands were at the center of the universe and shoppers orbited around them. Then something went awry. Retailers lost their mojo, and consumers began shopping around. Why go to the store when the store can come to me? they thought. Convenience trumped loyalty, and seemingly overnight many brands and retailers began orbiting alone.

It may feel as if digital technology has rudely disrupted the newspaper industry and music labels and is now reinventing the mall. However, it is not technology alone that is the culprit; retailers have not bothered to chase consumers and by not doing so have lost their connection to them. Bricks-and-mortar stores are not going away, but their business models and relationships to consumers are changing. The store’s walls have become porous, and the science of plan-o-gramming,* shopper marketing, and customer loyalty has been thrown on its ear.

This book is about building the social tools necessary to reconnect with shoppers. For brands, retailers, and content owners that are trying to get out of a traditional relationship and back into the dating scene, this is a guide to how to connect with their new mobile consumers, get their phone numbers, and get that all-important second date.


Elephants and Donkeys and Shampoo, Oh My!

    SOAPBOX POLITICS • THIS SEAT’S TAKEN • MORE THAN KISSING BABIES

Many people in the business of connecting to retail customers are busy reworking their game plan. It may reassure the reader that no one is immune to digital disruption, which has left most industry folk, from brands to broadcasters, from publishers to politicians, questioning the way they engage with their audiences.

The 2012 U.S. presidential election is a perfect example of brands desperately seeking buyers. As the candidates claw for positioning, it is evident that the election process is (surprisingly or not) similar to selling a product in a hugely competitive retail market. Each electoral cycle demonstrates the challenge of courting an increasingly digital public.

The techniques that President Barack Obama and Mitt Romney use to market their platform and gather votes are the same as those embraced by brands to manage their market presence, build engagement, and move their audience to a sale. All the challenges of chasing the itinerant mobile public are the same as those facing bewildered shopkeepers.

Soapbox Politics

Products are bought based on their function or the service that they deliver, brand recall, brand loyalty, convenience, and, of course, price. The same holds true for the presidential race. The candidates all have something to sell:

    • A product

    • A service

    • A price

The product they are marketing is themselves. Republican candidate Mitt Romney’s campaign managers, for instance, are trying to sell Romney the man, the father, the ex-governor, the future president, and the businessman. They do this in a number of ways: by optimizing his camera appeal, wardrobe, personality, and ability to look good in a fifteen-second media sound bite.

The service they are offering is outlined in their platform: their policies, their ideas, and their vision. A campaign, like a retail store, is selling a product with an appealing exterior and the promise of a rewarding interior.

The price is the cost of implementing the service. There is a fine political dance of costs and benefits as politicians attempt to keep various—and often opposing—factions happy.

A candidate stands on a podium; a product sits on a shelf. Their quandary is the same.

In the case of retail there is a science to closing the sale. What shopkeepers and brands call the “path to purchase” explores the shopper’s experience—from the first time we hear a product jingle to the moment we bring the product home—and can involve everything from the $75 billion that is still spent annually on television advertising to recipes on YouTube videos to dog-eared coupons. This is the step-by-step process of moving possible customers to purchase (wherever that purchase may happen).

What are Romney and Obama’s biggest concerns? Of the American public that historically engages in the political debate, many do not end up voting. According to Pew Research Center data (http://people-press.org/files/legacy-questionnaires/295.pdf), a week before the 2006 midterm elections, 68 percent of would-be voters said they were registered and planned to vote in the upcoming election; however, on election day only 40 percent of eligible adults actually voted. Any candidate who wants to live in the White House needs to answer this marketing and sales dilemma: why did motivated and engaged citizens not cast a ballot? 2000 was the only year over the past two decades when expressed engagement mirrored actual turnout in the presidential election.
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Path to purchase (interrupted?) Pew Research Center data, June 7–17, 2012 (turnout figures based on voting-eligible population)

Closing a sale is key; it is all that really matters. A campaign team knows that whether it is packaging Romney or a household staple, all is for naught if it cannot move someone into the voting booth (or, in the case of a store, to a cash register). We need to convince the voter/shopper to select one product/candidate over another. We need him or her to make this decision at the ballot box—what brands call the “moment of truth.”

The biggest challenge for a brand trying to court and capture the mobile public is that buyers are no longer captive in stores. This is hugely inconvenient. If shoppers are not orbiting the storefront, where do you find them? If you do not know what path they are on, how can you post effective signs?

Whether in the ballot box or in a store, our attention spans are becoming increasingly deficient. At home, consumers may write out shopping lists and do hours of product research, but in a store, the majority of their basket is made up of products bought on impulse. Billions of dollars are spent to try to influence this public. To create an affinity for a candidate or a shampoo, how can we best encourage mobile consumers to buy our product over another one?

This Seat’s Taken

The path to the White House is challenging. The public is consuming information, signs, and messages on smaller screens—screens that we no longer control or even influence effectively. Digital natives (those born into a nonlinear world, unlike many of us analogue immigrants) are at ease navigating a handheld screen on which there is limited space for traditional signs. Adding complexity, digital natives move through nearly thirty windows on that screen per hour.
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